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Debut  of  The  This  is  a  world  of  constant  ini- 

Retail  Druggist  provement.     With  changing  con- 

of  Canada.  ditions,  new  needs  are  continu- 

ally arising  and  being  cared  for. 
It  is  to  supply  a  need  and  a  long-felt  want  that  The 
Retail  Druggist  of  Canada  here  makes  its  bow  to  the 
drug  trade  of  the  Dominion.  It  is  not  here  by  acci- 
dent. It  has  come  into  existence  because  it  is  needed. 
At  one  time  a  purely  professional  paper  may  have 
fairly  well  supplied  the  requirements  of  the  druggist. 
That,  however,  was  in  a  day  when  the  druggist  handled 
practically  nothing  but  drugs.  That  day  has  passed 
into  history.  The  business  of  the  druggist  of  to-day  is 
made  up  of  many  lines  and  side-lines,  of  which  drugs 
form  only  a  part,  and  in  most  cases  a  constantly  de- 
creasing part.  The  business  of  the  druggist  of  to-day 
has  become  more  commercialized  than  was  the  case 
j'ears  ago. 

The  druggist  of  to-day  must  not  only  understand 
dispensing  and  other  professional  work,  but  ho  must 
above  all  be  a  capable  business  man  if  be  would  survive 
the  strenuous  competition  of  the  times.  It  is  for  this 
reason  that  a  journal  specializing  on  business  methods 
and  of  practical  dollar  and  cents  value  to  the  retail 
druggist  is  needed.  The  Retail  Druggist  of  Canada 
hopes  to  supply  that  need. 

It  will  deal  with  all  phases  of  drug  store  retailing, 
including  window  dressing,  advertising,  interior  dis- 
play, salesmanship,  matters  of  expenses  and  profits — 
in  short,  ever.vtbing  that  will  make  the  druggist  a  better 
business  man,  and  enable  him  to  make  more  money. 

Tbe  professional  side  of  the  drug  business  will  by  no 
means  be  neglected,  but  the  big  feature  will  be  the 
bu.siress  hints  and  suggestions  that  will  be  of  practical 
help  to  the  man  engaged  in  the  retail  drug  business. 


With  the  assistance  of  dealers 
throughout  Canada,  it  is  hoped 
to  make  this  the  most  practical 
and  most  valuable  paper  pub- 
lished for  retail  druggists;  and  towards  this  end  the 
co-operation  of  every  man  in  the  trade  is  solicited.  We 
want  every  druggist  to  feci  that  this  is  his  paper,  con- 
ducted for  his  benefit  and  the  general  advancement  of 
the  trade  in  Canada. 

No  druggist,  of  himself,  ean  secure  a  competent 
knowledge  of  the  drug  side  of  his  business.  Neither 
can  he,  of  himself,  learn  all  that  is  to  be  known  about 
business  methods.  Reciprocity  in  ideas  and  plans  of 
retailing  is  essential.  This  paper  will  aim  to  be  a  clear- 
ing house  for  ideas,  so  that  the  man  in  Halifax  may 
know  the  methods  of  his  brother  dealer  in  Vancouver — 
that  the  m.an  in  the  Par  North  may  learn  something  of 
business  on  the  southern  border. 

Towards  this  end,  druggists  and  their  assistants  in 
every  part  of  the  Dominion  are  invited  to  send  along 
any  methods  that  are  of  value  in  increasing  their  busi- 
ness. Every  dealer  has  some  little  plan  that  the  other 
fellow  has  not  thought  of,  and  an  interchange  of  these 
is  bound  to  result  in  mutual  good. 

Photographs  also  supply  the  means  by  which  dealers 
in  one  art  nf  the  country  may  learn  how  others  are 
trimming  their  windows  and  arranging  their  interiors, 
for  this  reason  good  photographs  of  window  displays 
and  store  interiors  are  solicited. 

Cultivate  the  smile  and  the  cheerful  viond. 
They  are  magnets  that  draw  dollars  to  the 
business  man. 

The  Tax  on  Pro-  At  the  recent  convention  of  the 
prietary  Medicines.  Canadian  Pharmaceutical  Asso- 
ciation, in  Toronto,  one  of  the 
items  that  v,'as  brought  up  for  discussion  was  a  freak 
tax  which  it  is  said  the  Inland  Revenue  Department 
propose  to  impose  on  the  druggists  of  Canada.  At 
present  there  is  a  tax  of  one  dollar  a  year  on  every 
manufacturer  of  a  patent  medicine,  but  according  to 
the  change  in  the  act  that  has  been  foreshadowed  by 
the  department  at  Ottawa,  and  a  tax  of  one  dollar  a 
year  will  be  made  for  every  proprietary  medicine  com- 
pounded for  sale.  In  short,  this  Avould  mean  that 
every  druggist  who  prepares  a  stock  medicine,  such  as 
a  cough  mixture,  for  instance,  will  be  compelled  to 
pay  one  dollar  on  each  separate  remedy,  meaning  a 
big  burden  on  the  druggist  who  already  finds  profits 
on  these  lines  none  too  lucrative. 

While  the  department  may  not  really  mean  to  tax  the 
retail  druggists  in  this  wa.v,  in  their  zeal  they  are  pro- 
posing something  that  if  allowed  to  slide  through  would 
m.ean  a  serious  burden,  especially     on     the     smaller 
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dealers.  On  the  face  of  it,  it  is  unfair,  and  no  doubt  the 
Canadian  Pharmaceutical  Association  will  be  able  to 
prevent  it  from  becoming  law. 

A  business  man  the  retail  druggist  must  be  in 
this  age  if  he  is  going  to  succeed. 


More  Advertising 
Advisable. 


Advertising  offers  to  dealers 
opportunities  that  many  are 
failing  to  take  full  advantage 
of.  There  are  some  merchants  to-day  located  in  com- 
munities where  advertising  would  pay  big,  and  yet 
they  are  giving  it  practically  no  attention.  This  is 
indeed  unfortunate. 

One  reason  why  dealers  are  inclined  to  question  the 
value  of  advertising  is  because  direct  results  cannot 
always  be  seen.  An  ad  or  a  series  of  ads  may  bring 
good  results,  but  because  sales  cannot  be  traced  directly 
back  to  the  advertising,  the  dealer  is  not  impressed 
with  its  value  to  him. 

Then  again  there  are  merchants  who  judge  advertis- 
ing without  giving  it  a  sufficient  test.  They  expect 
advertising  to  immediately  work  wonders,  and  failing 
to  find  appreciable  residts  from  a  few  irregular  trials, 
they  give  it  up,  with  the  idea  that  it  is  not  profitable. 
Advertising  does  not  jerk.  It  pulls — a  slow,  steady 
pull.  Tt  begins  gently,  but  increases  day  by  day  until 
it  has  attained  an  irresistible  power. 

Advertising  of  the  proper  kind,  kept  up  persistently, 
will  give  the  merchant  good  value  for  his  money.  Many 
successful  dealers  of  to-day  give  it  much  of  the  credit 
for  their  success.  It  can  at  least  be  made  a  valuable 
aid  in  any  retail  establishment,  and  warrants  the 
expenditure  of  more  time  and  money  than  many  dealers 
are  devoting  to  it  to-day. 

Trade  is  sensitive.     It  goes  only  where  it  is 
invited,  and  stays  only  where  it  is  well  treated. 

F.-nforcement  of  The  proposal  of  W.  B.  Graham, 

the  Cocaine  Laws.  registrar  of  the  Ontario  College 
of  Pharmacy,  that  the  Dominion 
Government  appoint  an  inspector  to  enforce  the  exist- 
ing laws  regarding  the  sale  of  cocaine,  is  a  good  one, 
and  was  gr-eted  with  applause  when  put  before  the 
Canadian  Pharmaceutical  Association  while  in  conven- 
tion. As  a  duty  to  humanity,  the  druggists  should  at- 
tempt to  curb  the  sale  of  this  drug. 

In  his  duty  as  inspector  for  the  Ontario  College  of 
Pharmacy,  Mr.  Graham  has  given  much  study  to  this 
problem,  and  he  finds  that  there  is  far  more  cocaine 
being  sold  than  is  neees.sary  for  siirgical  use  and 
prescriptions.  The  laws  are  on  thes  tatute  books,  but 
their  enforcement  seems  to  be  in  the  hands  of  nobody  in 
particular  and  accordingly  are  not  enforced.  That  is 
why  a  Dominion  Inspector  is  renuired.  Much  is  spent 
in  the  rpstriction  of  the  sale  of  liquors,  but  nothing  is 
beir'sr  done  to  prevent  our  fellow  men  from  becoming 
addicted  to  drug  habits  which  are  more  ruinous,  and 
which  sooner  or  later  means  death  to  the  unfortunate 
users. 

The  pharmaceutical  associations  should  do  what  they 
can  to  blot  out  the  illegal  sale  of  this  drug. 

The  m.an -who  rests  on  the  oars  soon  finds  him- 
self drifting  down  stream. 

Will  the  "Back  Is  the  "back  room,"  so  familiar 

Room"  Disappear?  a  sight  in  nearly  every  drug  store, 
to  disappear?  In  the  larger 
cities,  at  least,  where  space  is  valuable  and  has  to  be 
economized  on.  it  seems  that  such  may  probably  be  the 
case.    In  fact,  in  a  few  of  the  more  centrally  located 


establishments  in  some  of  our  large  cities,  it  has  already 
disappeared. 

A  feature  of  the  new  Hennessey  drug  store  on  Yonge 
Street,  Toronto,  is  that  the  common  back  room  has 
been  eliminated.  Being  on  one  of  the  most  prominent 
streets  of  the  city,  space  is  most  valuable,  and  by  doing 
away  with  this  room,  more  space  can  be  devoted  to  dis- 
play, to  the  benefit  of  sales.  In  fact,  in  this  store,  dis- 
play space  extends  down  its  entire  length,  with  the  ex- 
ception of  a  small  space  for  an  office  and  freight  elev- 
ator at  the  back. 

Some  druggists  maj^  wonder  how  it  is  possible  to  do 
away  with  the  back  room.  While  it  never  was  a  place 
of  beauty,  even  in  the  best  conducted  shops,  it  would 
seem  to  be  almost  indispensable  to  many.  However,  in 
this  store,  it  is  found  that  it  can  be  done  without  very 
well,  and  that  the  space  can  be  put  to  better  use  in  other 
ways. 

For  dispensing  purposes  there  is  a  section  reserved 
near  the  rear  of  the  store,  where  a  small  quantity  of 
all  lines  of  drugs  that  are  frequently  needed  are  kept. 
The  balance  of  the  stock  is  kept  in  the  basement.  That 
there  may  be  some  privacy  in  the  work  of  dispensing, 
there  is  an  enclosure  around  this  department,  but  it  is 
much  in  the  shape  of  a  desk,  does  not  extend  up  high, 
nor  out  any  farther  than  the  regular  counters. 

The  matter  of  economizing  on  space,  in  this  and  in 
other  ways,  so  as  to  have  more  room  for  display  is  a 
matter  to  which  druggists  would  do  well  to  give  some 
study. 

The  neglected  store  front  is  a  neglected  oppor- 
tunity. 

Maintain  Interest  Why  should  the  amount  of  ama- 
in Photography.  teur  photography  fall  off  during 
the  fall  and  winter?  The  fact 
that  fewer  people  are  holidaying  may  be  responsible  to 
some  extent,  but  not  enough  to  cause  the  big  slump  that 
is  the  general  rule.  Interest  in  taking  snaps  dwindles 
off,  and  this  accordinglj'  means  less  business  for  the 
druggist  in  cameras  and  supplies  than  if  it  were  main- 
tained. It  could  be  maintained  too  to  a  considerable 
extent  if  dealers  would  only  put  forth  some  effort  to 
keep  it  from  laguishing. 

One  dealer  last  fall  decided  to  see  what  he  could  do 
in  this  direction.  Instead  of  putting  photographic  sup- 
plies to  the  rear  and  giving  them  no  attention,  he  kept 
them  to  the  front,  and  featured  them  as  much  as  dur- 
ing the  summer.  Seasonable  snaps  were  displaj^ed  in 
the  window  to  demonstrate  to  customers  just  what  good 
pictures  could  be  secured  at  that  season  of  the  year.  As 
a  result  he  succeeded  in  securing  an  appreciable  trade 
in  both  carneras  and  supplies  during  the  entire  season. 

Fall  and  winter  presents  just  as  good  opportvmities 
for  good  pictures  as  any  other  season,  and  the  dealer 
should  put  forth  his  best  effort  to  maintain  interest. 

Courtesy  counts  for  more  behind  the  counter 
than  it  even  does  in  the  drawing  room. 


The  Sale  of  Practically  every  druggist  to-day 

Confectionery,  handles  confectionery,  but  many 

have  a  much  larger  trade  in  it 
than  others.  What  is  the  reason  for  this?  It  is  because 
of  the  greater  attention  which  they  give  to  pushing  the 
sale  of  this  line.  By  featuring  this  department  by  dis- 
play and  advertising  it  can  easily  be  made  an  exten- 
sive and  profitable  one. 

There  are  good  reasons  for  pushing  the  sale  of  con- 
fectionery. Not  only  does  it  give  a  fair  dividend  of 
profit  itself,  but  it  also  attracts  business  in  other  lines 
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of  goods.  The  customer  who  comes  in  to  buy  candy, 
fretiueiitlj'^  boeomos  interested  in  other  lines,  with  the 
result  that  additional  sales  are  made. 

To  secure  the  best  results,  however,  in  handling  con- 
fectionery, it  is  necessary  to  specialize  on  it  to  some 
extent  instead  pf  treating  it  as  a  rather  unimportant 
side  line.  Especially  is  the  sale  of  the  higher  class 
goods  worth  developing,  because  of  the  good  profit 
and  the  better  class  of  customers  which  it  brings  to 
the  store. 

The  season  which  is  now  at  hand  is  an  excellent  one 
for  the  sale  of  this  line,  and  the  dealer  would  do  well 
to  give  increased  attention  to  this  department. 

A  short  vacation  now  and  then  is  needed  by 
all  busy  men. 


sight-and- unseen  method  of  putting  their  signature  to 
papers.  When  you  sign,  know  what  you  sign.  It  is 
better  to  be  safe  than  sorrv. 


Get  Full  Value 
from  Windows. 


The  show  window  is  constantly 
being  recognized  as  of  greater 
importance  as  a  medium  of  at- 
tracting business  to  the  store  and  increasing  sales.  The 
standard  of  window  trimming  in  Canada  has  shown 
marked  ■improvement  in  recent  years,  but  there  is  still 
room  for  betterment. 

Even  those  dealers  who  recognize  the  window  as  a 
valuable  sales  agent  sometimes  do  not  take  full  ad- 
vantage of  it.  I  have  heard  a  man  make  the  declara- 
tion, "take  away  my  windows  and  you  take  away  my 
business,"  and  yet  that  man  was  not  reaping  the  full 
possibilities  from  them.  They  are  getting  a  good  deal 
of  business,  but  that  is  absolutely  no  reason  why  they 
should  not  secure  even  greater  advantages,  which 
would  frequently  be  possible  if  greater  attention  were 
only  given  to  this  work. 

By  giving  more  time  so  as  to  turn  out  attractive  dis- 
plays and  by  changing  them  oftener,  it  is  possible  to 
make  the  windows  draw  greater  business.  The  extra 
time  taken  up  will  more  than  be  made  up  for  by  the 
additional  business. 

Stores,  like  men,  are  judged  largely  by  their 
appearance.     Make  yours  the  best  appearing. 

Know  What  Men  who  are  exceedingly  careful 

You  Are  Signing.  in  most  matters,  sometimes  lose 
their  sense  of  carefulness  when  it 
come*  to  signing  documents.  They  will  put  their  signa- 
ture to  most  anything  that  is  set  before  thom.  All  you 
have  to  do  is  to  say  ".sign,"  and  they  get  busy  with 
the  pen  without  taking  time  to  look  over  what  they 
are  signing.  For  aught  thej^  know,  it  might  be  their 
own  d'^ath  warrant.  Indeed  they  tell  a  story  of  a  man 
holding  an  important  position  in  a  large  commercial 
institution  who  had  the  very  bad  habit  of  heedlessly 
putting  his  signature  to  anything  that  came  along.  One 
day  a  paper  was  placed  on  his  desk  and.  as  usual,  he 
signed  it  without  reading.  That  night  the  boys  con- 
gregated ground  his  office  with  a  big  rope,  and  when 
he  inquired  what  they  wanted,  they  presented  a  docu- 
ment signed  by  himself  agreeing  to  peacefully  allow 
the  boj'S  to  hang  him  on  the  main  street  at  sundown. 

It  was  a  good  joke  and  probably  helped  to  cure  him 
of  the  habit,  but  unfortunately  there  are  many  cases 
which  do  not  end  so  pleasantly.  Just  the  other  day 
a  case  came  to  light  where  a  dealer  had  carelessly 
signed  an  innocent  looking  document  as  to  the  relia- 
bility of  a  friend.  It  turned  out  to  be  a  security  for 
a  considerable  amount  of  money  which  the  dealer  in 
question  was  called  upon  to  pay. 

There  are  scores  of  instances  where  men  have  been 
taken  into  camp  by  similar  lack  of  carefulness.  It  is 
high  time  that  business  men   discarded  this  careless 


SHORT  NOTES  FROM  THE  EDITOR'S  PEN 

Now  for  the  last  round  of  a  record  year. 

•  #     • 

Though  we  may  not  reach  the  summit  of  our  ambi- 
tion, the  climbing  will  always  do  us  a  lot  of  good. 
«     *     * 

Th'j  druggist  of  to-day  must  be  a  real  business  man. 
Ihe  Retail  Druggist  of  Canada  will  help  him  in  this 
direction. 

•  *     # 

The  dealer  who  lets  his  etforts  and  ambition  go  down 
with  the  temperature,  will  find  sales  traveling  down- 
ward even  faster. 

•  *     • 

What  does  it  profit  a  dealer  if  he  work  up  a  poor 
article  on  a  customer,  and  loses  the  customer's  entire 
trade? 

•  «     • 

You  can  hardly  impress  upon  your  customers  the 
good  points  of  neat  stationery  if  the  kind  you  use  your- 
self is  not  in  keeping. 

•  •     • 

^  The  soda  fountain  must  be  a  profit-maker.  A  large 
New  York  cigar  concern  is  installing  fountains  in  its 
stores. 

•  •     • 

Sponges  are  sea  animals,  and  in  this  case,  at  least, 
it  is  well  to  keep  the  animals  on  the  move.  A  special 
etfort  should  be  made. 

•  •     • 

"Be  sure— then  go  ahead,"  is  a  good  motto  for  the 
druggist,  not  only  in  dispensing,  but  in  his  general 
business. 

•  •     * 

When  a  clerk  with  a  two  days'  growth  of  beard  tries 
to  emphasize  the  advantages  of  home  shaving,  his  argu- 
ments lack  backing. 

•  «     * 

It  is  all  very  well  to  take  things  as  you  go  along,  if 
you  don't  intend  to  go  very  far. 

•  *     • 

"Beat  the  record  of  last  year,"  is  every  dealer's  aim. 
How  many  know  how  they  stand  just  at  the  present 
moment? 

•  *     • 

If  any  department  of  your  business  is  not  paying 
interest  on  investment,  spruce  up  the  department,  in- 
stead of  eliminating  it.  Others  are  making  money 
from  it. 

•  »     • 

It's  an  ill  wind  that  does  not  help  some  one.  The 
fall  winds  will  help  the  druggist  sell  toilet  prepara- 
tions. 

«     »     # 

If  you  have  an  idea  that  you  think  would  be  of  value 
to  your  brother  druggist,  send  it  along  to  us  for  pub-- 
lieation. 

•  •     • 

"We  don't  keep  cigars — we  sell  them"  is  the  read- 
ing on  a  show  card.  Mr.  D|ealer,  let  its  exact  meaning 
sink  in. 

•     •     •     • 

The  sale  of  olive  oil  is  showing  a  wonderful  increase 

in  Canada.     Are  you  getting  your  share  of  this  trade? 

•  •     • 

Guessing  is  poor  policy.  A  woman  asked  how  many 
candies  of  a  certain  kind  were  in  a  pound.  He  guessed 
there  were  about  15.  The  woman  considered  them  too 
expensive  and  went  out.  On  counting  them,  he  found 
there  were  30.    His  guessing  had  lost  a  sale. 
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An  Analysis  of  the  Business  of  the  Druggist  of  To-day 

Showing  that  the  so-called  side  lines  are  becoming  all  important  in  malting  the  drug 
business  profitable — What  Mr.  Hennessey,  of  Toronto,  has  to  say  on  the  subject. 


HE  drug  side  of  the  business  is  constantly  be- 
coming of  iess  importance,  while  the  so  called 
side  lines  are  forging  to  the  front — are  becom- 
ing the  staples  that  pay  the  profit." 
Thus  spoke  Mr.  Hennessey,  of  the  Hennessey  Drug 
Store,  Yonge  street,  Toronto,  to  The  Retail  Druggist 
of  Canada.     "With  the  big  rents  of  to-day,  it  would 
be  impossible  to  keep  up  with  drugs  alone,"  he  con- 
tinued.   "It  is  the  least  profitable  department  with  us. 
It  is  necessary  to  carry  a  large  stock,  and  we  have  to 
have  expert  help  at  a  high  price  to  look  after  the  de- 
partment.    "We  wouldn't  have  the  department  at  all, 
in  fact,  only  it  is  necessary 
its  wav — as  a   hook  to 


in 

hang  the  rest  of  the  lines 

on." 

Druer   Sales   Run   Only   10 
Per  Cent,  of  Total 

To  get  down  to  actual  fig- 
ures, however,  is  the  best 
proof  of  the  value  and  im- 
portance of  the  so-called 
side  lines.  An  actual  com- 
parison of  volume  of  sales 
is  the  best  indication  that 
these  lines  are  coming  more 
to  the  front,  and  that  the 
percentage  of  purely  drug 

sales  in  ratio  to  total  sales  

is  becoming  smaller. 

The  Hennessey  Drug  Store,  for  instance,  find  that 
their  sales  of  straight  drugs  run  just  about  ten  per 
cent,  of  their  total  business.  Patent  medicines  make  up 
another  10  per  cent.,  while  toilet  goods  including  per- 
fumes, average  up  to  15  per  cent. 

How  Sales  of  Different  Departments  Compare 

Here  is  the  division  of  sales  as  given  to  The  Retail 
Druggist  by  Mr.  Hennessey: — 


DEVELOPMENT   OF   THE   BUSINESS   SIDE 

An  analysis  of  the  business  of  the  druggist  of  to-day 
shows  the  fact,  as  every  dealer  realizes,  that  the 
so-called  sidelines  are  hecoming  of  increasing  import- 
ance— in  many  cases  are  all  important. 

For  this  reason  the  business  side  of  the  drug  trade 
is  looming  up  large,  driving  home  the  fact  that  the 
druggist  of  to-day  must  not  only  be  competent  in 
dispensing,  but  must  above  all  be  a  progressive  busi- 
ness man,  and  thoroughly  understand  merchandising. 
On  his  business  aggressiveness  depends  to  no  little 
extent  his  success. 

It  is  to  the  development  of  the  business  side  of  the 
druggist  that  The  Retail  Druggist  of  Canada  will 
give  particular  attention.  Its  aim  shall  constantly 
be  to  give  sucii  practical  hints  and  suggestions  as  will 
assist  the  druggist  to  become  a  better  business  man, 
and  to  increase  his  sales  and  profits. 


Genuine  Drug  Sales 

Patent  Medicines 

Toilet  Goods 

Cut  Flowers 

Fountain 

Cigars,  Photo  Supplies,  etc. 


10  per  cent. 
10  per  cent. 
LI  per  cent. 
20  per  cent. 
40  per  cent. 
•5  per  cent. 


and  for  that  reason  are  important,  but  it  is  necessary  to 
develop  and  push  the  other  lines  to  make  a  success  of 
the  business  to-day." 

The  importance  of  those  various  departments  is 
demonstrated  by  a  visit  to  any  up-to-date  drug  store. 
The  arrangement  and  display  show  in  a  convincing 
manner  what  lines  are  the  ones  that  the  dealer  finds 
it  the  most  profitable  to  feature— -and  it  will  be  found 
to  be  to  a  large  extent  those  lines  that  first  entered 
the  drug  store  as  sidelines,  but  have  since  developed 
into  extensive  and  profitable  departments. 

The  dealer  generally  plays  up  to  advantage  those 

lines  that  are  thd  most  valu- 
able to  him,  and  it  will  be 
found  to-day  that  in  most 
instances  it  is  the  fountain, 
candy,  cigar,  photographic, 
stationery,  perfume,  toilet 
goods  and  similar  depart- 
ments, that  are  given  the 
greater  prominence. 

While  stores  diffflfer  to  a 
large  extent  in  the  degree 
of  prominence  given  to  the 
diflferent  departments,  it 
will  be  found  in  the  ma- 
jority of  stores  that  it  is 
these  so-called  side  lines 
that  are  featured. 

Webster  defined  a  drug- 
gist as  "one  who  deals  in 
drugs."  That  may  have  been  a  complete  enough  defini- 
tion for  a  druggist  years  ago,  but  not  so  to-day. 
besides  drugs,  and  they  are  constantly  increasing  in 
importance. 

In  short,  many  of  the  so-called  side  lines  of  the  drug 
store,  are  the  real  staples — the  pillars,  at  least,  which 
support  the  business  and  give  the  dealer  his  profit. 

Recognizing  this  fact,  it  behooves  every  druggist  to 
give  greater  attention  to  the  merchandising  side  of  his 
business.  This  is  the  side  that  yields  the  big  profits, 
and  therefore  warrants  the  applicatio)i  of  no  small 
part  of  the  dealer's  efforts  upon  it. 


Candy  and  cigar  sales  do  not  run  large  because  of 
competition  of  stores  in  the  immediate  neighborhood 
that  handle  only  these  lines.  Most  drug  stores  do  a 
big  business  in  both  these  lines.  Of  course,  drug  sales 
run  higher  with  some  other  stores.  For  instance,  one 
druggist  in  a  city  residential  section  finds  that  his  drug 
sales  run  about  20  per  cent.,  and  that  with  patent 
medicines  and  toilet  goods,  range  up  to  50  per  cent. 

Drugs  a  Hook  to  Hang  the  Rest  on 

However,  the  ratio  of  drug  sales  to  total  sales  is  much 
smaller  than  was  the  case  a  few  years  ago.  "I  could 
not  exist  to-day  on  the  drug  part  of  my  business,"  said 
a  prominent  dealer  in  a  Canadian  city  to  the  Vv-riter, 
not  long  ago.  "It  is  the  other  lines  of  merchandise 
which  I  carry  that  allow  me  to  pay  mj'  expenses. 
Drugs  are  only  the  excuse  for  the  existence  of  my  store, 


SOME  GOOD  BUSINESS  ADVICE 

Once  you  lose  the  confidence  of  the  public,  you  have 
lost  an  assets  greater  even  than  your  building  and  the 
ground  on  which  it  is  located. 

For  it  is  upon  confidence  that  all  business  is  built. 
The  man  who  distrusts  you  is  not  likely  to  do  business 
with  you.  The  man  who  does  business  with  you  once 
to  his  later  regret,  is  not  likely  to  come  back  for  a 
second  helping. 

You've  got  to  earn  confidence.  You  can't  buy  it. 
You  can't  bully  it  into  people.  You  can't  get  it  any 
other  way  than  by  deserving  it.  And  the  only  way 
you  can  get  people  to  have  confidence  in  your  advertis- 
ing is  by  telling  the  truth. 

People  soon  learn  to  di.stinguish  the  truthful  adver- 
tiser from  the  blatant,  insincere  one.  You've  got  to 
know  the  truth,  tell  the  truth,  live  the  truth;  and  then, 
in  truth,  people  will  find  out  and  make  it  worth  your 
while. 
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Ideas  That  Have  Been  Tried  Out  by  Druggists 


Plans  and  methods  of  increasing  business  that 
have    been    used  by   other   live   druggists. 


MOST  druggists  handle  minei-al  waters.  Some 
however,  have  a  much  larger  trade  in  this 
line  than  others.  The  reason  for  this  will 
generally  be  found  to  be  the  greater  prominence  given 
to  it  by  interior  and  window  disjjlay. 

A  druggist  in  West  Toronto  some  time  ago  had  a 
catchy  and  sales  producing  display  of  this  line.  The 
main  construction  of  the  display  was  made  up  of 
mineral  water  m  various  arrangements.  In  the  centre, 
however,  a  large  mirror  was  laid  flat  on  the  window 
floor  to  represent  water.  It  looked  very  much  like 
it  too.  because  the  outer  rim  of  the  mirror  was  encircled 
by  evergreens.  A  large  show  card  read  "Come  on  in — 
the  water  is  fine." 

The  catchy  idea  got  the  attention  of  many  people 
and  resulted  in  considerable  business. 

•  •     • 

CANDLE  BURNING  CONTEST 

A  Western  druggist  is  attracting  a  good  deal  of 
attention  to  his  store  by  candle  burning  contests.  Each 
week  a  candle  of  varying  size  is  put  in  the  show  win- 
dow. With  every  50  cent  purchase  a  guess  is  given  as 
to  how  long  the  candle  will  burn.  Each  colupon  has 
a  perforated  stub  on  which  is  printed  instructions  with 
a  space  for  hours,  minutes  and  seconds  which  the 
holder  thinks  the  candle  Avill  burn.  Coupons  given 
out  one  week  are  good  for  guesses  on  the  candle  that 
is  to  burn  the  following  week.  This  brings  the  cus- 
tomers back  a  second  time.  A  cash  prize  or  merchan- 
dise is  given  eacii  week  to  the  person  guessing  nearest 
the  exact  burning  time  of  the  candle. 

The  contest  is  closed  promptly  each  Saturday  after- 
noon, when  the  otiicial  time  is  posted  in  the  show 
window.  That  the  weekly  event  is  popular  is  evidenced 
by  the  crowd  which  block  the  sidewalk  before  the 
announcing  of  the  correct  time. 

*  *     * 

AN  ADVERTISING  "SHELL  GAME" 

A  modern,  wide-awake  drug  store  in  a  hustling  little 
city  of  ninety  thousand,  recently  caught  my  attention 
in  a  very  unitiue  manner.  Seeing  a  large  crowd  before 
one  of  their  show  windows.  I  stepped  over  to  learn  the 
cause.  The  window  had  been  prepared  for,  and  con- 
tained several  turtles  of  various  sizes.  On  the  back 
of  each  was  a  single  letter,  painted  in  yellow.  In  the 
background  was  a  large  assortment  of  the  many  pre- 
parations made  by  a  well  known  drug  company,  whom 
I  call  "Blank."  A  modest  sign  at  one  side  read:  "If 
you  happen  to  see  these  turtles  arrange  properly  so 
as  to  read  


BLANK 


just  step  inside,  notify  the   clerk,  and  he  will  hand 
you  this  (here  was  pasted  a  ten  dollar  gold  certificate). 

Obviously  the  chance  of  ever  seeing  the  turtles  in 
proper  order  was  very  remote.  However,  for  those 
endowed  with  patience,  and  a  love  for  speculation, 
suitable  means  was  at  hand  for  assisting  them  to  pass 
away  the  time,  and  simultaneously  become  familiar 
with  this  company's  products. — Business. 

•     •     * 
SODA  WATER  COUPON  PLAN 

We  cordially  invite  you  to  the  formal  opening  of 
our  soda  department. 


As  in  the  past,  we  shall  strive  to  serve  the  best  soda 
that  skill,  care  and  right  material  can  produce,  and 
will  serve  all  of  the  new  and  the  most  popular  bever- 
ages. 

We  have  some  rare  new  specialties  that  we  want 
you  to  try,  and  you  won't  have  to  wait  for  hot  weather 
to  enjoy  them. 

Daintiness  and  cleanliness  are  matters  you  will 
appreciate  too.    We  not  only  make  a  show  of  cleanli- 


5g  GOOD  FOR  ANY 

5c  DRINK 


5c 


Served  at   Hickerson's  Soda 
Fountain 

Present  any  day  except  Saturday  or  Sunday 
5q  U»e  This    Free  Ticket  Now  5c 


Free  ticket  used  to  popularize  now  soda  fuunlain. 

ness,  but  everything  about  fountain,  inside  and  out, 
is  clean. 

We  enclose  a  free  ticket,  which  entitles  you  to  any 
5  cent  drink  served  at  our  fountain,  good  on  any  day 
excepting  Saturday  and  Sunday. 

We  hope  that  you  will  use  this  ticket  at  your  earliest 
opportunity,  for  we  are  anxious  to  have  your  opinion 
of  our  soda  as  it  is  served  this  season. 
Yours  very  truly, 

W.  H.  Hickerson  Drug  Store. 
P.S. — Write  your  name  on  back  of  ticket. 
•     •     • 
EMPHASIZING  DELIVERY  SERVICE 
Plere  is  a  copy  of  an  advertisement  sent  out  by  a 
druggist  to  emphasize  his  good  delivery  service : — 
GIVE  THE  BOY  A  CHANCE 
Did  you  ever  see  a  real,  live  boy  that  would  not 
rather  be  out  in  the  open  air  than  to  be  shut  up  in 
the  house? 

Now  we  have  two  boys,  and  they  arc  each  shut 
up  in  our  store  54  hours  a  week — unless  there  are 
errands  to  do.  Every  time  an  order  comes  over  our 
'phone  (21150  H.  P.)  our  boys*are  as  happy  as  other 
boys  are  when  school  lets  out. 

Do  you  get  the  idea?  It  is  a  pleasure — really  a 
pastime — to  our  boys  to  deliver  goods.  Telephone 
us  (21150  H.  P.)  for  anything  you  want  in  our  line, 
and  if  you  have  no  'phone  drop  us  a  postal  the  night 
before,  and  see  how  quickly  our  boys  will  get  the 
goods  to  you. 

'Phone  us  to  call  for  your  prescriptions,  and  they 
will  be  compounded  and  returned  to  you  at  once. 
When  people  want  anything  delivered  from  the  drug 
store  they  generally  want  it  in  a  hurry,  so  that  empha- 
sizing this  special  service  should  prove  valuable. 


Cheerful  salespeople  make  a  cheerful  store  and  cheer- 
ful buyers,  and  cheerful  buyers  part  with  their  money 
a  good  deal  easier  than  the  other  kind. 
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Features  of  a  New  Up-to-Date  Drug  Store 

opened  by  Owl  Drug  Stores  in  a  residential  section  of  Toronto — At- 
tractiveness and  effective  display  the  outstanding  aim  in  its  construction. 


ANEW  driig  store  with  many  commendable 
features  has  recently  been  opened  by  the  Owl 
Drug  Stores  of  Toronto,  at  the  corner  of  Bloor 
street  and  Spadina  road.  The  aim  throughout 
in  its  construction  has  been  to  secure  the  most  effective 
display  of  goods  possible,  and  at  the  same  time  present 
an  attractive  appearance  that  would  appeal  to  even 
the  most  critical  customer.  It  must  be  said  that  they 
have  succeeded  (|uite  well  in  their  object.  An  attractive 
and  imposing  front  has  been  backed  up  by  an  interior 
that  is  a  model  of  neatness  and  cleanliness,  and  ranges 
high  in  the  point  of  showing  goods  up  to  advantage. 

Extensive  Window  Display 

Display  windows  range  along  Bloor  street,  and  there 
is  an  additional  window  on  the  Spadina  road  side.  Al- 
together there  is  about  50  feet  of  display  windows,  and 
their  value  has  been  considerably  increased  by  the 
double  display  idea,  the  lower  Avindow  space  extending 
up  about  three  feet  and  then  the  window  proper  occu- 
pying the  balance.  The  back  of  the  window  has  been 
closed  in,  but  transparent  glass  has  been  used  so  as  to 
allow  passing  customers  a  good  view  of  the  interior 
of  the  store. 

Effective  Interior  Display 

A  very  noticeable  feature  of  the  interior  of  the  store 
is  the  extensive  use  that  has  been  made  of  silent  sales- 
men and  glass  fronted  wall  cases.  An  effort  has  been 
made  to  show  the  greatest  possible  amount  of  goods 
and  in  a  neat  and  cleanly  manner.  This  has  been  done 
to  good  eff'eet  and  yet  without  crowding. 

The  store  is  practically  square.  On  the  right  side  at 
the  front  is  the  cigar  department,  while  farther  back 
is  rubber  goods  and  associated  lines.  On  the  other 
side  is  the  fountain  with  the  magazine  department  to 
the  rear.  A  glass  front  display  cabinet  is  located  in 
the  centre  of  the  store  encircled  by  silent  salesmen 
showing' confectionery,  toilet  goods,  kodaks,  etc.  On 
the  left  side  and  close  to  one  of  the  entrances  is  th^ 
stair  leading  to  the,  palm  garden  in  tlie  basement.    Sur- 


gical goods  occupy  one  side  at  the  back,  and  drugs  the 
other  side. 

Dispensing  Room  is  Elevated 

A  new  idea  in  regard  to  a  dispensing  room  has  been 
worked  out.  Instead  of  being  situated  at  the  back  as 
is  commonly  the  ease,  it  has  been  placed  in  an  elevated 
position  above  the  surgical  goods  department  with  a 
stair  leading  from  the  drug  section.  It  means  a  con- 
siderable saving  of  space  in  the  store. 

The  idea  when  the  store  has  been  put  in  proper  work- 
ing shape  is  to  have  a  man  give  his  entire  time  to  work 
in  the  dispensing  room.  It  will  not  be  necessary  for 
him  to  run  up  and  down  stairs,  as  one  would  think, 
as  a  dumb  elevator  has  been  installed.  He  will  prepare 
the  prescriptions  and  send  them  down,  the  clerk  then 
taking  charge. 

Everything  has  been  systematically  arranged  in 
the  dispensing  room.  Three  long  rows  of  shelves  im- 
mediately in  front  of  the  work  table  carry  the  lines 
that  are  used  the  most,  while  shelves  to  the  rear  carry 
the  balance.  The  highest  grade  of  goods  has  been 
stocked,  the  management  believing  that  people  in  the 
case  of  prescriptions  would  rather  pay  a  little  more, 
and  be  assured  of  the  most  reliable  ingredients.  "We 
expect  to  make  the  dispensing  department  a  very 
important  one,"  says  C.  V.  Pratt,  Phm.B.,  the  manager. 
"When  people  get  to  know  that  we  have  a  man  who 
devotes  his  entire  time  to  this  work,  it  will  appeal  to 
them." 

Palm  Garden  in  the  Basement 

The  palm  garden  in  the  basement  should  prove  a 
profitable  department,  not  only  in  itself,  but  also  from 
the  other  business  that  it  should  attract  to  the  store. 
It  is  very  large,  being  practically  the  same  size  as  the 
store,  and  is  arranged  in  an  artistic  manner  that  should 
attract  the  people.  Music  is  provided  by  two  high 
priced  music  machines.  As  a  supplement  to  the  large 
McLaughlin  fountain  on  the  main  floor  of  the  store, 
there  is  a  smaller  fountain  in  a  section  to  the  rear  of 
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Handsome  fountain  at  left  side  of  new  Owl  Drufr  Store.    There  is  also 
a  large  Palm  Gapden  in  the  basement. 


Looking-  into  main  part  of  store  from  western  entrance.    Not«  silent 
salesman  showing  candies,  toilet  goods  and  stationery. 
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EXTENSIVE  WINDOW  DISPLAY 

Extcnsivt'  wiiulow  display  lui.s  been  proviiL'il 
for  ill  the  new  store.  TliiTc  is  about  r)0  t'cct  of 
wiiuJow  space  altojji'tbiT,  wliicb  lias  boon  made 
of  greater  value  by  the  double  disi)lay  feature 
which  oan  be  noticed  in  the  photograph.  The 
back  of  the  window  is  filled  in.  but  by  trans- 
parent glass. 

In  this  photograph  one  window  has  been 
devoted  to  the  announcement  of  a  contest  for 
little  girls  under  14  years,  in  which  the  dolls 
shown  in  the  window  are  to  be  given  away. 

The  variety  of  lines  mentioned  in  the  adver- 
tising above  the  windows  shows  the  importance 
of  lines  outside  of  drugs. 


OWL    «?"«' 


TOIL*!: 


the  palm  room  for  use  at  rush  periods.  Another  feature 
of  convenience  that  should  be  appreciated  by  patrons 
is  toilet  rooms  at  the  rear  for  both  ladies  and  gentle- 
men. 

Other  Features  of  the  Store 

Some  of  the  other  features  of  the  new  store  are: — 

Three  entrances — one  on  liloor  street — one  on  the 
corner,  and  the  other  on  Spadina  road. 

Two  telephone  cabinets  for  the  use  of  patrons. 

Silent  salesman  in  unusual  shape,  giving  greatest 
display  space,  and  taking  up  minimum  floor  .space. 

Fountain  with  working  apparatus  open,  to  view  of 
patrons,  so  that  they  can  see  that  everything  is  kept 
perfectly  clean. 

Large  frosted  globes  for  electric  lights,  giving  excel- 
lent illumination  without  being  hard  on  the  eyes. 

Advertising  of  dii¥erent  departments  on  window 
space  above  awning — palm  garden,  soda  fountain,  fine 
stationery,  toilet  articles,  choice  confectionery,  fine 
cigars,  prescriptions. 

Store  Departmentized 

The  store  has  been  departmentized  in  order  to  keep 


a  closer  tab  on  sales  and  profits  of  different  depart- 
ments. The  division  has  so  far  been  made  into  four 
departments — drugs,  cigars,  candy  and  fountain,  but 
subdivisions  will  be  made  from  time  to  time,  as  it 
becomes  possible  without  putting  a  burden  on  the 
clerks.  The  di'ug  department  includes  toilet  articles, 
rubber  goods,  patent  medicines  and  toilet  goods. 

There  is  a  printed  check  form  for  each  department. 
When  a  sale  is  made  in  that  department,  the  amount  is 
marked  on  the  check  which  is  filed  in  the  cash  register. 
There  is  a  se[)araLe  drawer  for  each  department,  and 
at  the  end  of  the  day  the  cash  in  each  drawer  mufcti 
tally  with  the  amount  of  sales  for  the  day  as  shown, 
by  the  total  of  the  cheeks.  This  proves  an  effective 
means  of  checking  cash  receipts  for  each  department. 
It  also  allows  of  a  comparison  of  sales  in  each  depart- 
ment from  day  to  day.  This  is  valuable  in  the  fact  that 
it  shows  v,-hat  departments  are  progressing  the  best, 
and  the  ones  which  re(|iiire  special  effort. 

Tab  on  Sales  and  Profits 

Department i'/.ing  of  a  business  in  this  way  also  allows 
the  manager  to  tell  if  it  is  paying  a  sufficient  profit. 
Stock  of  any  one  department  can  be  taken  in  a  very 


!<1  J 1  iii-- 


Eastern  side  of  centre  circle  of  silent  salesmen.  Confeciionary,  photo, 
ffrahic  supplies  and  dnig  sundries  are  shown.  The  drug  department  can 
DC  seen  at  the  rear. 


Cigrar  and  tobacco  department.  Note  the  cxoollcnt  display  <»f  cigars  and 
the  manner  in  whicii  tobaccos  are  shown  in  glass  frt>nt  wall  ca<-e.  Hub- 
ber  goods  section  in  rear. 
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short  time.  "We  have  already  checked  up  our  cigar 
department  a  couple  of  times,"  said  Mr.  Pratt,  "in 
order  to  ascertain  if  it  is  making  the  progress  it 
should." 

Mr.  Pratt  believes  in  getting  out  and  seeing  how  the 
other  progressive  dealers  are  running  their  busine.ss. 
He  has  adopted  a  polic.y  of  visiting  other  cities  at 
intervals  to  get  in  touch  with  the  best  method  being 
used  elsewhere.  "You  can't  help  but  receive  some 
hints  or  suggestions  that  can  be  worked  into  your  own 
business  to  advantage,"  he  says.  "Such  a  paper  as 
you  intend  publishing  is  vei-y  badly  needed.  Druggists 
need  a  paper  featuring  the  business  end  of  the  trade, 
because  it  is  all  important." 

In  opening  the  new  store,  a  typewritten  announce- 
ment was  sent  to  residents  in  the  locality  to  introduce 
it  to  them.    The  letter  sent  out  was  as  follows : — 

"We  take  pleasure  in  announcing  to  the  public 
that  a  fine  new  Owl  Drug  Store  will  be  opened  on 
Wednesday,  Aug.  6lh,  at  the  corner  of  Bloor  and 
Spadina  road. 

"Our  mot1o  in  all  our  stores  is  "quality,"  thus 
irrespective  of  pains  and  expense  we  have  stocked 
this  store  with  only  goods  of  the  first  qualitj'. 

"Our  Prescription  Department,  which  will  be  the 
foremost  feature  in  this  store,  is  e(|uipped  with  the 
most  modern  appliances  and  stocked  with  the  purest 
and  best  drugs  obtainable  and  will  at  all  times  be 
in  charge  of  competent,  qualified  chemists  only. 

"Our  Palm  Uarden,  the  finest  in  the  cit}',  managed 
by  a  dispenser  of  wide  experience  in  the  States  and 
Caijada,  will  alwa.ys  be  open  to  your  inspection,  and 
we  assure  you  that  a  visit  to  this  cool,  attractive 
department  will  convince  you  that  the  quality  of 
dainties  dispensed  and  the  manner  of  the  dispensing 
fills  a  long  felt  want  in  this  locality. 

"Soliciting  a  share  of  your  patronage  and  assuring 
you  that  your  wants  either  by  phone  or  in  person 
will  be  appreciated  and  have  our  very  best 
attention. 


PROMOTING  PRESCRIPTION  WORK  BY  SHOW 
CARD 

The  passing  customer's  attention  can  be  secured  for 
most  lines  by  displaying  thoni  in  the  window.  How, 
however,   is  the   passerby   to   be   impressed   with   the 
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PRESCRINIOflS 


An  excellent  show  card  for  use  in  i  he  window  in  promoting  prescription  work 

quality  of  your  prescription  work?    This  is  where  the 
show  card  can  be  made  of  good  use. 

Sueh  a  card  can  be  placed  in  some  prominent  part 
of  the  window,  and  when  a  customer  is  viewing  the 


display,  they  will  probably  read  it.  Of  course,  everyone 
knows  that  all  drug  stores  do  dispensing,  but  they  may 
not  know  that  certain  stores  take  particular  pride  in 
this  work.  This  is  a  fact  that  should  be  impressed 
upon  them. 

A  sample  of  a  show  card  for  this  purpose  is  shown 
here.  The  caption  tells  the  tale  at  a  glance.  The 
prominence  given  the  last  line,  "We  iiever  substitute," 
is  a  good  idea  and  conveys  the  desired  impression  to 
the  customer's  mind.  In  fact,  if  a  person  only  read  the 
caption  and  that  line,  the  purpose  of  Ihe  card  would  be 
served.  However,  if  one  stops  to  read,  he  will  find  that 
the  di'uggist  guarantees  to  dispense  only  what  the  doc- 
tor ordered. 


PERSISTENT  ADVERTISING  NECESSARY 

It  is  the  faithful,  persistent  advertiser  who  wins 
success.  In  the  words  of  John  Wanamaker  "Jf  there 
is  one  enterprise  on  earth  that  a  '(luitter'  slionld  leave 
alone  it  is  advertising."  To  make  a  success  of  ad- 
vertising one  must  be  prepared  to  stick  lil<c  a  barnacle 
on  a  boat's  bottom.  He  should  know  lieforc  he  begins 
tiiat  he  must  spend  money.  Somebody  nni.st  tell  iiim 
also,  that  he  cannot  hope  to  reap  results  eiunmensur- 
ate  M'ith  his  expemliture  early  in  the  game.  Ad- 
vertising doesn't  jerl<,  it  jiu'ls.  It  l)cgins  very  gently 
at  first,  but  the  pull  is  steady.  It  iuurea.scs  day  t)y 
day  and  year  by  year  until  it  exerts  an  irresistible 
power." 


WHAT  PART  OP  RENT  DOES  WINDOW  PAY? 

There  is  a  jeweler  in  N'ew  York  City  who  pays  $5,000 
a  month  for  a  little  room,  on  Broadway,  about  the  size 
of  an  ordinary  hen  house,  says  an  exchange.  Hundreds 
of  thousands  of  people  pass  this  little  place  every  day. 
The  $5,000  is  for  the  location — not  the  floor  space. 
Therefore,  of  the  $5,000  about  $4,000  is  for  window 
display.  Four-tifths  of  your  rent  is  for  your  window.s. 
Are  you  making  them  pay  four-fifths  of  your  rent? 
Don 't  underestimate  their  value.  The  size  of  your  town 
has  nothing  to  do  with  the  case.  If  your  rent  is  $50  a 
month,  at  least  $40  is  for  your  windows.  Do  you  get 
that  much  out  of  them?  Yon  ought  to  get  more!  You 
can  get  a  great  deal  more — if  you  try.  It's  up  to  you. 
You  can  make  your  windows  the  talk  of  the  town — and 
that's  only  another  way  of  saying  more  popularity — 
increased  sales — a  bigger  bank  account!  The  game  is 
worth  the  candle — go  after  it. 


KNOWING  YOUR  GOODS  HELPS  SALES 

Glen  Buck  tells  about  the  young  man  who  came  into 
his  ofifice  and,  after  talking  about  some  printing,  said 
as  he  was  about  to  Isave,  "I  will  submit  this  to  the 
office  and  let  you  have  the  price  and  the  information 
you  desire  by  'phone  in  the  morning."  But  the  order 
was  given  that  afternoon  to  a  young  man  who  could 
figure  the  price  and  who  could  give  Mr.  Buck  the  in- 
formation wanted,  without  delay  or  parley.  Folks  who 
sell  tilings  m.ust  know  really  all  there  is  to  know  about 
the  g.)ods  thpy  offer.  And,  as  you  may  know,  it  doesn't 
take  many  years  for  a  man  to  become  a  master  of  one 
suli.ject.  It  is  to  the  true  specialist,  the  man  who  knows 
and  never  guesses,  that  the  big  rewards  always  go. 
It  is  berause  he  is  a  master  mining  engineer  that  John 
II:. ys  TIannnond  has  become  internationally  known. 
Ten  years  of  study  and  practice  will  make  you  a  master 
of  the  work  you  most  love  to  do. 


December,  1913 


THE  RETAIL  DRuaGIftT  OF  CANADA. 


21 


L 

^ 

i^"        ^M' 

iE 

'  1 1 

^9 

■f 

-.5:^ 

% 

H 

^«ar.H^- 

P 

•.r<-,-....,_ 

lJ*'-|i 

^j%^ 

^^^  ° 

J 

^^^ 

Drug  Business  that  has 
Been  in  Same  Location 
for  over  Half  a  Century 


Business  of  E.  Gregory,  Lindsay,  Ont. 


Interior  of  tbo  store  of  E.  GroRory,  Lindsay,  Ont. 


OVER  half  a  century  ago — 53  years  to  be  exact — 
Edwin  Gregory  opened  a  drug  business  in  Lind- 
say. Ont.,  at  the  corner  of  Kent  and  William 
Streets.  The  business  still  remains  on  the  same  corner 
to-day  with  the  name  unehangad.  The  founder  has 
passed  to  his  reward,  but  A.  E.  Gregory,  a  son,  after 
growing  up  with  the  business  through  the  various 
stag"s  from  apprentice  to  manager,  now  conducts  the 
half-century-old  establishment.  It  is  interc-tsting  to 
note  that  the  three  sons  of  the  founder  of  this  business 
followed  in  their  father's  footsteps  and  took  up  the 
drug  business.  They  are  A.  E.  Gregory,  who  conducts 
the  Lindsay  store:  W.  H.  Gregory,  now  located  in  ("ol- 
liugwood,  Ont.,  and  A.  K.  Gregory,  now  in  business  in 
East  Toronto. 

Big  Change  in  Dr'.ig  Business  in  50  Years 

There  has  been  a  big  change  in  Lindsay  since  Ed- 
win Gregory  put  out  his  apothecary  sign  fifty-three 
years  ago.  The  town  has  grown  in  size  and  improved  in 
appearance,  but  the  change  in  the  town  has  by  no 
means  equalled  the  change  in  the  drug  business  in  the 
same  length  of  time.  Fifty  years  ago  it  could  more 
nroperly  be  called  the  "drug"  business  than  to-day. 
At  that  time  dispensing  was  the  all  important  feature. 
This  is  not  the  case  to-day.  While  dispensing  is  still  a 
necessary  and  therefore  important  part  of  the  business, 
the  so-called  side  lines  are  constantly  becoming  of  more 
and  more  importance.  Down  through  thf  years,  line 
after  line  has  gradually  been  added  to  the  stock  of  the 
average  druggist,  until  to-day  we  find  these  side  lines 
the  mainstay  of  a  large  number  of  stores.  This  has 
been  the  case  in  the  Gregory  store.  More  and  more 
have  the  so-called  side  lines  worked  themselves  into  and 
become  a  valued  part  of  the  business. 

The  claim  has  been  made  that  the  old-established 
store  is  likely  to  cling  to  its  old-time  methods.  This 
has  not  been  the  case  in  the  store  of  E.  Gregory  at  any 
rate.  The  building  in  which  the  business  is  located 
has  been  improved  to  keep  pace  with  the  general  ad- 
vance of  the  town,  and  the  best  business  getting 
methods  have  been  sought  after  by  Mr  Gregory. 

Value  of  Windows  and  Advertising 

Being  located  on  a  corner,  and  on  the  main  street, 
the  windows  are  found  to  be  a  valuable  asset,  and  a 
good  deal  of  attention  is  given  to  them.  Mr.  Gregory 
acknowledges  their  sales  value.  "We  can  frequently 
see  direct  sales  resulting,"  says  Mr.  Gregory.  "We 
find  people  coming  in  to  buy  lines  shown  in  the  window. 


I  feel  quite  certain  that  sales  would  be  much  smaller  if 
it  wasn't  for  the  window." 

Various  methods  of  advertising  are  used  by  the  store. 
"All  the  methods  have  their  value,"  says  Mr.  Gregory, 
"but  the  ad.  in  the  local  paper  is  always  necessary  to 
keep  the  store's  name  before  the  people."  Space  is 
used  regularly  in  the  local  paper,  and  the  ads.  changed 
frequently. 

Use  Typewritten  Circular  Letters 

Advertising  is  also  done  at  regular  iiitervKls  bj'^  means 
of  typewritten  circular  letters  to  customers.  These  are 
sent  out  personally  addressed  to  patrons,  and  thus  are 
more  likely  to  get  attention  than  the  ordinary  adver- 
tising matter.  This  method  is  found  valuable,  because 
it  is  found  that  the  sales  of  lines  featured  in  such  let- 
ters always  increase. 

Kodaks  are  made  quite  an  important  line.  In  fact 
in  his  advertising,  Mr.  Gregory  calls  his  "The  Kodak 
Store."  Photographic  supplies  are  displayed  in  a 
silent  sales7nan  at  the  front  of  the  store,  while  sample 
pictures  suspended  above  it  are  used  as  a  means  of  in- 
teresting people  in  photographic  Avork. 

Flower  Bulbs  as  a  Side  Line 

A  side  line  that  considerable  business  is  done  in  dur- 
ing the  fall  is  bulbs  for  raising  flowers.  At  the  proper 
season  they  are  given  a  good  deal  of  prominence  by 
interior  and  window  display  as  well  as  in  the  advertis- 
ing space  m  the  local  paper.  This  seems  a  line  that  one 
dealer  at  least  in  each  town  or  community  could  well 
take  up  to  advantage  at  the  proper  lime  of  the  year. 
Most  housewives  are  interested  in  having  flowers  to 
cheer  up  the  home  during  the  winter  and  spring,  and 
their  desire  for  them  can  be  used  in  selling  bulbs.  Other 
dealers  should  consider  the  advisability  oi  taking  up 
this  line. 


PHOTOGRAPHS  WANTED 

The  Retail  Druggist  of  Canada  aims  to  be 
the  clearing  house  for  new  ideas  in  interior  and 
window  display.  Photographs  is  one  of  the 
ways  of  making  this  possible.  For  this  reason 
we  solicit  from  druggists  in  all  parts  of  Cana- 
da, good  photographs  of  their  window  displays 
and  store  interiors.  Send  yours  along.  Photo- 
graphs should  be  addressed  to  32  Colborne  St., 
Toronto,  Ont. 
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The  Canadian  Pharmaceutical 
Association 

Officers  and  Committees  Elected  at  ConOention 

HERP]WITli  is  shown  a  splendid  reproduction  of 
a  panoramic  photograph  of  those  in  attendance 
at  the  sixth  convention  of  the  Canadian  Phar- 
maceutical Association,  at  Toronto.  This  year's  con- 
vention was  a  most  successful  event,  both  from  the 
standpoint  of  attendance  and  the  subjects  of  value 
taken  up  during  the  week.  That  >the  association  is 
really  national  in  scope  was  indicated  by  the  repre- 
sentative gathering  of  druggists  from  all  directions  in 
the  Dominion,  there  being  men  present  from  the 
furthermost  points,  east  and  west. 

Convention  at  Winnipeg  Next  Year 

The  week  of  the  Canadian  National  Exhibition  was 
an  excellent  time  for  holding  such  a  convention,  as  it 
allowed  delegates  to  combine  pleasure  with  profit,  and 
no  doubt  was  a  factor  in  making  up  the  large  attend- 
ance, although  the  convention  discussions  of  themselves 
would  well  repay  anj^  druggist  for  his  time  and  ex- 
penses of  attending.  Next  j'ear,  the  association  will 
meet  in  Winnipeg,  and  the  officers  are  planning  for 
an  equally  successful  convention. 

OflBcers  and  Committees 

The  oificers  and  committees  elected  at  the  convention 
were  as  follows: — 

President. — E.  Nesbitt,   Winnipeg. 

Vice-President. — John  Cockrane,  Victoria,  B.C. 

Secretary. — G.  E.  Gibbard. 

Auditors. — W.  J.  Carnahan  and  Isaac  Curry,  Toronto. 

Committee  on  Legislation. — A.  J.  Johnston,  Sarnia, 
convener;  J.  A.  D.   Godbout,    Montreal,    II.    Waters, 


Ottawa;  A.  R.  Farley,  Hull;  Robt.  Martin,  Regina, 
Sask. ;  G.  E.  Gibbard,  Toronto;  Hon.  J.  L.  Hughes, 

Charlojttetown,  P.E.I. ;  R.  J.  Butchart,  Minnedosa, 
Man. ;  John  Cockrane,  Victoria,  B.C. ;  W.  J.  Garland, 
M.P.,  Ottawa :  J.  E.  Tremble,  Montreal ;  J.  W.  Browne, 
Vancouver :  E.  C.  Brown,  St.  John,  N.B. ;  R.  C.  Fuller, 
Amherst,;  N.S. 

Committee  on  P''ormulary  and  Practical  Pharmacy: — 
John  Hargreaves,  Toronto,  convener;  M.  T.  Paddock, 


St.  John,  N.B. :  F.  R.  Brown,  Winnipeg;  L.  L.  Dunn, 
Parkdale ;  J.  E.  Morrison,  Montreal ;  C.  E.  Scarff,  W.  L. 
Ormond,  Amherst,  N.S. ;  J.  H.  Emery. 

Committee  on  Commercial  Interests: — E.  L.  Knowl- 
ton,  Vancouver,  B.C.,  convener ;  C.  0.  Pingle,  Medicine 
Hat ;  J.  H.  Abercrombie,  Togo ;  J.  H.  Jury,  Bowman- 
ville,  Ont. ;  A.  A.  Thompson,  Halifax,  N.S. ;  R.  C.  Fuller, 
Amherst,  N.S.;  S.  li.  Hawker,  St.  John,  N.B. ;  A.  J. 
Johnston,  Sarnia,  Out.:  J.  T.  Pepper,  Woodstock,  Ont.; 


AL  Convention  of  Canadian  I'liarinacculical  AsriOciaLion— The  two  cuts  stretching  across  these  two  paces  show  an  excellent  reproduction  of  the  group 
photograph  of  those  in  attendance  at  the  Convention  of  the  Canadian  I'harmaceutical  Association  in  Toronto  in  August. 
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J.  E.  A.  Filion.  Vietoria,  B.C. ;  A.  Stewart,  Guelph,  Ont. ; 
J.  M.  Fisher,  V.tiieoiiver. 

Committee  on  Pharmaceutical  Education. — Prof. 
Bletcher,  Winnipeg,  convener;  J.  E.  W.  Lecours,  Mont- 
real ;  E.  0.  Spencer,  E.  A.  Foster,  Charlottetown,  P.E.I. ; 
G.  A.  Burbridge,  Halifax,  N.S. ;  Geo.  Gravdon,  Edmon- 
ton: Parker,  Chilliwack,  B.C. 

Finance  Committee.—- J.  E.  Tremble,  Montreal ; 
Roberts,  Parkhill:  W.  H.  Worden,  Toronto. 

The  nominating  committee  at  the  convention  was 
composed  of  J.  E.  Tremble,  H.  Watei-s,  E.  C.  Brown, 
J.  M.  Fi.sher,  G,  A,  Burbridge.  E.  Xesbitt  and  G.  E. 
Gibbard. 


Ontario  College  of  Pharmacy  Opens 

91  Students  Enrolled 

THE  Ontario  College  of  Pharmacy,  Toronto,  opened 
for  another  term  on  Sept.  4,  with  an  enrollment 
of  ni  students,  74  of  whom  were  present  for  the 
opening  ceremonies.  It  is  interesting  to  note  that  there 
are  16  of  tliis  number  from  the  western  provinces, 
indicating  tlie  extensive  field  from  which  the  college 
draws 

Two  Ladies  in  Attendance 

Two  ladies  are  in  attendance  at  the  College  this  year 
— Miss  Conghlin,  of  Peterborough,  and  Miss  Beatrice 
Keeley,  of  Arthur,  Ont.  Miss  Keeley  is  the  fourth 
of  her  family  to  take  a  course  at  the  college.  Iwo 
brothers,  now  resident  in  British  Columbia,  are  gradu- 
ates, while  a  sister.  Miss  Blanche  Keeley,  was  a  member 
of  last  year's  class.  Last  year's  class  had  five  ladies 
included. 

The  fall  term  ends  on  Dec.  15,  with  the  junior  exam- 
inations. The  next  term  opens  On  Jan.  4,  continuing 
until  Mav  1. 


The  Opening  Ceremonies 

On  the  opening  day  President  Stewart,  of  Guelph, 
and  Dean  Heebner  welcomed  the  students.  Among  those 
who  were  present  on  the  occasion  were  Paul  L.  Scott, 
Toronto :  Peter  Bond,  Bridgetown.  Out. ;  Mr.  Graydon, 
of  Edmonton,  Alta.;  G.  E.  Gibbard  and  W.  H.  Worden, 
of  Toronto.  Short  speeches  were  made  bv  the  Regis- 
trar-Treasurer, W.  B.  Graham,  G.  E.  Gibbard,  W.  H. 
Worden  and  Mr.  Scott. 

The  class  is  already  off  to  a  good  start  on  the  year's 
work  and  arc  showing  up  well. 

Not  Time  for  Commercial  Lectures 

Commercial  lectures  were  put  on  last  year  for  the 
first  time,  a  chartered  accountant  being  engaged  for 
the  work,  but  they  were  not  as  well  attended  as  con- 
templated. The  reason  for  this  seems  to  be  that  the 
students  find  that  there  is  enough  in  the  curriculum 
already  to  take  up  the  one  year,  and  this  course 
being  optional  and  with  no  examination  was  not  given 
the  attention  it  should  have  been. 

As  pointed  out  by  Registrar  Graham,  the  College  of 
Pharmacy  occupies  an  uni(iue  position,  differing  from 
other  colleges  in  the  fact  that  the  law  demands  that 
the  student  shall  aeciuire  a  certain  knoAvledge  of  drugs. 
Attending  college  at  considerable  expense,  the  student 
does  not  feel  like  devoting  time  to  optional  courses- 
he  wants  to  make  sure  of  his  diploma,  so  as  to  get 
back  into  the  earning  field  again.  "There  is  no  doubt," 
he  says,  "that  if  the  course  extended  over  two  years 
that  a  commercial  course  would  be  a  valuable  one  to 
work  in,  as  it  could  be  done  then  to  advantage." 


There  are  some  merchants  who,  when  they^get  new 
goods  in,  seem  afraid  to  push  them  for  f^^ar  they  will 
interfere  with  the  sale  of  the  okl  ones  and  they  keep 
the  new  stock  out  of  sight  until  it  too  is:  okl. 


At  Convention  of  Canadian  Pliai  inaccutical  Convenlion-TliiH  panoianiic  pliologiapli  was  a  paiticulail.v  good  one  aiul  Tlio  llctail  Druggist  lius  secured 
an  excellent  reproduction.    It  will  be  noticed  many  delegates  brought  along  thoir  wives  ami  dauglitore. 
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Druggists  Recognize  Value  of  Good  Window  Trims 

Many  Canadian  Dealers  gelling  good  resulls  from   Window 
Display  —  Some    essentials    of   sales     producing  windows. 


THE  show  window  holds  out  to  the  progressive 
druggist  great  possibilities  for  increased  busi- 
ness. It  can  be  made  if  given  the  ])roper  at- 
tention a  veiy  valuable  sales  medium.  This  is 
recognized  by  many  dealers  who  are  demonstrating 
the  fact  to  their  own  satisfaction  every  week  in  the 
year.  They  find  that  it  is  one  of  the  cheapest  sales 
agents  that  they  have  at  their  disposal. 

One  firm  which  realizes  the  value  of  the  vvindow  is 
Fred  W.  Flett  &  Co.,  of  502  Queen  St.  W.,  Toronto.  A 
photograph  of  one  of  their  recent  displays  is  repro- 
duced on  this  page.  They  are  located  on  a  iiuich-fre- 
(luented  thoroughfare,  and  having  so  many  ])eople 
T)assing  the  store  they  find  it  good  business  to  keep 
their  window  bright  and  attractive. 

Window  Sells  Goods 

"We  find  that  the  M'indow  brings  us  a  good  deal  of 
business,"  says  W.  R.  P'lett.  "That  it  sells  goods  is 
demonstrated  by  the  increase  in  the  sale  of  goods  dis- 
played in  the  window.  A  good  many  people  pass  here, 
especially  in  the  evenings  and  on  Saturday.  I  wish 
that  our  window  was  twice  as  large.  It  would  cer- 
tainly help  sales. 

"In  our  locality  we  find  it  best  to  put  in  a  mixed 
window.  Considerable  of  our  trade  is  transient,  and 
a  good  deal  of  goods  is  sold  just  because  people  are 
reminded  of  different  lines  through  the  window.  There- 
fore we  find  it  advantageous  to  shoM-  a  variety  of  lines. 


"We  find  show  and  price  cards  of  a  good  deal  of 
value  in  directing  attention  to  certain  lines,  and  ac- 
cordingly use  a  good  many  of  them  both  in  the  window 
and  the  interior  of  the  store." 

Attractive  Yet  Sales  Producing 

One  of  the  outstanding  features  of  good  window  dis- 
play is  attractiveness.  The  beautiful  and  artiscic  com- 
pels the  attention  of  everyone,  and  it  is  therefore  the 
aim  to  have  window  trims  that  are  pleasing  to  the  eye. 

A  window  may,  however,  appeal  to  the  eye  and  yet 
fail  in  its  real  object — that  of  creating  sales.  We  have 
all  seen  displays  that  we  stopped  and  admii'cd,  and  yet 
we  passed  on  without  having  our  interest  aroused  in 
any  article  shown  in  the  window.  Attractiveness 
should  always  be  aimed  for,  but  in  attaining  it,  selling 
j)ower  should  not  be  sacrificed.  An  attempt  should  be 
made  to  concentrate  the  attention  of  the  prospective 
customer  on  one  or  more  lines,  so  that  their  interest 
will,  if  possible,  be  raised  to  the  purchasing  point. 

Must  be  Changed  Often 

Frequent  change  is  essential  to  the  best  results  in 
window  trimming.  It  is  only  human  nature  to  tire  of 
or  lose  interest  in  anything  we  see  often.  A  person 
who  sees  the  same  display  in  a  window  for  any  length 
of  time  stops  giving  any  attention  to  it.  A  proof  that 
the   newly-changed   window   secures   a    much   greater 


A  well  arranged  window  showing  a  variety  of  lines  in  an  ctfcctive  manner.    Note  the  good  use  of  show  cards. 
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degree  of  attention  is  the  assertion  of  dealers  that  when 
a  display  is  first  put  in,  the  sales  in  the  lines  shown 
are  much  greater  than  when  the  window  has  been 
allowed  to  stand  for  a  time. 


Yet  in  spite  of  the  general  acknowledgement  of  this 
fact  it  is  surprising  how  long  some  druggists  will  al- 
low their  displays  to  remain  unchanged.  They  are 
failing  to  take  full  advantage  of  their  opportunities. 


Druggist  Has  Window  Floor  on  Wheels 

Makes  it  much  easier  to  arrange  a  well  bal- 
anced display  and  also  saves  lime  in  trimming. 


NA.  VETTER,  a  druggist,  on  Avenue  Road,  To- 
ronto, has  greatly  facilitated     the     work     of 
•     trimming  his  window  and  of  arranging  attrac- 
tive displays  by  having  the  window  floor  on 
wheels,  so  that  it  can  be  pulh  d  back  while  the  display 
is  being  trimmed.     Jt  allows  the  trimmer  to  stand  in 
front  of  the  platform  in  arranging  the  display. 

Better  Balanced  Displays  Possible 

"Wliy  is  it  that  a  i)erson  who  can  ari-ange  an  attrac- 
tive and  well  balanced  counter  display  may  perhaps 
find  it  almost  impossible  to  turn  out  a  good  window 
display?  The  reason  often  lies  in  the  fact  that  the 
trimmer  has  not  a  view  of  the  display  as  he  builds  it 
up — at  least  not  a  view  that  allows  him  to  gauge  what 
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effect  he  is  securing.  He  is  bnilding  it  from  the  rear 
of  the  window,  and  if  he  wants  to  see  what  the  arrange- 
ment looks  like  as  he  progresses,  he  has  to  trot  out- 
side and  gaze  in  the  window. 

How  it  is  Constructed 

Mr.  Vetter  seems  to  have  secured  a  solution  of  the 
problem.  His  window  is  in  the  centre  with  entrances 
to  the  store  on  both  sides.  He  lias  arranged  his  win- 
dow floor  on  small  wheels  or  castors.  When  the  trim- 
mer wishes  to  arrange  a  display  he  pulls  the  window 
floor  back  a  foot  or  so  from  the  glass,  and  is  thus  able 
to  get  around  in  front  to  arr.inge  the  display.  In  this 
way  he  can  gauge  the  effect  he  is  securing  as  he  pro- 
ceeds. "When  the  display  is  finished,  the  window  floor, 
which  runs  easy,  is  pushed  up  close  to  the  glass  again. 

Saves  Considerable  Time 

Besides  allowing  a  better  balanced  display  to  be 
arranged,  it  also  saves  considerable  time.    This  is  one 


of  the  good  features  referred  to  by  Mr.  Mclnroy,  who 
looks  after  thr-  window  trimming  for  the  store.  "I 
have  trimmed  other  ordinary  windows,"  he  says,  "and 
it  takes  fully  three  times  as  long  to  arrange  them  as 
this  one.  on  account  of  having  to  run  outside  to  see  how 
the  display  looks.  We  find  this  idea  a  very  valuable 
one  indexed." 

At  the  rear  of  the  window  floor  is  a  permanent  back- 
ground extending  up  about  three  feet,  the  top  of 
which  is  usf^d  for  display  jnirnoses — generally  being 
devoted  to  maga^^ines.  The  side  of  this  background 
facing  the  interior  is  also  made  use  of — small  show 
cases,  five  in  number  being  attached  to  it  for  the  dis- 
play of  such  lines  as  sponges,  etc. 

Window  Proves  Good  Sales  Medium 

Mr.  Vetter's  store  is  situated  in  a  residential  section, 
with  no  other  stores  located  near  it,  and  the  window, 
which  is  quite  a  large  one,  proves  quite  a  valuable 
method  of  attracting  people  to  the  store.  People  who 
frequent  this  street  are  generally  not  in  the  same  hurry 
as  those  on  the  main  business  streets,  and  thus  have 
more  time  to  stop  and  inspect  displays. 

Every  druggist,  however,  no  matter  where  located, 
will  find  good  window  display  valuable.  The  window 
is  generally  taken  as  a  gauge  of  the  interior,  and  a 
high  class  and  attractive  appearance  to  the  window  will 
do  much  to  attract  people  in  search  of  goods  sold  by 
the  druggist. 


A  PICKLING  WINDOW 

A  well-arranged  pickling  window  was  that  in  the 
store  of  W.  F.  Cantelon,  Doverjourt  Road,  Toronto.  It 
was  arranged  vath  the  idea  of  promoting  sales  in  such 
lines  as  spices,  wax,  corks,  etc.,  during  the  pickling 
season.  It  v.^as  arranged  in  the  form  of  steps.  On  the 
window  flooi'  was  shown  spices  of  different  kinds,  show- 
ing on  fancy  sheets  of  paper  arranged  at  regular  inter- 
vals. The  first  step  displayed  corks  of  various  sizes; 
the  next,  rubber  rings  for  fruit  jars;  the  next,  wax; 
and  so  on.  The  display  was  simple  to  arrange,  yet  a 
good  sales  producing  window. 


eo/OXKoaai 


THE  FOLLY  OF  WORRY 

THE  same  brain  can't  at  the  same  time  dwell  on 
work  and  worry.  You  can't  dare  while  you 
dcsp'>,r.  Don't  meet  trouble  half  way,  make  it 
race  after  you.  There  are  obstacles  in  all  roads,  and  they 
are  only  insurmount.Tble  to  cowards.  No  one  ever 
got  to  the  top  without  a  tussle.  It  isn't  so  much  the 
qual.iy  cf  a  mans  mind  as  the  quantity  of  his  nerve, 
that  brngs  him  throuirh-  So  lonj  as  ruin  Is  only  a 
possibility,  there  is  always  a  chance  to  escape.  Get 
out  of  the  frieht  habit  and  into  the  fight  habit. 
Many  a  man  has  missed  a  picnic  because  he  was 
certain  a  cloudy  sky  meant  rain. 
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Promoting  Sales  by  Window  Demonstration 

The  Hennessey  T)rug  Store,  Toronto,  have  jound  window  demonstration 
a  good  means  of  attractmg  attention  to  the  store   and  selling   goods. 


ACTUAL  demonstration  is  the  thing  that  drives 
home  an  argument  in  a  convincing  manner. 
We  may  Imve  the  good  points  of  an  .".rticle  put 
before  ns  by  advertising  or  other  means,  but  it 
lacks  the  force  of  a  demonstration.  Everyone  has  had 
experiences  showing  just  this  point.  You  have  seen  a 
certain  article  on  several  occasions-  have  read  of  its 
good  points — yet  you  did  not  purchase  until  some  day 
a  salesman  went  to  the  trouble  to  actually  demonstrate 
its  good  points  to  you.     Then  you  purchased. 

To  Put  New  Location  Before  Public 

Hennessey's  Drug  Store,  Ltd.,  117  Yonge  street, 
Toronto,  are  strong  believes  in  demonstratijns  as  a 
means  of  attracting  attention  to  the  store,  and  selling 
goods.  They  have  recentl.y  moved  into  a  new  location 
on  Yonge  street,  and  in  order  to  imj^ress  their  new 
location  in  the  mind  of  the  public,  they  have  held  a 
series  of  window  demonstrations  with  a  good  deal  of 
success.    They  are  well  pleased  with  results. 

Proves  Good  Advertising 

"Window  demonstration,"  says  Mr.  Hennessey,  "is 
certainly  a  good  method  of  attracting  attention  to  the 
store.  We  have  been  conducting  them  to  get  people 
acquainted  with  our  new  location,  and  if  the  crowds 
attracted  is  any  gauge  of  success,  we  are  succeeding 
very  well.     People  who  stop  to   watch   go  home  and 


comment  on  it,  and  mention  it  to  their  friends.     This 
all  proves  good  advertising." 

Increases  Window  Sales  Ten  Fold 

in  addition,  the  increase  in  sales  as  a  ri'sult,  is  an 
important  item.  This  Ptore  recognizes  the  window  as 
an  excellent  sales  creator  at  any  time,  but  a  window 
demonstration  sells  fully  ten  times  the  <|uaritity  of 
goods  that  a  display  of  the  goods  only  would.  Some- 
times resvdts  are  much  larger  than  this  indeed,  but  a 
showing  of  ten  times  t'le  sales  of  an  ordinary  di-splay 
is  quite  a  common  occurrence.  Besides,  all  the  sales 
don't  come  in  at  the  time.  A  windoM'  demonstration 
impresses  the  goods  upon  people  in  such  a  way  that 
they  do  not  soon  forgot,  and  at  some  future  time  when 
they  want  something  in  that  line,  they  know  where 
to  go  to  get  it. 

The  Method  Followed 

Mr.  Hennessey  follows  tiic  plan  generally  of  allowing 
the  demonstrator  of  the  goods  to  use  the  vvindow,  giv- 
ing to  the  store  25  per  cent,  of  the  sales.  The  demon- 
strator of  course  supplies  everything  for  the  demon- 
stration, the  store  being  put  to  no  expense.  Some  times 
the  window  space  is  rented  to  the  demonstrator  at  a 
certain  rate  per  day  or  week.  There  are  always  plenty 
of  people  ready  to  rent  tlie  window,  as  such  space  is 
difficult  to  obtain  in  the  downtown  section  of  the  city. 
Sometime!  demonstrations  of  a  line  continue  for  two 


Front  o(  tlic  new  HeniieBsoy  Drug  Store,  Yonge  St.,  Toronto,  showing  n  demonstrator  using  one  of  the  windows. 
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weeks,  while  other  lines  are  only  allowed  to  run  for 
the  one  week,  depending  on  the  way  in  which  it  is 
expected  to  take  with  the  public. 

Attracts  Big  Crowds 

"The  one  bad  feature  of  window  demonstration," 
says  Mr.  H<>nnessey,  "is  the  crowding  which  it  causes 
in  front  of  the  store,  making  it  difficult  for  people  to 
enter  the  store.  On  Saturdays,  for  instance,  when  there 
are  a  lot  of  people  downtown  it  is  liable  to  interfere 
with  business.  The  police  do  not  look  kindly  on  our 
zeal  either,  because  the  attracting  of  a  crowd  congests 
traffic  on  the  sidewalk." 

In  their  former  location  the  same  method  was  used 
to  advertise  and  concentrate  attention  on  their  stoi'c. 
Here,  on  some  occasions  such  large  crowds  were  secured 
that  the  police  interfered  and  made  the  people  move 
on.  For  instance  at  the  time  of  the  death  of  King  Ed- 
ward, an  artist  was  hired  who  drew  sketches  aiul  pic- 
tures of  the  deceased  king  in  the  window.  This  proved 
of  so  much  interest  to  the  public  that  crowds  extended 
right  back  to  the  street  car  tracks  was  a  common  scene. 

On  another  occasion,  the  central  attraction  of  the 
window  was  the  fashioning  of  diflferent  figures  out  of 
ice.  This  ice  scidptor  was  paid  $100  per  week  for  his 
work,  but  it  was  considered  a  profitable  investment 
from  the  number  of  people  attracted.  In  fact  it  proved 
so  interesting  to  the  passing  people  and  caused  so 
many  to  stop  that  the  police  made  him  put  a  sheet  over 
the  window  while  the  work  was  being  done.  This  in 
turn  attracted  further  attention. 

The  ice  sculpting  was  the  central  feature,  but  was 
merely  used  to  attract  attention  to  the  window,  where 
diflferent  preparations  were  displayed. 

Mr.  Hennessey  considers  window  demonstration  good 
advertising — especially  as  a  means  of  putting  the  store 
prominently  before  the  people — and  other  dealers 
would  do  well  to  consider  the  possibilities  of  the  plan 
in  their  own  business. 


You  know  I  carry  cameras.  What  do  you  suppose  he 
said?" 

"I  don't  know,"  said  Bill.     "What  did  he?" 

"Said  he  didn't  know  T  carried  'em,  and  there  they 
have  been  in  the  case  for  most  a  year." 

"Well,  well,"  said  Bill,  "some  people  certainly  are 
dumb.     What  did  you  say?" 

The  druggist  edged  a  little  closer — smiled  a  sheepish 
sort   of  smile — hesitatingly  pidled  the  Evening  Bugle 


BILL  JONES  LEARNS  A  LESSON  IN  STORE- 
KEEPING 
EVERYBODY  in  town  knew  Bill  Jones.    They  liked 
him  and  they  liked  his  big,  rambling  general  store 
with  the  familiar  stock  of  goods,  which  had  been 
on  the  shelves  for  years. 

Naturally,  they  traded  with  Bill — they  knew  pretty 
well  what  he  had  with  the  exception  of  some  few 
hundred  dollars'  worth  of  dead  stoc!:,  which  was  hid- 
den away  beneath  the  coiniter-^.  Of  course,  when  they 
Avanted  something  new  and  up-to-date,  they  took  the 
trolley  to  Tompkinsville  and  bought  it  at  the  big,  new 
stores. 

And  Bill  wondered  why  his  trade  didn't  grow  with 
the  town.  He  seemed  to  be  about  where  he  was  when 
his  dad  left  him  the  business  twenty  odd  years  aeo. 

He  cussed  at  the  new  fangled  notions  and  talked 
over  the  high  cost  of  living  and  the  deadness  of  trade 
with  the  druggist  next  door,  who  was  in  the  same  fix. 

"I  swear."  said  Bill,  "I've  a  good  mind  to  sell  oat 
the  blooming  business  and  work  dad's  old  farm.  I 
believe  it  would  pay  better." 

The  Druggist  Wakes  up 

"Same  here,"  said  the  druggist.  "This  town  is  dead. 
and  people  who  you  think  are  youi'  friends  spend  t'leir 
money  in  Tompkinsville.  Why,  do  you  know.  Jack 
Murray  came  into  the  store  to-day  with  a  camera  he 
bought  from  a  mail  order  house  and  asked  me  if  I 
knew  how  to  fix  it?  You  see,  he  knew  I  had  fooled 
with  'em  for  years.  He'd  been  stuck  ;;ood  and  plenty, 
too,  so  I  asked  him  why  he  hadn't  bought  one  from  me. 


Neat  Window  Display  of  Vinolia  Goods  liy  the  Glasgow  House,  Regina, 
Sask.,  during  their  Madu-in-Canada  Sale  this  year. 

from  his  side  pocket  and  replied,  "Bill,  I  didn't  say 
a  word.  I  just  thought  and  thought  and  finally  decided 
T  was  dumb  myself  because  I  hadn't  made  him  know 
it." 

Decided  on  Some  Advertising 

"How  could  you  do  that  if  he  didn't  ask  you?" 
The   druggist    looked   at    him    as   though   he   hardly 

dared  to  say  it — suddenly  opened  the  Bugle  and  showed 

this  ad  in  bold  faced  type : 

KODAKS,  FILMS,  SUNDRIES 

BIM  THE  DRUGGIST 

BUY  HERE  AND  SAVE  MONEY 

"Goodness,"  said  Bill,  "how'd  you  think  of  that?" 
"I  didn't.     Frank  ]\Iosure  told  mo.     You  know  he's 

the  new  editor  of  the  Bugle  from  Tompkinsville." 
"Did  it  help  any?"  asked  Bill,  whose  politics  being 

different,  read  only  the  Morning  Democrat. 

Bill  Jones  'Wakes  up  Too 

"Yes.  it  did  help.  1  sold  one  to-day  and  more  people 
spoke  about  the  advertisement.  Said  they  had  been 
wondering  where  they  could  buy  a  good  camera.  Ihad 
to  bring  them  out  in  front.  Frank  Mosure  says  the 
people  who  make  them  will  help  me  trdvertise.  They 
furnish  copy  all  ready  for  use — and  pictures,  too,  that 
makes  the  ad  look  better." 

"Well,  I'll  be  darned,"  said  Bill.  "I  guess  Frank 
Mosure  is  a  live  one.  I'll  walk  over  and  see  him  for 
a  niiniite.    Watch  the  store  while  I'm  gone,  will  you?" 

•     #     • 

Yes,  it  worked,  and  to-day  people  are  trading  at 
home  more  and  more.  And  liill  and  Bim  didn't  go 
back  to  the  farm. 

Do  you  know  any  Bill  Jones  in  your  town? 
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Advertising  For  Retail  Druggists 


Hints  and  Suggestions 

for 

Live  Dealers 


Value  of  Good  Descriptive  Matter 
in  the  Ad. 

MANY  druggists  do  not  attach  sufficient  import- 
ance to  tlie  value  of  good  descriptive  matter 
in  the  ad.  Those  who  give  study  to  the  ques- 
tion, however,  realize  that  the  value  of  an  ad. 
is  much  enhanced  by  the  proper  description  of  goods 
listed.  The  article  must  be  described  in  such  a  way  as 
to  arouse  interest  and  create,  if  possible,  on  the  part 
of  the  reader,  a  desire  for  the  article.  A  mere  listing 
of  the  goods  will  not  do  this  unless  the  price  is  a  par- 
ticularly attractive  one.  You  must  tell  the  customer 
something  about  the  article  to  convince  them  that  they 
need  it  or  create  in  them  a  desire  for  it. 

For  the  reason  that  good  descriptions  are  valuable, 
a  number  are  given  here  for  the  benefit  of  the  drug- 
gist: 

PILLS.^ — A  gentle  regulator.  In  these  days  of  hurry 
and  worry,  almost  every  one  needs  a  laxative  or  liver 
regulator  to  counteract  the  effects  of  sedentary  occu- 
pations and  hurried  eating.  Of  course,  j'ou  don't  want 
anything  drastic — what  you  do  want  is  something 
effective.  Our  little  liver  pills  are  pleasant,  prompt 
and  reliable. 

SHAVING  SOAP.— Does  all  that  a  perfect  shaving 
soap  should  do — softens  the  beard — allays  all  irritation 
— makes  shaving  a  luxury. 

SOUND  TEETH.— It's  hard  for  clean  teeth— per- 
fectly clean  teeth — to  decay.  To  keep  the  teeth  clean 
is  to  preserve  them.  A  brush  and  water  alone  are 
insufficient.  Something  that  will  destroy  the  germs 
that  cause  decay  will  be  required.  This  help  is  Blank 
tooth  wash.  This  is  an  antiseptic  preparation  that 
kills  the  germs.  It  whitens  and  cleanses  the  teeth, 
hfiidiqns  the  gums,  and  keeps  the  breath  sweet. 

A  LIFE  SAVER  is  an  appropriate  name  for  the 
quick-action  style  of  hot  water  bottle  we  sell.  Ready 
the  minute  the  water  is  hot,  and  acts  promptly.  Sev- 
eral sizes  and  styles. 

SPONGES.— The  real  enjoyment  of  a  bath  depends 
almost  as  much  upon  the  sponge  as  upon  the  water. 
Our  bath  sponges  have  the  proper  shape  and  toughness 
of  fibre  that  makes  them  long  lasting. 

IT  KILLS  BEDBUGS  and  all  vermin  does  this  bed- 
bug poison  at  25e.  a  bottle.  It  is  so  certain  in  its  re- 
sults that  we  call  it  "sure  death,"  but  that  matters  not 
— it  kills  the  bugs  and  it  kills  germs;  and  it  does  it 
without  leaving  a  stain  or  odor.  You  might  just  as 
well  start  in  right  now  at  house-cleaning  time  and  make 
a  dead  sure  thing  of  the  bugs. 

BEAUTY  AT  HER  TOILET.— The  pretty  woman 
loses  no  opportunity  of  enhancing  the  charms  which 
generous  nature  has  given  her.  For  the  bath,  for  the 
hair,  or  for  the  improvement  of  the  complexion  there 
is  no.  toilet  accessory  Avhich  possesses  such  wonderful 
properties  as  —  soap.    Use  it  freely. 

TABLE  WATER. — Pure  water  is  as  necessary  to  life 
as  good  food.  Blank  water  possesses  all  the  attributes 
of  purity,  flavor  and  sparkle  that  are  necessary  for  a 
perfect  table  water. 

CIGARS  KEPT  PROPERLY,— The  best  brands  of 


cigars  to  be  found  in  the  city  are  to  be  obtained  right 
here,  and  they  are  kept  just  right.  You  won't  find 
them  dry  and  brittle,  with  the  wrappers  peeling  off. 
They  are  always  in  good  condition  when  kept  in  cigar 
cases  like  ours.  When  you  want  a  good  smoke  come 
and  inspect  our  choice  lot  of  goods. 


ILLUSTRATIONS  IN  THE  AD. 

Illustrations  if  they  apply  properly  to  'he  goods  be- 
ing advertised  are  always  valuable  in  attraeiing  addi- 
tional attention  to  the  ad.  Pictures  are  alwaj-s  of  in- 
terest, and  if  you  show  a  cut  of  the  artif'le  you  are 
featuring  it  is  going  to  get  moi'e  attention  than  if  there 


0£t^cme  meeii<^te  ^  ^iai 


A  headache  IS  the  lint  symptom  ot  an  on-coming 
sickness.  All  sickness  should  be  caught  in  time. 
Have  always  in  the  house  some  simple  remedies  to 
take  while  waiting  for  the  doctor  to  come.  Qur  com- 
bination water-bag  and  fountain,  syringe  is  a  ijibuse- 
hold  necessity.  Have  you  got  one?  There  is  no  use 
of  suffering  long  with  headache  or  neuralgia.  Be  pre- 
pared to  treat  it  as  soor  as  jt  starts. 

N.  E.  D.  A.  Blackberry  Drarrhoea  Remedy,  ^Sc. 

St.  George's  Health  Salts,  10c 

Fruit  Saline,  25  and  SOc. 

Headache  Powders,  10  and  2Sc. 

N.  E.  D.  A  Com  Remover,  ISc. 

Uq.  Com  Cure,  25c. 

White  Cross  Crepe  Toilet  Paper,  lOc.  This  is  the 
highest  quality  toilet  paper  we  have  seen.    Try  it 

Come  to  OUR  Drug  Store 

THE  BEST  DRUG  STORE 


C.  R.  SMITH 

KEUABLE  DRUGGIST.  Phone  I263-L 

Sunday  hours  S  to  7  and  8:30  to  9:30 
Nothing  but  Drugs  sold  on  Sunday. 

An  illii  Iralii  n  «uch  n>*  tins  nnc  in  tlic  iid.  of  C.  R. 

Smith    of    I'liniolil.  Out.,    iiiirliteiis  i     up 

and  helps  to  uttraut  attention  to  it. 

was  merely  a  description.  The  illustration,  however, 
may  not  be  of  goods,  but  of  such  a  character  as  to 
merely  compel  attention — reading  of  the  ad.  generally 
following.  The  picture,  however,  shoiild  apply  to  what 
is  said  in  the  body  of  the  ad.  A  sampl-^  of  this  kind  of 
illustration  is  shown  in  the  ad.  of  C.  R.  Smith,  of 
Thorold,  Ont.,  reproduced  on  this  page.  It  is  such  as 
should  cause  the  ad.  to  be  read. 


Your  customers  will  not  feel  satisfied  to  buy  from 
you  if  you  show  evidence  of  not  knowing  all  about  your 
goods. 
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What  Retail  Druggists  Say 
in  Their  Ads. 

DRUGGISTS  are  more  and  more  recognizing  the 
value  of  advertising  as  a  business  attractor,  and 
are  accordingly  giving  greater  attention  to  the 
work  of  preparing  their  advertisements.  The  adds  of 
otiier  dealers  are  frequently  sources  of  considerable 
assistance  in  the  way  of  giving  hints  and  suggestions 
as  to  what  to  advertise  and  how  to  do  it. 

Extracts  from  Drug  Ads 

Some  extracts  from  advertisemenis  of  other  retail 
druggists  are  given  here. 

"Counterfeit  money  is  not  so  harmful  as  counterfeit 
medicine,"  says  W.  C.  Burns,  of  Cornwall,  Ont.  "When 
your  doctor  -writes  "take"  on  a  prescription,  he  does 


WaJker.  Abbs  &  Co 

Leading:  Druggists 


The  New  and 
Better  Way 

of  curing  Piarrlioea  and  Bowel 
Trouble  t>  by  combininjj  Anlisrptics 
with  A^trinsfents  and  lo*"aI  Ano- 
dynes, liius  t*le  nsing  Ihe  inlesltnal 
Iracl  and  .dlaytng  all  irritation. 

In  the  tr,-atmcnt  ol  all  bowel 
tioiibles.  Antiseptics  are  of  the 
highest  value.     That's  why  our 

Compound  Extract  ot 
WIU)  STRAWBERRY 

s  so  successful 
In  bottles  at  each  35c 


Wafter.  Abis  -fc  Co 

"Quality  Drut>{ji.<ifs  " 

XI  Uneeii  Sl.re«t  (near  HoHt   OfttM 
8T.  CATHARINK8 

Telephone  No.  102 

Bfanth—  Tht    Susl    Emi  Phutmacy 

2w>  St,  r»ui  atieot 
Telephone  No.  28 


Ad.  of  Wnlker.  .■\lilis  &  Co.  of  Si.  Cathar- 
ines in  Tli'trnUl  paper  slio\vin(r  huw 
thuy  reach  out  for  bu>iiific8. 

SO  with  the  understanding  that  each  ingredient  shall 
he  as  directed.  Tf  we  cannot  supply  the  precise  in- 
gredient written,  we  will  not  fill  the  prescription  until 
we  hear  from  your  physician." 

A  Corn  Cure  Ad 

"Forget  your  corns  by  getting  rid  of  them,"  says  the 
ad  of  M.  R.  MacFarlane,  Almonte,  Ont.  "Forget  the 
pain  and  discomfort  they  cause  by  using  corn 


solvent.  Needn't  cut  them,  which  is  dangerous — just 
apply  the  liquid  according  to  the  simple  directions, 
and  in  a  day  or  two  if  the  corn  still  annoys,  you  come 
back  and  get  your  money." 

Headache  Powders 

D.  A.  Cameron  &  Co.,  the  white  front  drug  store, 
Owen  Sound,  Ont.,  in  an  advertisement  on  headaches 
say,  "Most  anybody  is  apt  to  have  headaches  during 
warm  weather — even  those  who  are  not  subject  to 
them  regularly.  Such  headaches  are  apt  to  come  on 
suddenly,  and  you  should  be  prepared  to  deal  with 
them  promptly.  Keep  a  package  of  Cameron's  head- 
ache powders  on  hand,  and  you  will  not  have  to  bear 
with  A  headache  very  long.  They  cure  permanently,  and 
with  no  unpleasant  after  effects.  Get  a  package  and 
be  prepared. 

Walker,  Abbs  &  Co.,  of  St.  Catharines,  Ont.,  have  two 
stores,  one  located  on  Queen  St ,  near  the  post  office, 
and  the  other  at  29.5  St.  Paul  St.,  and  known  as  the 
East  End  Pharmacy.  An  advertisement  of  theirs  is 
reproduced  here.  This  is  taken  from  a  Thorold  paper 
and  shows  how  they  reach  out  for  business  from  the 
smaller  surrounding  towns. 

An  Unusual  Ad 

An  advertisement  of  Brownlae's  Drug  Store,  Owen 
Sound,  Ont.,  is  as  follows:  "Leave  the  cat  in  all  night, 
forget  to  wind  the  clock,  put  your  boots  on  the  piano, 
but  don't  forget  to  take  home  a  box  of  chocolates  or 
a  brick  of  ice  cream.  Get  them  both  at  Brownlee's 
Drug  Store.  If  they  were  not  the  best,  we  wouldn't 
have  them." 

Advertising  Liniment 

An  ad  of  E.  A.  Rea,  of  Woodstock,  Ont.,  readis, 
"Strained  muscles,  aching  back,  spr.iined  ankle  and 
all  pains  that  accompany  soreness  and  stiffness  are 
quickl.y  relieved  with  white  liniment.  Tt  relieves  surely 
and  quickly,  because  it  is  composed  of  ingredients  that 
are  readily  absorbed.  It  is  taken  up  quickly  by  the 
pores  of  the  skin,  and  relief  is  noticeable  in  a  very 
little  while.  By  applying  this  liniment,  you  treat  a 
pain  in  a  scientific  manner." 


GETTING  PEOPLE  TO  READ  ADS 

"How  can  T  get  more  people  to  read  iny  ads?"  is  a 
((uesiion  many  dealers  ask  themselves.  While  many 
people  do  read  the  ads,  there  are  many  who  do  not. 
A  great  many  ways  have  been  devised  by  merchants 
to  attract  attention  to  their  ads.  One  dealer  made 
ari-angements  with  the  publishers  of  the  local  paper 
to  have  a  boy  encircle  his  ad  with  a  blue  pencil  mai-k 
as  it  came  from  the  press.  This  plan,  of  course,  could 
not  be  used  with  a  paper  of  large  circulation,  nor 
could  it  be  used  a  great  number  of  limes. 

The  weather  indications  printed  regularly  will  cause 
many  readers  to  turn  to  tliat  particular  ad.  A  United 
States  merchant  attracted  attention  by  placing  at  the 
top  of  his  ad  each  day  a  humorous  observation  on  some 
burrent  event  of  national  or  local  importance.  These 
"s(|uibs"  were  bright  and  witty,  and  after  a  while 
came  to  be  looked  for  regularly  by  almost  everyone 
who  read  the  paper. 

i\nother  plan  that  has  frequently  been  used  is  to 
offer  a  reward  to  the  first  person  who  discovers  and 
reports  a  mis-'?pelled  word  or  typosrraphical  error 
appearing  in  an  adv.^rtisement.  To  add  to  the  interest 
of  this  scheme,  Avords  are  sometimes  mis-spelled  pur- 
posely. 
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Goes  After  Business  by  Typewritten  Circular  Letters 

G'/y  Druggist  finds  circular  letters  to  prospective  customers  a  good  means 
of  k'fpifg  f>'i  name  before  them  and  of  featuring  certain  lines  of  goods. 


IN  recent  years,  business  concerns  have  made  consid- 
erable use  of  the  typewritten  circular  letter  as  a 
means  of  keeping  their  name  before  prospective 
customers,  and  acquainting  them  with  their  goods 
and  the  good  points  about  them.  The  fact  that  it  is  a 
letter — that  it  is  typewritten — that  it  is  personally 
addressed,  secures  for  it  attention  where  ordinary  cir- 
cular advertising  would  be  thrown  aside.  The  some- 
what personal  touch  connected  with  such  a  letter  is 
likely  to  cause  it  to  be  read.  Every  man,  if  he  will 
recall  his  own  experience,  will  admit  the  force  of  the 
argument.    A  mere  circular  is  generally  tossed  in  the 

WESLEY  R    HOAR,  Phm   B 
DRUGGIST 

con      ROMCCSVAI.CK*    *     MOWARO     PARK     AVCNuB 

mwi  .uwT»>  ••>  TORONTO 


AU«u«t   1913 


Do  you  utercise  c^rc  in  your  selection  oi 
wholesone  confectionery^ 

ThM  characteristit  of  yout)i  "sweet  tooth'' 
19  T«ry  often  a  natural  and  healthy  desire  for  nutritive 
sugars,  which  contain  elements  necessarjr  to  constitutional 
growth  and  youthful  vigour 

But  see  that  you  choose  a  wholesome  confect- 
ionery, and  beware  of  cheap  adulterated  products 

We  have  a  large  and  varied  assortmeijil  oi 
vholesome  chocolates  manufactured  hy  Willard  Neilson  Ganong 
and  Lowney 

.  Ye  have  also  a  direct  imports tlori  of  Hown- 

tree's  English  Pastilles  and  Guns 

These  dainty  packages  will    teinpt  you   Drop 
Into  the  store  and  look  them  over 


Seapectfut jy 

»     K     hoai 

Sampla  of  typewritten  letters  sent  out  to  customers  monthly  by 
Wesley  R.  Hoar.    This  one  features  confectionery. 

waste  paper  basket  with  scant  notice.  The  personally 
addressed  letter  is  at  least  looked  over,  and  if  it  con- 
tains the  right  material  is  generally  read  closely. 

Reaches  Customers  at  Reasonable  Cost 

The  number  of  retail  dealers  who  have  used  this  plan 
of  advertising  is,  however,  comparatively  small.  Wes- 
ley R.  Hoar,  a  druggist,  located  at  the  corner  of  Ron- 
cesvalles  and  Howard  Park  Avenue,  Toronto,  argued 
to  himself  that  if  large  business  concerns  found  this 
plan  profitable,  why  should  it  not  be  valuable  for  the 
retail  druggist  as  well.  There  was  another  point  also. 
The  small  city  dealer,  although  he  may  believe  in  the 
value  of  advertising,  finds  it  difficult  to  get  a  medium 
of  advertising  that  he  can  afford  to  use.  The  high  rates 
of  the  large  daily  paper  make  it  impossible  for  him  to 
use  it,  and  besides  it  covers  a  larger  district  than  he 
caters  to,  and  so  there  is  much  lost  circulation.  The 
circular  letter,  however,  provides  a  means  of  reach- 
ing real  prospective  customers  at  a  fairly  reasonable 
cost. 


Mr.  Hoar  started  the  plan  about  one  year  ago.  A 
circular  is  sent  out  every  month  to  people  in  the  sur- 
roiinding  district,  their  names  being  secured  from  the 
city  directory.  Usually  500  letters  are  sent  out  each 
month,  but  when  something  special  is  being  featured, 
the  number  is  increased  to  1,000.  Each  month  the  let- 
ter is  generally  devoted  to  one  particular  line.  The  en- 
velopes are  all  personally  addressed. 

Mr.  Hoar  has  this  work  done  for  him  by  a  company 
that  makes  a  specialty  of  this  work.  Many  dealers, 
however,  have  their  own  typewriter,  and  would  thus 
find  it  possible  if  they  wished  to  have  the  work  done 
in  their  own  office. 

Mr.  Hoar  believes  it  is  a  good  form  of  publicity,  al- 
though, as  he  says  himself,  "  as  in  every  class  of  adver- 
tising, you  cannot  always  see  direct  returns.  However, 
such  a  letter  going  into  your  customers'  homes  each 
month  cannot  help  but  keep  your  name  before  them. 
Then,  again,  they  may  not  buy  any  of  the  goods 
featured  at  the  time,  but  probably  at  some  future  date 
when  they  need  them,  they  will  remember  your  letter." 

Faith  in  District  Justified 

Mr.  Hoar  located  in  this  district  three  years  ago, 
when  the  surrounding  residential  district  was  small  in 
size.  "I  don't  think  there  were  more  than  twenty 
residences  behind  me  when  I  first  came  here,"  he 
says,  "and  many  people  thought  me  foolish  to  .start  in 
business  here."  He  had  faith  in  the  future  of  that  sec- 
tion, however,  and  backed  up  his  faith  bv  erecting  a 
large  and  attractive  store.  His  good  judgment  has 
since  been  demonstrated,  for  the  district  in  question 
has  gone  ahead  by  leaps  and  bounds. 

Being  located  at  the  intersection  of  two  street  ear 
lines.  Mr.  Hoar  is  favorably  situated  to  catch  a  good 
deal  of  passing  trade.  He  finds  his  windows  of  a  good 
deal  of  value  in  attracting  trade,  and  gives  consider- 
able attention  to  keeping  them  attractive,  following 
the  policy  of  changing  them  once  a  week. 


SEVEN  BUSINESS  SECRETS 

Make  up  your  mind  to  work  at  something 
really  worthy  of  your  work  and  work  hard. 

The  surest  way  to  make  money  is  to  save 
money,  and  to  use  what  you  save. 

Don't  be  afraid  of  long  hours  or  constant 
attention  to  your  work. 

Work  can  be  made  a  joy,  and  economy  a 
pleasure,  if  you  combi-ne  an  object  worth  while 
with  the  determined  ambition  to  win. 

Work  where  the  interest  of  the  man  who  works 
is  centered  becomes  a  source  of  real  gratification 
of  honest  pleasure  and  accomplishment. 

Any  young  man  can  get  rich,  can  succeed  in 
business  if  he  saves,  if  he  has  a  definite  and 
honest  purpose  and  is  so  filled  with  the  purpose 
that  work  ceases  to  be  a  hardship  and  becomes  a 
privilege. 

Look  at  things  with  optimism  in  yout  heart. 
Go  into  some  small  business  and  work  to  make  it 
into  a  big  one.  — Frederick  Weyerhaeuser. 
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Comfort  and  satisfaction  wlien  you  use  this 
lotion  after  shaving. 

Don't  wonder  at  the  price — come  in  and 
wonder  at  the  iiuality. 

Toilet  soaps  that  you  will  come  again  to 
buy. 

A  hot  water  bottle  saves  many  a  doctor's  bill. 

Easy  walking  is  as  necessary  as  sleep.  Try 
our  foot  powder. 

Accuracy  and  quality  are  the  grounds  on 
which  we  solicit  your  prescription  trade. 

If  "keeping  house"  chaps  your  hands,  why 
not  a  pair  of  tliese  gloves? 

This  throat  gargle  is  simple,  safe  and  agree- 
able.                Suggestive  plirasCB  for  the  show  cards. 

Seasonable 

Show  Card  Hints 

for 

The  Druggist 

time 
card 
ages 


DRUGGISTS  are  finding  show  cards  a  very 
valuable  means  of  directing  attention  to 
goods  and  promoting  sales.  Just  a  short 
ago  an  Ottawa  dealer  told  how  a  show 
in  the  window  had  sold  twelve  pack- 
of  a  certain  article  in  the  one  day.  The 
dealer  had  not  placed  any  of  the  goods  in  the  window 
— merely  a  show  card  to  fill  up  an  empty  space,  direct- 
ing attention  to  passing  customers  that  the  article  was 
sold  within.  The  results  demonstrated  the  value  of 
the  show  card. 

Make  it  Descriptive  and  Catchy 

Other  dealers  are  similarly  finding  the  show  card  of 
value  both  in  the  window  and  the  interior  of  the  store. 
Even  when  the  goods  are  shown,  the  card  may  be  used 
to  point  out  some  features  about  them  that  the  goods 
themselves  would  not  suggest. 

The  wording  on  the  card  has  of  course  much  to  do 
with  its  value.  The  aim  should  be  to  so  describe  the 
article  or  its  use  that  the  person  reading  it  will  feel 


FALL   WINDS 

Hold  no  disagreeableness  for  the  person  who  l^eeps 

THIS  COLD  CREAM 


on 


hand 


WHAT  IS  HOME 

Without  a  Hot   Water  Bag? 

O 

WE  KEEP  THE  BEST 


Delicious  —  Hot  —  Refreshing 

The  features  of  our  Cocoa 
and  Chocolate  Drinks   .     . 

At     the     Fountain 


that  they  require  it.  It  should  be  short  and  catchy — 
something  that  is  easily  read  and  that  will  appeal  to 
the  reader. 

It  is  recognized  that  the  card  itself  should  be  attract- 
ive if  it  is  to  receive  attention,  and  some  study  to  the 
matter  of  show  card  writing  will  prove  time  well  spent. 
There  are  many  drug  stores  to-day  that  turn  out  some 
good  work  in  this  line,  but  there  are  many  others  that 
could  make  a  great  improvement. 

Change  Them  Frequently 

Cards  should  be  changed  frequently.  People  tire  of 
looking  at  the  same  card  just  the  same  as  they  lose 
interest  in  the  imchanged  window  or  advertisement. 
That  card  you  put  up  a  month  ago  may  have  been 
excellent,  but  the  majority  of  your  patrons  have  prob- 
ably seen  it  by  now — it  has  accomplished  its  life's 
work,  and  for  that  reason  should  be  discarded  for 
something  new. 

The  new  things  always  interest,  and  especially  is 
this  true  with  the  show  card  that  is  catchy. 


Have   You  a  Pain  ? 

If  so,  consult  us  as  to 
a  Remedy). 


LjCtteV      The  Price  for  a  good  cough 
I  O  cure  than  the  Penalty^ 

f^QlJ  of  a  poor  one. 


Now  is  the  Time 


To  look  ^ficr  that  Cold 
before  it  gets  established 


•'joiiie  suggestions  for  seasonable  show  cards. 
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Druggist  Who  Changed  From  Credit  to  Cash  System 

A.  C.  T)enike,  Havelock,  Ont.,  who  put  his  business  on  cash  basis  five 
years  ago  declares  that  it  is  the  most  pleasant   and  profitable    way. 


EDITOR'S  FOEEWOED 

The  respective  meritp  of  cash  and  credit  systems  of  doing 
l;us;ncES  are  constantly  under  review.  Where  is  the  retailer 
ypio  is  c6hductin2  a  credit  business  to-day  who  has  not  turned 
over  in  his  mind  time  and  again  the  possibility  of  putting  his 
business  on  a  cash  basis— who  has  not  seriously  considered 
whether  he  would  net  be  just  as  far,  if  not  more  so,  ahead  in 
the  matter  of  actual  profits  if  he  were  to  do  a  smaller  amount 
of  business,  and  receive  cash  for  the  goods  he  did  sell — who  has 
not  dreamed  of  what  an  ideal  condition  it  would  be  to  receive 
ready  money  for  his  merchandise,  be  able  to  pay  cash  himself 
and  thus  secure  his  discounts,  and  in  addition  be  free  from 
the  worry  and  vexation  of  mind,  body  and  spirit  which  are 
woven  around  the  work  of  coUectins  accounts? 

These  are  the  thoughts  that  have  spurred  many  a  dealer  on 
to  attempt  to  put  his  business  on  a  cash  basis.  Wjien  a  man 
has  given  credit  for  an  extended  period,  when  all  around  h.ra 
it  is  the  custom  to  do  so,  when  the  people  with  whom  he  deals 
favor  this  method,  he  does  not  rush  into  the  change  without 
giving  the  matter  serious  consideration. 

There  are,  without  doubt,  advantages  to  be  cited  in  favor 
of  both  systems.  On  the  one  hand,  the  greatest  argument  is 
that  a  larger  amount  of  goods  can  be  sold  when  credit  is 
extended  and  customers  who  seek  credit  are  not  inclined  to  be 
lookirg  for  '-bargains."  Against  these  are  quite  a  formidable 
array  of  "reasons  for  the  cash  system,"  which  suggest  them- 
selves to  every  dealer  giving  the  question  serious  thought. 
In  the  language  of  the  street,  it  is  "up"  to  the  retailer  himself 
to  weigh  the  arguments  on  each  side  and  decide  whether  it 
is  to  his  benefit  to  operate  a  cash  or  credit  business. 
*     *     • 

SOME  five  years  ago  A.  C.  Denike,  druggist,  of  Have- 
lock, Ont.,  after  condiietiiig  a  credit  business  for 
a  nunjber  of  years,  decided  that  it  was  iu  his  own 
best  interests  to  adopt  a  cash  basis.  He  according- 
ly switched  over  from  a  credit  lo  strictly  cash  system, 
str.uggl,ed  along  and  overcame  the  prejudice  against 
this  method  of  doing  business  existing  in  his  town,  and 
eventually  has  reached  a  position  where  he  emphatic- 
ally declares  "doing  business  for  cash  is  certainly  the 
most  pleasant  and  profitable  way."  This  statement 
certainly  shows  that  he  is  well  satisfied  with  the  cash 
plan. 

That  he  has  succeeded  so  well  should  be  an  incentive 
to  other  dealers  who  may  be  contemplating  a  change, 
for  he  had  some  serious  difficulties  with  which  to  con- 
tend. To  start  off  a  business  on  a  cash  basis  may  be 
a  rather  difficult  undertaking  in  some  communities,  but 
to  change  from  credit  to  cash  is  a  greater  problem,  for 
Avhen  people  have  ac(iuired  the  habit  of  running  ac- 
counts it  is  no  easyLtask  to  educate  them  to  paying  cash. 

Credit  System  was  Deep-Rooted 

This  is  especially  true  of  Havelock,  a  railroad  town 
of  some  1,600  population,  where  most  of  the  male  popu- 
lation are  employees  of  the  railway,  receiving  their 
wages  once  a  month.  Cash  is  generally  plentiful  for  a 
few  days  after  "the  ghost  walks"  on  pay  day,  but 
during  the  balance  of  the  month,  ready  cash  among  the 
buying  public  is  conspicuous  by  its  absence.  It  has  al- 
ways been  a  big  "credit"  town,  as  merchants  in  other 
lines  of  business  can  well  testify,  and  submit  convinc- 
ing proof  of,  in  the  way  of  long  lists  of  accounts,  in 
many  cases  far  overdue.  Pew  of  the  people  thought 
of  paying  cash  straight  through  the  month- -all  the 
merchants  gave  credit — the  credit  .system  was  deeply 
rooted. 

Reasons  for  the  Change 

This  was  the  situation  when  Mr.  Denike  began  to 
consider  the  change.    Many  a  man  would  have  consid- 


ered it  an  impossible  task.  He  realized  (luite  well  that 
a  cash  system  would  be  difficult  to  inaugurate,  but  he 
was  spurred  on  by  the  benefits  that  he  felt  sure  would 
accrue  to  him  by  its  introduction. 

The  direct  loss  to  him  was  one  of  the  reasons  for  the 
change.  "To  put  it  at  the  smallest  possible  amount," 
saj's  Mr.  Denike,  "the  annual  loss  through  bad  debts 
was  $50.  My  annual  loss  through 'goods  not  charged,' 
while  iuiknown,  was  not  less  than  -i^lOO  per  year,  and 
was  probably  a  good  deal  more.  My  annual  loss 
through  posting  books  and  rendering  accounts  Avhile 
I  .should  have  been  serving  customers  or  dressing  win- 
dows was  at  least  $100  more." 

People  Who  Owed  Spent  Cash  Elsewhere 

Here  was  a  direct  loss  of  at  least  !'i2.50  a  year,  and  it 
would  mean  a  considerable  part  of  sales  lo  make  up 
that  loss.  "But  the  biggest  loss  of  all,"  says  Mr. 
Denike,  "M^as  through  sending  a  'dun'  to  a  large  per- 
centage of  my  customers  just  often  enough  to  keep  up 
a  feeling  of  annoyance  and  unpleasantness.  These 
dunning  letters  were  sent  out  just  before  pay  day  and 
undoubtedly  resulted  in  keeping  people  away  who 
had  cash  to  spend. 

"The  people  who  owed  us  would  go  to  some 
other  store  and  .spend  their  cash  thei-e. " 
This  is  indeed  one  of  the  harrassing  features  of  the 
credit  bu.siness.  People  will  run  an  account  and  then 
instead  of  showing  their  appreciation  of  your  kindness 
by  giving  you  what  cash  trade  they  can,  they  hie  away 
to  some  other  store  to  make  their  cash  purchases.  If 
you  had  not  extended  credit  to  tlieni,  (|uito  likely  you 
would  get  this  cash  business. 

Gave  Plain  Facts  in  Announcement 

At  any  rate  Mr.  Denike  considered  the  advantages 
of  the  cash  system  great  enough  to  attempt  its  intro- 
duction even  if  it  did  have  an  adverse  eflfeet  on  trade 
for  a  time.  Announcement  of  the  change  v/as  made  to 
the  public  through  the  local  paper  and  by  circulars. 
"I  gave  them,  a  plain  statement  of  the  facts  in  this  an- 
nouncement," saj-s  Mr.  Denike,  "that  I  had  not  suffi- 
cient capital  to  have  from  $1,000  to  $1,500  outstand- 
ing all  the  time — that  no  necessity  existed  for  ihe  giv- 
ing of  credit  on  my  goods,  as  the  sales  were  small  on 
the  average  and  not  beyond  any  one's  means  to  pay  for 
at  the  time — that  the  work  of  keeping  the  accounts  was 


CHANGE  PROM  CREDIT  TO  CASH  SYSTEM 
The  Reason  Why 

1.  I  have  not  sufficient  capital  to  have  from 
$1,000  to  $1,500  outstanding  all  the  time. 

2.  No  necessity  exists  for  giving  of  credit 
on  mj'  goods  as  the  sales  are  small  on  the 
average,  and  not  beyond  anyone's  means  to  pay 
for  at  the  time. 

8.  The  work  of  keeping  accounts  is  out  of 
all  proportions  to  their  amount. 

4.  Reliable  people  can  borrow  money  from 
the  bank — instead  of  the  merchant.  That  is 
their  business — ours  is  to  sell  goods. 
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out  of  all  proportion  to  their  value,  which  avei'aged 
less  than  $5  each.'' 

Was  by  no  Means  Clear  Sailing 

" Several  of  uiy  Inggost  buyers  chose  to  call  the  cir- 
cular an  insult  and  were  very  profuse  in  their  pro- 
phecies of  a  speedy  downfall,  and  firm  in  their  deter- 
mination not  to  trade  with  me  any  more." 

Jlr.  Der.ike,  however,  did  not  allow  this  to  interfere 
with  his  purpose.  "I  confess  that  the  first  month  was 
a  hard  one,"  he  says,  "and  many  a  customer  went 
away  feeling  that  1  had  accused  him  of  dishonesty, 
and  something  more,  because  1  would  not  accept  his 
pronuse  to  pay  in  lieu  of  cash. 

"However,  inside  of  three  weeks  the  benefits  began 
to  be  apparent.    I  was  on  the  best  of  terms  with  all  my 


customers,  and  it  was  far  more  pleasant  and  profit- 
able to  send  out  a  circular  each  month,  advertising  a 
'pay  day  sale'  than  to  send  out  a  bunch  of  duns.  I 
also  had  the  pleasure  of  welcoming  back  all  my  former 
customers  as  soon  as  they  had  run  a  bill  with  my  opposi- 
tion large  enough  to  got  dunned  for. 

"Aside  from  the  financial  aspect  of  the  matter  alto- 
gether. I  would  not  on  any  consideration  give  up  the 
pleasant,  cordial  relations  that  exist  with  my  cus- 
tomers to-day  for  the  old  conditions  of  dissatisfaction 
and  frequent  disputes  that  cannot  be  avoided  in  a 
credit  system." 

"Giving  credit  is  not  doing  any  real  favor  to  custo- 
mers— is  a  thankless  job,  resulting  only  in  abuse — and 
is  a  far  more  serious  drawback  to  business  expansion 
than  most  merchants  realize." 


Great  Possibilities  in  Small  Sales 

The  opportunilies  and  advantages  of  small  priced  goods 
are  such  as  should  cause  every  dealer  to  handle  them. 


IT  is  all  very  well  to  push  for  the  big  sales — make 
them  when  and  as  often  as  you  can,  but  in  your 
zeal  to  secure  the  big  things,  do  not     forget     the 
smaller  ones,  M'hieh  in  themselves  may  not  seem 
much,  but  when  combined  amount  to  a     great     deal. 
There  are  great  possibilities  in  small  sales  for  every 
dealer  and  he  does  not  want  to  fail  to  recognize  it. 

Advantages  of  Handling  Small  Priced  Goods 

There  are  several  advantages  in  handling  those  lines 
with  a  small  sales  price.  For  one  thing,  the  profit, 
especially  on  the  fancy  and  more  special  lines,  is  appre- 
ciable. The  amount  of  money  tied  up  in  stock  is  not 
large.  The  small  articles  do  not  need  a  great  deal  of 
selling  eft'ort,  outside  of  featuring  them.  Displayed 
and  advertised  in  the  proper  manner  many  of  them 
practically  sell  tliemselves. 

Another  big  advantage  of  smaller  articles  is  that  Ihey 
attract  people  to  the  store,  thus  giving  an  opportunity 
of  presenting  other  lines  to  them.  You  can  probably 
recall  instances  when  customers  have  come  into  your 
store  to  buy  some  small  article,  and  before  they  left 
had  purchased  something  else  that  gave  you  consider- 
able profit. 

Great  Success  of  5  and  10-cent  Stores 

The  possibilities  in  small  sales  is  driven  home  in 
convincing  manner  by  the  success  of  five  and  ten-cent 
stores  all  over  the  country.  Many  dealers  scoff  at  the 
opportunities  in  small  sales  until  these  five  and  ten-cent 
stores  arrive  in  their  district.  And  then — depleted 
sales  are  convincing  arguments.  Go  after  this  trade  be- 
fore such  stores  break  in  on  your  business,  or  if  they 
are  already  established  put  forth  a  strong  effort  to 
secure  your  share  of  this  business. 

Value  of  Five  and  Ten-cent  Counters 
Five  and  ten-cent  counters  have  proved  excellent 
business  getters  for  many  merchants.  There  are  many 
small  articles  in  the  store,  and  it  would  be  impossible  to 
feature  them  all  separately.  It  is  desired,  however,  to 
bring  them  to  the  notice  of  customers  in  some  way. 
The  five  and  ten-cent  counter  is  the  solution.  Here  the 
regular  lines  selling  at  these  prices  may  be  shown,  while 
it  affords  a  good  means  of  working  off  small  items  that 
are  not  selling  any  too  well. 

What  One  Dealer  Says  of  It 
One  dealer  who  started  such  a  department  a  couple 


of  years  ago  is  well  pleased  with  results.  "It  has  in- 
creased business  in  the  smaller  lines  and  the  others  as 
well,"  he  says.  "When  I  first  started  it  I  done  a  little 
advertising.  These  lines  were  displayed  in  the  win- 
dow, and  people  invited  to  come  in  and  look  over  the 
assortment  on  the  counter.  It  is  now  proving  a  valu- 
able department. 

"Small  price  goods,"  he  says,  "build  profits  for  the 
same  reason  that  they  multiply  sales.  The  fact  that 
they  are  a  necessity  to  so  large  a  part  of  the  buying 
public  increases  their  margin  of  profit  by  the  simple 
method  of  whittling  down  the  expenses  of  advertising 
and  selling.  Dime  goods  are  automatic  salesmen;  no 
lengthy  argument  is  re(|uired  to  convince  a  purchaser 
that  he  should  spend  ten  cents.  Selling  expense  and 
price  always  go  hand  in  hand:  the  higher  the  price  the 
harder  the  sale." 

Dimes  are  the  poor  man's  currency  and  there  are  a 
large  number  of  people  living  on  small  salaries.  The 
power  of  the  dime  is  the  power  of  necessity.  Necessity 
is  to  a  large  extent  the  mother  of  the  ten-cent  business. 
Some  of  the  people  must  have  dime  goods  all  the  time, 
and  all  the  people  must  have  dime  goods  some  of  the 
time.  Thus  there  are  great  possibilities  in  small  sales, 
and  the  dealer  who  fails  to  take  advantage  of  the  fact 
is  not  grasping  all  his  opportunities. 


WISE  FOR  HIS  YEARS 

Tommy  had  been  promoted  by  the  druggist.  He  was 
now  allowed  to  serve  behind  the  counter. 

One  morning  a  middle-aged  lady,  looking  her  full 
age,  came  in. 

"Have  you  got  any  cream  for  restoring  the  com- 
plexion?" she  asked  bashfully. 

Tommy  was  a  wise  lad.  He  eyed  her  too-vivid  checks 
with  open  admiration. 

"Pardon  me,  madam,"  he  said  politely.    "Don't  yon 
mean  cream  for  preserving  the  complexion?" 
And  the  dignified  lady  bought  six  boxes  right  away. 


The  more  temptations  your  employees  have  to  be  dis- 
honest, the  more  times  they  will  steal  from  you.  See 
that  no  temptation  is  left  in  their  way  through  auy 
fault  of  yours. 
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RUNNING  COMMENT  ON  BUSINESS  METHODS 


By  IV.  L.  EDMONDS 


Definition  of  the 
Modern  Druggist. 


A  druggist  is  described  in  Web- 
ster's dictionary  as  "One  who 
deals  in  drugs ;  especially  as  one 
who  buys  and  sells  drugs  without  compounding  them; 
also,  a  pharmaceutist  or  apothecary." 

If  Webster  were  now  compiling  his  dictionary  he 
would  be  compelled  to  enlarge  his  definition  if  he 
wished  it  to  comprehend  all  that  the  term  druggist 
means  to-day. 

A  druggist  is  no  longer  adequately  described  who  is 
defined  as  "one  who  buys  and  sells  drugs." 

He  now  buys  and  sells  a  great  many  other  things  be- 
sides drugs.  At  any  rate  he  who  does  not  is  now  ac- 
counted very  far  behind  the  times.  In  other  words  he 
is  a  back  nunjber. 

The  really  up-to-date  druggist  of  to-day  buys  and 
sells  a  great  many  things  which  his  brother  of  even  ten 
years  ago  would  have  considered  decidedly  foreign  to 
his  business.  Indeed  be  would  have  considered  it  be- 
neath his  professional  dignity,  just  as  lawyers  and  doc- 
tors to-day  deem  it  a  breach  of  professional  etiquette 
to  advertise. 

The  druggist  of  to-day,  however,  no  longer  considers 
his  calling  strictly  professional.  In  part  it  is  just  as 
strictly  professional  as  it  ever  was.  Before  he  can  prac- 
tise as  a  druggist  he  must  pass  a  series  of  rigid  examina- 
tions. And  when  he  has  passed  these  and  "hangs  out 
his  shingle,"  he  has  a  standing  such  as  is  possessed  by 
no  other  class  of  business  men.  But  if  he  plumes  him- 
self on  that  and  gives  himself  and  his  store  a  profes- 
sional, and  net  a  business,  air.  his  struggle  for  existence 
will  be  a  hard  one  indeed.  He  does  not,  however,  so 
plume  either  himself  or  his  store.  On  the  contrary  he 
conducts  )iis  tore  on  strictly  business  principles.  He 
buys  and  sells  whatev(;r  will  add  legitimately  to  his 
revenue.  Conseciiiently  there  is  being  continually 
added  to  his  stock  new  lines  and  new  ideas. 

He  does  not  handle  hardware,  and  yet  razors — safety 
and  otherwise — are  one  of  his  important  lines.  He 
does  not  handle  groceries,  and  yet  soap  of  various  kinds 
and  a  few  proprietary  articles  appertaining  thereto, 
can  be  obtained  from  him.  Magazines,  newspapers  and 
stationery,  and  photograi)hic  supplies  are  to  be  found 
in  many  drug  stores,  and  the  number  who  are  featuring 
them  is  niultiplj-ing.  Smokers'  supplies  of  various 
kinds  are  to  be  found  in  practically  every  drug  store. 
Tlie  7iun)ber  of  stores  that  dispense  .soda  water  and  ice 
cream  is  rapidly  increasing.  Some  are  even  becoming 
restauranis  on  a  small  scale,  where  light  luncheons  can 
be  obtained. 

In  order  to  comply  Avith  the  conditions  which  are 
now  demanded,  the  modern  drug  store  is  most  briglit 
and  attractive  in  appearance,  while  the  liberal  use  of 
"silent  salesmen"  shows  that  the  druggist  of  to-day 
recognizes  to  a  greater  extent  than  probably  any  other 
business  man  the  importance  of  display  as  a  selling 
force. 

In  no  line  of  biisiness  is  the  spirit  of  evolution  more 
marked  than  in  that  appertaining  to  the  druggist,  until 
to-day  the  term  "druggist"  no  longer  strictly  com- 
prehends and  defines  his  business.  The  wording  which 
is  being  worked  into  many  of  the  window  signs  shows 
that  the  modei'n  druggist  recognizes  this.  His  adver- 
tisements indicate  the  same  thing. 

The  druggist  who,  from  a  sense  of  professional  dig- 


nity, refuses  to  fall  into  line  with  modern  conditions, 
is  more  likely  to  find  his  business  decrease  rather  than 
increase  as  the  days  go  by. 

•  •     •     • 

Dishonest  There  is  probably  no  line  of 

Substitution.  business  that  lends  itself  more 

readily  to  substitution  than 
that  of  the  retail  drug  business.  There  are  so  many 
lines  on  the  market  similar  in  name  and  appearance 
that  it  is  as  a  rule  not  a  difficult  thing  to  "palm  off" 
"A"  brand  when  "B"  brand  is  asked  for  by  the 
customer. 

That  the  great  majority  of  druggists  do  not  attempt 
to  "palm  off"  substitutes  is  well  known,  but  that  there 
are  some  who  do  make  the  attempt  is  equally  well 
known. 

Against  trying  to  induce  a  customer  to  purchase  a 
brand  or  make  of  goods  other  than  that  asked  for, 
nothing  can  as  a  rule  be  said.  He  is  acting  within 
his  rights. 

If  the  druggist  has  an  article  in  stock  which  he 
believes  to  be  better  than  that  asked  for,  and  he,  with- 
out any  attempt  to  deceive,  so  informs  his  customer, 
he  certainly  should  not  be  condemned.  Nor  should  he 
be  blamed  if  he  persuades  the  customer  to  take  an 
article  equal  in  quality  to  that  asked  for  and  which 
renders  him  a  better  profit.  That  is  an  exhibition  of 
good  salesmanship. 

The  evil  is  when  a  substitute  is  handed  to  a  customer 
without  a  word  of  explanation  and  with  the  deliberate 
purpose  of  practising  deception.  Then  it  is  dishonesty. 
And  it  cannot  be  denounced  in  terms  too  strong. 

But  aside  altogether  from  the  moral  aspect  of  dis- 
honest substitution  there  is  the  effect  such  a  practice 
is  bound  to  have  in  the  long  run  on  the  business  of  the 
druggist  who  practises  it. 

In  the  drug,  as  in  any  other  business,  honesty  is  one 
of  the  underlying  principles  of  success.  As  a  matter 
of  fact  there  is  probably  no  line  of  business  in  which 
it  counts  for  more.  Certainly  people  will  not  deal 
with  a  druggist  in  regard  to  whose  honesty  they  have 
the  slightest  doubt.    They  cannot  afford  to  run  risks. 

•  •     •     • 

The  Manufacturer  In  the  matter  of  substitution 

and  Substitution.  there  is  one    party    interested 

which  is  not  always  taken  into 
consideration.     That  party  is  the  manufacturer. 

It  is  safe  to  say  that  in  the  great  majority  of  cases 
when  a  customer  asks  for  a  certain  proprietary  article 
he  is  asking  for  one  which  has  been  or  is  being  adver- 
tised. 

Advertising  creates  demand,  but  it  costs  money. 
And  although  the  manufacturer  expects  that  the  in- 
crease in  business  that  follows  will  more  than  recoup 
him  for  the  amount  he  has  invested  in  advertising,  it 
must  at  the  same  time  be  remembered  that  the  adver- 
tising which  he  has  done  is  indirectly  at  least  for  the 
benefit  of  the  retail  druggist.  He  is  the  distributor  and 
must  of  neces.sity  share  in  the  benefit  that  accrues  from 
advertising  campaigns  that  are  carried  on  by  manu- 
facturers 

When  a  druggist  takes  advantage  of  a  demand  which 
advertising  has  created  for  a  proprietarj'  article  to 
deliberately  and  dishonestly  .substitute  that  of  another 
make  for  it  he  is  doing  a  serious  injury  to  the  manu- 
fi,cturer  who  has  had  the  courage  and  enterprise  to 
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invest  money  in  printers'  ink  for  the  purpose  of  assist- 
ing him  (the  druggist)  as  well  as  himself. 

Dishonest  substitution  is  therefore  a  practice  which 
is  double  acting  in  its  effects. 

•  •     •     • 

Salaries  of  Clerks  It  is  a  common  complaint  of 
clerks  in  all  lines  of  trade  that 
too  frequently  employers  do  not  increase  their  salary 
until  they  ask  for  it. 

There  are  undoubtedly  certain  clerks  to  whom  in- 
creases are  scarcely  due.  They  are  the  type  who  do 
not  improve  with  years  of  service.  They  are  about  as 
efficient  as  thej'  were  five  yeai's  ago.  Experience  has 
taught  them  nothing,  and  unless  they  mend  their  ways 
it  never  will.  They  study  neither  their  employer's  wel- 
fare nor  their  own.  They  think  they  are  poorly  paid. 
As  a  matter  of  fact  they  are  overpaid.  A  poor  clerk  is 
dear  at  any  price.  And  all  clerks  who  do  not  study  to 
increase  their  efficiency,  and  therefore  their  value  to 
their  employer,  are  poor  clerks.  Thistles  do  not  pro- 
duce grapes. 

While  this  is  undoubtedly  true,  it  is  equally  true  that 
there  are  many  clerks  who  are  not  receiving  the  re- 
muneration for  their  services  that  their  ability  demands. 
That  explains  why  in  a  store  here  and  there  there  is 
always  a  procession  of  new  clerks  coming  in  to  take  the 
place  of  the  good  ones  who  have  gone  out  to  accept 
positions  with  better  remuneration  elsewhere. 

In  certain  business  establishments  that  might  be 
mentioned  it  is  a  common  practice  for  clerks  to  pre- 
tend, in  order  that  they  may  obtain  an  advance,  that 
they  have  an  offer  elscAvhere.  Against  such  practices 
condemnation  cannot  be  too  strong,  and  in  the  long 
run  must  work  to  the  detriment  of  those  who  resort  to 
them.  But  the  employer  whose  policy  encourages  such 
practices  is  not  without  blame. 

There  is  such  a  thing  as  dishonesty  in  paying  salaries 
as  dishonesty  in  selling  merchandise.  The  clerk,  as 
well  as  the  laborer,  is  worthy  of  his  hire. 

A  good  many  business  men,  when  employing  new 
clerks  stipulate  that  if  they  make  good  they  are  entitled 
to  a  certain  fixed  yearly  increase.  This  has  generally 
been  found  to  work  satisfactorily.  To  the  clerk  it 
means  sure  and  certain  hope  of  increased  remunera- 
tion ;  to  the  merchant  it  means  greater  likelihood  of 
holding  good  clerks.  Others  have  found  satisfaction  in 
a  system  of  percentages  on  sales.  One  thing  is  certain, 
almost  any  system  is  better  than  one  which  provides 
for  no  increase  in  the  salaries  of  clerks  until  they  peti- 
tion for  them.    It  is  satisfactory  to  neither  employers 

or  employees. 

•  *     •     • 

Potency  of  If  one-half  the  business  getting 

Will  Power.  ideas  that   were   conceived   in 

the  minds  of  druggists  were 
put  into  practical  operation  success  would  be  a  great 
deal  commoner  than  it  is. 

Men  conceive  ideas,  meditate  upon  them  and  see  in 
them  great  possibilities;  but  there  it,  too  often,  ends. 
They  think  they  will  try  them.  But  they  do  not  make 
up  their  minds  to  do  so.  One  can  never  do  the  smallest 
thing  until  the  mind  is  made  up  to  do  it. 

The  men  who  accomplish  things,  whether  they  be 
small  or  great,  are  the  men  of  will  power.  They  will 
to  do.  And  the  greater  the  obstacles  the  higher  does 
their  will  power  rise.  In  fact,  it  is  the  difficulties  that 
make  men  of  will  power  great. 

Our  wills,  like  our  muscles,  develop  as  they  are 
tested. 

Men  who  have  accomplished  things  in  business  have 
been  those  who  first  quietly  thought  them  over,  stage 
by  stage,  persuaded  themselves  that  they  could  accom- 


plish that  upon  which  they  had  set  their  heart,  and 
then  put  their  hand  to  the  plough,  resolving  not  even 
to  look  back  much  more  than  to  turn  back. 

It  is  not  so  much  the  native  qualities  of  the  business 
man  that  determines  the  measure  of  his  success  as  the 
will  power  that  is  generated  while  he  is  quietly  formu- 
lating his  plans. 


Progressive 
Salesmanship 


A  little  more  effort  will  usually 
produce  a  little  better  results. 
The  more  we  try  to  do  the  more 
we  can  do.  This  principle  is  true  in  business  as  in  any 
other  kind  of  effort. 

Because  the  volume  of  business  yesterday,  last  week, 
last  month  or  last  year  reached  a  certain  point  there 
is  no  reason  we  shouldn  't  at  least  try  to  excell  it.  If  we 
do  not  try  it  we  shall  in  all  probability  stand  still. 

As  a  matter  of  fact,  however,  there  is  no  such  a  thing 
as  standing  still  in  business.  There  must  be  either  pro- 
gression or  regression. 

Every  business  man,  to  be  merchant  or  clerk,  wishes 
to  progress.  He  wants  to  sell  a  little  more  to-day  than 
he  did  yesterday  or  a  year  ago.  But  while  this  may  be 
the  wish  of  everyone  it  is  not  attempted  by  everyone. 

Desires,  like  good  intentions,  are  not  always  brought 
to  fruition,  either  because  of  procrastination  or  lack 
of  systematic  effort  to  consummate  that  which  we  con- 
ceive ought  to  be  done. 

As  a  matter  of  fact,  what  the  most  of  us  need  is  stim- 
ulus— something  that  will  goad  us  on  to  do  that  which 
we  know  we  ought  to  do. 

If  those  who  would  do  a  little  more  business  than 
they  did  during  the  corresponding  day  or  week  a  year 
ago  were  to  hjive  before  them  a  record  of  the  value  of 
their  sales  on  corresponding  days  or  periods,  they 
would  have  in  their  possession  one  valuable  form  of 
stimulus.  If  that  would  not  inspire  him  to  greater 
effort  nothing  probably  will. 

Even  if  there  is  no  regular  system  of  keeping  a 
daily  record  of  the  sales  of  each  man  behind  the  coun- 
ter in  the  store  in  which  he  is  employed,  the  clerk  who 
will  keep  one  for  himself  will  find  it  in  the  long  run  a 
good  thing  for  himself  as  well  as  for  his  employer. 

He  who  day  in  and  day  out  systematically  endeavors 
to  increase  his  value  as  a  salesman  will  not  be  long  com- 
ing to  the  front  where  someone  will  recognize  his 
worth,  even  should  his  present  employer  be  too  blind 
to  do  so. 


Brief  Passing  Humors 

BY  W.  L.  E. 

Many  a  line  is  a  drug  in  the  market  because  it  is 
not  advertised. 


A  poor  clerk  is  a  "  drug-"  which  no  druggist  -wants 
in  his  store. 


Stationery  that  is  not  moved  becomes  ' '  stationary ' 
indeed. 


Do  not  drop  out  of  the  race  because  a  competitor 
seems  to  have  struck  a  -winning  gait. 


A  business  was  never  known  to  topple  over  by  being 
pushed.  The  more  it  is  pushed  the  firmer  it  be- 
comes. 
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How  Peterboro  Druggists  Solved  Problem  of  Long  Hours 

Came  to  a  mutual  agreement  by  which  all  closed  at  6.30  each  evening  and 
all  day  Sundays  except  two,  each  dealer  taking  his  turn  at  keeping  open. 


LONG  hours  have  long  been  an  unfavorable  feature 
of  the  drug  business,  both  from  the  .point  of  view 
of  the  clerk  and  proprietor.  It  is  a  feature  that 
detracts  a  good  deal  from  the  pleasantness  of  the  occu- 
pation and  adds  a  good  deal  to  its  strenuousness.  At 
least  it  is  a  detrimental  feature  in  many  communities. 
Cases  are  by  no  means  few  where  stores  are  opened  con- 
siderably before  other  business  establishments  and 
remain  open  far  into  the  night.  While  men  in  other 
lines  of  endeavor  are  passing  the  time  in  amusements, 
the  druggist  is  standing  behind  his  counter  ministering 
to  the  welfare  of  humanity.  Again,  on  Sunday  when 
most  other  people  are  enjoying  a  day  of  rest,  the  drug- 
gi.'it  labors  on,  or  at  least  spends  a  portion  of  the  day 
within  the  store. 

Feels  He  Must  Keep  Open 

Of  cour.^e,  druggists  following  such  long  hours  feel 
that  they  are  necessary — the  other  fellow  keeps  open, 
and  therefore  they  are  forced  to.  If  he  does  not,  the 
other  fellow  will  have  an  opportunity  to  wean  away  his 
customers.  Again,  he  may  feel  that  he  needs  the  extra 
business,  but  freffuently  the  amount  of  business  during 
the  late  hour  and  Sunday  periods  does  not  really  war- 
rant keeping  open — it  is  done  mostly  for  the  conven- 
ience of  the  public. 

Is  there  not  a  solution  of  this  big  drawback  of  the 
drug  trade — some  way  for  dealers  in  each  town  or 
commu7iity  to  get  together  and  agree  on  a  plan  for* 
shorter  hovirs? 

All  Except  Two  Close  at  6.30  P.M.  and  on  Sundays 

In  the  city  of  Peterborough,  Out.,  this  nightmare  of 
the  drug  business  has  been  solved  in  a  manner  thait 
appears  to  be  satisfactory — the  hours  have  been  greatly 
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Sample  of  card  hung  on  door  by  l*eterboro  druggists  when  olosed  to 
acquaint  public  with  nearest  druggist  who  is  open. 

reduced  and  without  sales  of  individual  dealers  being 
reduced. 

A  mutual  agreement  has  been  arrived  at  among  the 
druggists  whereby  all  except  two  close  each  evening 
at  6.30  o'clock,  as  well  as  all  day  Sunday.  The  differ- 
ent dealers  in  the  agreement  take  their  turn  at  keeping 
open  after  6.30  and  on  Sunday.  A  schedule  is  sent 
around  at  regular  intervals  showing  the  two  druggists 
who  are  to  keep  open  on  each  night  and  Sunday  for 
a  certain  period. 

Good  Service  to  Public — and  Shorter  Hours 

Peterborough  is  a  city  of  about  20,000  people,  and 
two  druggists  seem  to  be  able  to  care  for  all  the  busi- 
ness that  is  forthcoming  on  Sunday  and  after  6.30. 
By  this  plan  the  public  are  given  a  good  service  and 
{it  the  same  time  the  druggists  enjoy  much  better  hours, 


making  the  business  much    pleasanter — and    just    as 
profitable,  for  each  dealer  gets  his  share  in  turn. 

To  acquaint  the  people  with  the  nearest  store  that  is 
open,  each  druggist,  when  he  closes  up,  hangs  a  card 
on  the  door  showing  whose  store  is  open  that  night 
or  Sunday.     Thus  if  a   customer  comes   to   Nugent's 

drug  store  and  it  is  closed,  he  will  find  a  card  " < 

open."    Thus  he  is  not  disappointed  in  his  quest.    And 
harbors  no  ill  thoughts  against  the  first  store  visited. 

Druggists  are  Well  Satisfied 

"The  arrangement  works  out  excellently,"  said  W. 
B.  Warne,  of  the  Warne  Drug  Co.,  Ltd.,  Peterborough, 
to  The  Retail  Druggist.  "Much  of  the  drudgery  has 
been  taken  out  of  the  business,  and  sales  on  the  whole 
are  not  affected.  Every  dealer  gets  his  share  of  the 
business  in  his  turn — gets  just  as  large  sales  during 
the  year,  and  gets  it  by  working  a  good  many  hours 
less.  I  think  everyone  in  the  arrangement  is  thorough- 
ly satisfied." 

If  the  druggists  of  Peterborough  have  satisfactorily 
solved  this  problem,  why  cannot  dealers  in  other  cities, 
towns  and  communities  get  together  and  work  out 
some  similar  plan  of  reducing  the  number  of  working 
hours. 

It  is  not  necessary  to  dwell  upon  the  need  and  value 
of  shorter  hours  in  the  business — every  thinking  drug- 
gist realizes  why  shorter  hours  are  well.  The  problem 
is  an  important  one  and  warrants  the  consideration  of 
every  dealer. 

Editor's  Note: — The  Retail  Druggist  would  like  to 
hear  of  plans  that  are  being  used  in  other  places  to 
solve  the  problem  of  long  hours.  Opinions  of  individu- 
al dealers  on  the  question  are  also  solicited. 


REGINA  DRUGGISTS  AGREE  ON  SUNDAY  HOURS 

The  druggists  of  Regina,  Sask.,  at  a  recent  meeting, 
agreed,  for  the  accommodation  of  the  public,  to  have 
five  stores  open  each  Sunday  for  dispensing  only. 
P]aeh  store  will  open  every  alternate  Sunday,  there 
being  ten  stores.  The  hours  are  10  to  12  a.m.,  2  to 
5  p.m.  and  8  to  9.30  p.m. 

To  acquaint  the  public  with  the  new  Sunday  rule, 
an  announcement  was  made  in  the  local  paper.  The 
stores  included  are:  E.  A.  Jolly,  Dewdney  Drug  Co., 
H.  N.  Hurdson.  R.  P.  Teasdale,  A.  Duncan,  East  End 
Drug  Co.,  R.  N.  Kelly,  D.  H.  Anderson,  Regina  Phar- 
macy and  Canada  Drug  Co.  A  schedule  was  published 
and  people  advised  to  cut  it  out. 


RECIPE  BOOK  FOR  CUSTOMERS 

The  housewife  is  always  interested  in  recipes.  Realiz- 
ing this,  one  druggist  publishes  an  annual  recipe  book 
which  is  distributed  free  to  customers.  Those  per- 
taining to  cooking  are  from  local  sources  raid  each  has 
the  name  of  the  author  to  give  it  the  added  value  of 
authenticity.  In  addition  to  cooking  recipes  there  are 
various  formulas  for  removing  paint,  cleaning  silver, 
and  other  similar  recipes  and  information  calculated  to 
be  of  value  to  the  housewife. 

Scattered  among  the  recipes  are  little  notices  calling 
attention  to  goods  sold  by  the  druggist. 
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Now  is  the  Time  to  Speed  up  Collections 

Supply  of  money  is  at  high  water  mark  and  collec- 
tions can  be  made  easier  than  at  other  times  of  year. 


THE  time  to  collect  your  accounts  is  when  your 
debtors  are  well  siipplied  with  cash.    The  truth 
of  this  assertion  will  not  be  denied.    Following 
along  this  line,  the  present  is  the  time  when 
the  merchant  with  outstanding  accounts  should  make  a 
real  strong  effort  to  collect  them. 

Strike  While  the  Iron  is  Hot 

The  supply  of  money  in  the  hands  of  the  public  is 
now  at  the  high  water  mark  of  the  year.  In  the 
eoiintry  districts,  the  harvests  have  been  garnered,  and 
the  season's  labors  are  now  being  realized  on — turned 
into  cash.  In  the  cities  and  towns,  labor  conditions 
have  been  in  a  fairly  satisfactory  condition  during  the 
summer,  and  people  should  be  fairly  well  supplied  with 
money.  Accordingly,  now  is  tlie  proper  moment  to  get 
your  collection  department  under  a  full  head  of  steam. 
To  delay  may  mean  to  miss  your  best  opportunity  for 
customers  may  find  some  other  way  of  disposing  of 
their  surplus  funds. 

Don't  Put  Off  Collections 

There  are  many  merchants  inclined  to  let  this  im- 
portant work  slide  along  without  attention,  waiting  for 
debtors  to  call  and  settle  of  their  own  accord,  and  this 
many  of  them  neglect  to  do.  For  instance,  in  the 
country  when  the  farmer  receives  the  money  from  his 
fruit,  he  will  decide  to  wait  for  his  grain  money  to  pay 
the  merchant,  and  when  he  gets  his  grain  money,  he 
decides  to  wait  until  he  gets,  his  butter  and  cheese 
money.  Thus  it  goes  on,  with  the  result  that  the  mer- 
chant rem.ains  unpaid.  If  the  dealer  had  gone  after 
his  money  in  a  firm  manner,  early  in  the  season,  it  is 
probable  that  his  bill  would  have  been  settled  with 
the  first  retiirns.  The  same  thing  holds  true  in  the 
case  of  the  city  merchant. 

Get  After  Old  Accounts 

Many  dealers  have  a  niamber  of  old  accounts  on  their 
books,  in  some  cases  long  past  due.  There  are  not 
many  merchants  who  give  credit  who  have  not  a  few 
of  these.  Now  is  the  time  when  a  determined  effort 
should  be  made  to  clean  these  up  and  turn  them  into 
cash.  This  is  not  possible  by  a  mere  reminder,  but 
requires  a  strong  campaign,  and  this  the  dealer  should 
undertake.  The  initial  reminder  needs  to  be  followed 
up  by  more  strenuous  methods  until  results  are 
secured. 

Follow  up  Letters 

A  follow  ^^p  campaign  is  conducted  by  some  dealers 
by  means  of  a  set  form  of  letters.  While  many  accounts 
require  individual  treatment,  these  letters  frequently 
bring  quite  good  results  from  many  accounts.  Here  is 
a  set  of  four  such  letters  used  by  one  merchant,  be- 
ginning with  a  gentle  reminder  and  gradually  becom- 
ing stronger.  They  are  more  effective  when  type- 
written, giving  a  more  business-like  impression. 

The  First  Reminder 
Dear  Sir : — 

We  are  in  urgent  need  of  a  considerable  amount 
of  money  at  the  present  time  to  meet  some  heavy 
payments,  and  have  found  it  necessary  to  collect 
in  some  ready  cash,  so  that  this  request  is  being 
made  of  you,  along  Avith  others.    We  will  appre- 


ciate it  if  you  will  let  us  have  your  account  of  $— 
at  the  earliest  possible  date.  Please  do  what  you 
can  and  oblige. 

Yours  truly. 

This  denier  states  that  people  to  whom  he  had  made 
quite  severe  threats  before  without  result,  made  pay- 
ments when  requested  in  this  courteous  and  milder 
manner. 

Letter  No.  2 
Dear  Sir : — 

Necessity  sometimes  requires  requests  for  settle- 
ment to  be  made  in  strong  and  plain  terms.  Need 
of  funds  is  now  urgent  with  us.  Your  account  of 
$ —  is  considerably  past  due.  You  have  been  given 
a  longer  time  than  was  agreed  upon,  and  present 
circumstances  are  such  that  your  assistance  is 
much  needed.  Please  give  this  your  immediate 
attention  and  oblige. 

Yours  truly. 

Third  Letter 

The  third  letter  of  this  dealer  passes  what  he  calls 
the  "coaxing"  stage,  and  enters  into  the  "threaten- 
ing".   Here  is  the  third  letter : 
Dear  Sir:  — 

Your  account  of  which  you  have  been  reminded 
is  still  unpaid.  We  do  not  wish  to  put  you  to  any 
costs,  but  it  mxist  be  insisted  on  that  this  bill  be 
settled  at  once.  Nothing  more  is  asked  of  you 
than  necessity  demands.    Please  be  prompt. 

Yours  truly. 

The  Final  Letter 

The  climax  is  reached  in  the  fourth  letter,  which  is 
as  folloAvs: 

Dear  Sir: — 

You  have  been  repeatedly  asked  for  a  settle- 
ment of  your  account,  but  seem  to  have  given  these 
requests  no  attention.  If  the  amount  is  not  paid, 
or  in  some  way  ad,iusted  in  the  next  ten  days,  you 
can  blame  yourself  if  such  proceedings  are  entered 
as  will  collect  it.    Please  save  any  trouble. 

Yours  truly. 

Realizing  that  your  bank  account  generally  increases 
as  your  bad  debts  decrease,  a  strong  effort  should  be 
made  to  collect  in  your  accounts.  There  has  been  some 
talk  of  tight  money,  but  that  is  all  the  more  reason  • 
why  the  dealer  should  get  in  his  money,  so  as  to  be 
well  protected. 


You  will  have  to  work  for  what  you  get  in  this 
v.'orld  and  probably  in  the  next.  Luck  never  made 
anv  man  successful. 


'T'O  BE  HONEST,  to  be  kind— to  earn  a  little  and 
■'■  to  spend  a  little  less,  to  make  upon  the  whole  a 
family  happier  for  his  presence ;  to  renounce  when 
that  shall  be  necessary  and  not  to  be  embittered ;  to 
keep  a  few  friends,  but  these  without  capitulation 
—above  all,  on  the  same  grim  conditions,  to  keep 
friends  with  himself— here  is  a  task  for  all  a  man 
has  of  fortitude  and  delicacy. 

—Robert  Louis  Stevenson. 
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For  the  Man  Behind  the  Counter 


A  Department  of 
Salesmanship 


THERE  is  probably  no  other  retail  business  in 
which  salesmanship  is  more  needed  than  in  the 
drug  trade.  Upon  the  ability  of  the  salespeople 
to  convince  customers  that  they  should  buy  the  article 
offered  depends  to  a  large  extent  the  success  of  the 
business. 

Then  again  the  real  salesman  will  find  plenty  of  op- 
portunities to  increase  sales  over  and  above  actual  de- 
mand. The  customer  who  comes  in  to  buy  one  article 
can,  by  the  preper  methods,  be  interested  in  other 
lines,  and  there  are  many  lines  handled  in  the  drug 
store  that  can  easily  be  introduced  in  this  way. 

Instance  Where  Clerk  Increased  Sales 

An  experience  related  to  the  writer  recently  will 
illustrate  how  it  is  possible  to  increase  sales.  A  young 
man  was  going  out  for  the  evening  and  dropped  into 
the  drug  store  on  the  corner  to  buy  a  cigar.  While  he 
was  lighting  it  the  young  clerk  who  served  him  said, 
"Anything  in  candy  to-night?  Here  is  a  nice  line  I 
would  like  to  show  you."  Now,  the  gentleman  in  ques- 
tion was  in  the  habit  of  buying  his  candy  at  a  confec- 
tionery store  down  the  street,  but  the  clerk  soon  had 
him  interested  in  a  particularly  fine  line  of  box  choco- 
lates, of  which  he  bought  a  package.  Now,  that  young 
clerk  demonstrated  himself  a  salesman,  making  a  sale 
where  many  a  less  ambitious  fellow  would  have  been 
leaning  on  the  counter  looking  into  space  or  discussing 
the  weather  or  sports. 

There  are  plenty  of  chances  to  interest  customers  in 
different  lines  every  day  and  full  advantage  should  be 
taken  of  them.  The  clerk  who  does  so  is  increasing  his 
salesmanship  ability,  and  at  the  same  time  his  value  to 
the  store. 

The  Importance  of  the  Clerk 

The  clerk  is  an  important  factor  in  the  drug  store 
of  to-day.  On  his  ability  as  a  salesman  depends  to  no 
little  extent  the  success  of  a  business.  Even  though 
the  merchant  himself  be  an  excellent  business  man,  un- 
less he  has  the  support  of  reliable  and  aggressive  as- 
sistants, is  going  to  have  his  progress  greatly  retarded. 
He  wants  to  have  men  who  take  an  interest  in  the  busi- 
ness, and  who  can  sell  goods. 

Every  person  behind  the  drug  store  counter  should 
be  filled  with  the  ambition  to  constantly  improve  him- 
self, and  make  himself  more  valuable  to  his  employer. 
His  employer  will  appreciate  his  efforts  to  increase  his 
efficiency.  For  the  reason  that  the  improvement  of 
the  clerk  is  to  the  advantage  of  both  clerk  and  pro- 
prietor, and  because  the  clerks  of  to-day  are  the  drug- 
gists of  a  few  years  hence.  The  Retail  Druggist  of  Can- 
ada will  give  particular  attention  to  assisting  the  men 
behind  the  counter  to  increase  their  selling  power. 
Talks  and  articles  which  will  tend  to  increase  the  ambi- 
tion of  every  salesman,  with  practical  hints  which  will 
help  them  to  realize  their  ambitions,  will  be  a  regular 
feature  of  this  paper. 

•     *     « 

KNOW  YOUR  GOODS  WELL 

One  of  the  mottoes  which  the  salesman  would  do 
well  to  constantly  keep  in  mind  is  "know  thy  goods." 
Unless  a  salesman  understands  the  goods  he  is  selling 
he  cannot  produce  the  best  results.    The  man  who  sells 


high  priced  articles,  as  for  instance  soda  fountains 
and  other  store  equipment,  realizes  the  big  advantage 
of  knowing  his  goods.  Before  he  goes  out  to  approach 
a  prospective  customer,  he  thoroughly  studies  the  ar- 
ticle which  he  has  to  oft'er,  and  gets  all  the  good  points 
so  arranged  in  his  own  mind  that  he  can  present  them 
in  a  convincing  manner. 

The  clerk  in  the  drug  store  should  follow  the  same 
plan.  He  -should  make  a  study  of  his  goods,  so  that 
he  may  explain  their  good  points  to  customers.  He 
should  learn  as  many  facts  as  possible  about  the  growth 
or  manufacture  of  the  goods  he  handles,  for  beside 
proving  of  interest  to  customers,  it  will  allow  him  to 
talk  more  intelligently  when  making  sales.  The  pub- 
lic respect  the  clerk  who  understands  his  goods,  and 
who  can  answer  inquiries. 


Random  Talks  For  and  About  Clerks 

By  Frank  D.  Smith 

MY  early  training  in  selling  goods  was  secured  in 
a  country  town.  In  the  store  next  door  there 
were  a  couple  of  young  fellows  who  thought 
that  the  world  owed  them  a  good  time,  and  who  decided 
to  take  it  as  they  went  along.  Whenever  they  got  a 
chance  during  business  hours  they  slipped  down  to  the 
barber  shop  to  talk  and  play  checkers.  Some  days 
they  would  spend  practically  a  quarter  of  their  time 
there,  but  when  Saturday  night  came  they  would  take 
their  money  without  a  thought  that  they  hadn't  earned 
it — in  fact  they  were  constantly  expecting  a  raise. 

I  don't  know  why  the  boss  didn't  kick  up  a  fuss, 
but  he  was  one  of  those  easy  going  fellows,  and  while 
I  know  he  frequently  called  them  down,  they  managed 
to  hold  their  jobs. 

A  Lost  Opportunity 

It  was  too  bad  that  they  didn't  apply  themselves, 
for  if  either  of  them  had  taken  any  interest  in  the 
business  he  would  have  been  given  the  chance  to  take 
charge  of  the  store.  The  boss  took  ill,  and  couldn't 
stay  at  the  store  much,  and  so  had  to  get  someone  to 
manage  it.  He  would  have  certainly  given  one  of  them 
the  chance  if  they  had  proved  themselves  at  all  capable, 
but  they  believed  in  taking  things  easy  as  they  went 


YOUR  CO-OPERATION  SOLICITED 

The  Retail  Druggist  of  Canada  wishes  to 
make  itself  as  valuable  as  possible  to  those 
employed  in  the  drug  store,  and  solicits  the 
co-operation  of  every  salesman,  in  arriving 
at  this  end. 

We  want  the  men  behind  the  counter  to  feel 
that  this  is  their  paper.  Their  assistance  is 
wanted  in  making  it  of  the  greatest  practical 
value  to  them.  Salesmen  are  invited  to  send 
.along  hints  and  suggestions  which  they  find 
of  value  in  their  work,  to  express  their  views 
or  ask  questions  pertaining  to  business  prob- 
lems. 


December,  1913 


THE  RETATIj  druggist  OF  CANTADA. 


39 


along^and  so  lost  one  of  the  best  opportunities  of  their 
lives. 

How  One  Clerk  Succeeded 

In  the  same  town  was  another  fellow  who  took  aa 
interest  in  his  work  and  in  the  business,  and  did  his 
best  to  get  along.  Probably  it  was  because  his  father 
was  dead,  and  realizing  that  he  had  no  one  to  fall 
back  on,  he  felt  that  he  just  had  to  get  along.  His 
employer  was  very  strict,  but  he  stood  more  than  most 
young  fellows  would  have  done,  but  in  the  end  it 
proved  all  to  his  own  good,  for  the  competent  knowl- 
edge of  the  business  which  the  boss  recmired  of  him 
proved  very  valuable  once  he  got  started  climbing.  He 
took  a  position  in  a  larger  store  in  a  larger  town  ajs' 
assistant  in  a  department.  In  two  years  he  had  ad- 
vanced to  manager  of  the  department,  just  because 
back  in  the  little  town  he  had  completely  mastered  all 
the  fundamental  points  of  the  business. 

The  Dissatisfied  Fellow 

Clerks  do  become  dissatisfied  with  their  positions  at 
times,  it  is  true.  Sometimes  they  can  see  no  chance 
for  any  advancement  in  the  store  they  are  in,  and  feel 
like  seeking  another  position.  There  was  one  such 
clerk  in  a  store  in  a  small  city  last  year.  He  was  next 
to  the  manager  in  the  department,  but  could  see  no 
chance  for  further  advancement  there.  He  decided 
to  go  West,  and  wanted  the  fellow  who  was  next  to  him 
to  go  too.  but  the  latter  decided  to  stick  for  a  while 
longer.    The  other  went. 

Two  months  afterwards,  the  manager  of  the  depart- 
ment left  to  accept  a  better  position,  and  the  under- 
clerk  who  had  decided  "to  stick"  was  given  his  posi- 
tion. He  is  now  getting  more  money  than  his  senior 
who  felt  there  were  no  possibilities  in  the  store. 

Don't  Mix  Ambition  and  Discontent  / 

There  is  also  the  fellow  who  is  always  seeing  greater 
possibilities  in  other  lines  of  endeavor  than  the  one 
he  is  following.  He  has  heard  or  read  of  someone 
who  has  made  a  lot  of  money  in  a  short  time  in  somd 
way.  and  he  too  is  anxious  to  tackle  the  same  thing. 
He  forgets  that  he  hears  only  of  the  ones  who  have! 
made  a  success — not  of  the  many  who  have  tried  it 
and  made  a  miserable  failure. 

It  is  all  very  well  for  the  young  man  to  have  ambi- 
tion, and  plenty  of  it,  but  not  a  few  mistake  discontent 
for  ambition. 

Decide  on  a  line  of  endeavor  that  you  feel  you  can 
succeed  at  and  stick  with  it  persistently,  ever  attempt- 
ing to  improve  your  knowledge    of    that    particular 

business. 

•     *     • 

GOOD  ADVICE  FOR  THE  PERSON  WHO  SELLS 
GOODS 

These  rules,  hammered  into  the  mind  of  every  em- 
ployee in  a  large  department  store  in  the  West,  are 
v'orthy  of  adoption  in  every  mercantile  establishment: 

"You  must  be  helpful  and  thoughtful  and  agreeable, 
not  only  to  customers,  but  to  your  co-workers  as  well. 
If  your  ability  be  of  the  highest  and  rarest,  order,  but 
your  disposition  is  oblique,  you  can't  stay  here. 

"You  must  be  pleasant — or  prepare  to  leave.  The 
rules  are  simple  and  just — obey  them  or  quit.  Your 
associates  are  sure  to  take  your  measure,  and  if  they 
find  a  dejected  and  dissatisfied  spirit,  you'll  not  care  to 
linger.  We  believe  in  the  cohesive  power  of  sunshine. 
Let  yoiir  heart  smile  as  well  as  your  lips.  Christmas 
di.<^s  with  the  day,  but  the  cheery  must  be  active  here 
dnring  the  entire  twelve  months. 

"What  is  your  attitude  toward  the  patrons  of  this 
store?  We  hope  your  interest  doesn't  center  in  induc- 
ing them  to  make  a  purchase.    Don't  let  that  be  your 


main  object.  If  it  is — change  the  angle  of  your 
thought. 

"Every  man,  woman  and  child  who  comes  beneath 
this  roof  is  a  guest.  Get  that  fixed  in  your  mind.  In  a 
way,  your  social  tact  is  tested  every  time  you  wait  on  a 
visitor.  Show  goods  graciously  and  give  a  sample  as 
courteously  as  you'd  write  a  check  for  a  big  sale. 

"Be  well  bred.  Politeness  is  an  outward  manifesta- 
tion of  blue  blood;  patience  is  proof  of  mental  poise. 
We  had  much  rather  have  you  create  a  fine  impression 
and  miss  a  sale  than  the  reverse. 

"Be  conscientious.  You  can  only  serve  the  store 
when  you  serve  the  customer.  Don't  think  you  are 
here  to  do  all  you  can  for  us  and  for  yourself.  You  owe 
the  largest  obligation  to  the  people  who  buy  here.  Let 
them  see  that  they  can  trust  you  completely. 

"Nothing  arouses  our  sorrow  and  indignation  more 
than  to  discover  a  clerk  who  has  two  sets  of  personal- 
ities— one  for  rich  and  one  for  poor  customers.  The 
clerk  who  cringes  and  fawns  to  a  wealthy  patron  and 
is  arrogant  and  acid  to  a  poor  one  is  contemptible  and 
disgtisting. 

"Our  methods  are  staple  and  stable.  They  are  not 
adopted  lightly  or  carelessly.  We  place  a  cold  hand 
on  the  pulse  of  every  question  and  render  a  verdict  in 
accordance  with  strict  justice. 

"The  master  thought  is  to  do  everything  we  can  to 
deepen  and  enrich  the  customers'  allegiance  to  the 
store.  Sometimes  our  decisions  are  against  them. 
That's  because  we  firmly  refuse  to  establish  a  prece- 
dent unless  it  can  be  shared  by  all.  We  cut  off  all  spe- 
cial privileges.  This  is  a  public  institution.  We  make 
no  exceptions.  Rules  cannot  be  violated  to  meet  your 
particular  demand.  This  ruffles  you  at  times,  but  it  is 
the  biggest  and  squarest  and  finest  thing  in  this  whole 
business." 


MAKE  SALES  BY  SUGGESTION 

Suggestion  at  the  proper  time  is  an  important 
part  of  salesmanship  and  a  subject  to  which  the 
clerk  would  do  well  to  give  considerable  study. 
By  it  quite  frequently  the  customer  who  came 
to  make  onlj^  a  small  purchase  may  be  induced 
to  increase  it  considerably. 

For  instance,  to  the  customer  who  comes  in 
to  buy  a  tooth  brush,  tooth  brush  holders  and 
tooth  powder  should  be  suggested.  True,  they 
may  not  purchase,  but  frequently  they  can  be 
intprosted  if  you  have  something  really  good, 
and  put  its  qualities  before  them  in  the  proper 
way. 

It  is  the  same  with  other  lines.  If  a  person 
comes  in  for  a  prescription  for  nose  or  throat 
trouble,  the  clerk  can  suggest  an  atomizer,  and 
in  many  eases  will  make  a  sale. 

To  the  customer  who  comes  in  to  buy  a  five 
cent  package  of  cough  drops,  some  more 
effective  cough  cure  can  be  introduced  to  them. 
They  will  no  doubt  recognize  that  you  are 
trying  to  increase  sales,  but  also  will  appreciate 
your  interest  in  them. 

On  days  when  the  wind  is  particularly  bit- 
ing, toilet  preparations  can  be  suggested  and 
sold  to  many  customers. 

To  the  person  who  comes  in  on  a  cold  day, 
point  out  that  you  serve  hot  drinks  at  the 
fountain. 

There  are  many  other  instances.  Watch  out 
for  them. 
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NEWS  OF  THE  TRADE 


From  Coast  to  Coast 


Sir  Joseph  Beeeham,  of  St.  Helen's,  England,  the 
well  known  English  manufacturer  of  proprietary  medi- 
cine, has  been  touring  America  with  his  secretary,  Mr. 
Edward  Glover.  Tliey  traversed  Canada,  going  south 
to  San  Francisco,  and  returning  through  the  American 
states. 

"This  is  the  fifty-eighth  time  I  have  been  across  the 
ocean,"  said  Sir  Joseph  while  in  Toronto.     He  is  a 
man  of  medium  height  and  about  65  years  of  age. 
Quebec  and  Maritime  Provinces 

The  Ste.  Catherine  Pharmacie,  Montreal,  has  been 
dissolved. 

Joseph  Edward  Morrison,  of  Montreal,  a  well  known 
pharmacist,  passed  away  on  Sept.  2.  For  20  years  he 
has  been  professor  of  pharmacy,  chemistry  and  botany 
at  the  Montreal  College  of  Pharmacy. 

Montreal  has  put  into  effect  an  early  closing  by-law 
enacting  that  all  shops  shall  be  closed  at  seven  o'clock 
in  the  evening  on  Wednesday  and  Thursday  of  each 
week.  Drug  stores  are  not  included,  one  section  of 
the  by-law  providing  that  it  shall  not  apply  to: 

Drug  stores  as  regards  the  sale  of  drugs,  medica- 
ments, medicines,  remedies,  pharmaceutic  articles  and 
products,  chirurgical  instruments  and  apparatus  and 
accessories  tliereof ;  hygienic,  sanitary  or  toilet  articles 
or  apparatus  and  accessories  thereof  gwierallj^  sold  in 
drug  stores,  non-alcoholic  li((uors,  soda  water,  candy 
and  generally  all  articles  the  sale  of  which  is  allowed 
by  paragraphs  (a),  (b)  and  (d),  of  this  section." 

At  the  meeting  of  the  Montreal  College  of  Pharmacy, 
called  for  the  purpose  of  electing  a  successor  to  the 
late  Prof.  J.  E.  Morrison,  the  unanimous  choice  of  the 
executive  board  was  Alex.  B.  J.  Moore,  J.P.  He  takes 
over  the  duties  of  dean  of  the  college  and  Professor 
of  Materia  Medica,  Pharmacy  and  Botany.  For  sev- 
eral years  he  was  chief  chendst  for  Messrs.  Evans  & 
Sons,  'Ltd.,,  and  v/hen  the  latter  was  merged  into  the 
National  Drug  &  Chemical  Co.,  of  Canada,  he  became 
their  chief  pharmaceutical  and  analytical  chemist. 

Ontario 

D.  B.' Nichols,  of  Stratford,  Ont.,  suffered  loss  by  fire. 

Thos.  Stevenson,  Orangeville,  Ont.,  passed  away  a 
few  weeks  ago. 

Quinn  Giles,  Ltd.,  Ottawa,  have  obtained  charter, 
and  succeeded  G.  A.  Quinn. 

L.  H.  Yeomans  &  Co.,  Mount  Forest,  Ont.,  has  been 
succeeded  by  H.  E.  Yeomans. 

Wallace  Drug  Store,  Limited,  Napanee,  Ont.,  has 
been  incorporated  at  i!!40,000. 

Mclnnid  &  Newell,  druggists,  of  Porcupine,  have 
dissolved.  McTnnis  continuing.  - 

Roy  Devlin,  of  Cobalt. />nt.,  spent  a  few  day.s..  in 
New  York  in  the  early  part  of  October. 

In  a  big  fire  at  Bobcaygeon,  Ont.,  in  September,  Wol- 
lard's  drug  store  was  totally  destroyed. 

Herb  Young,  of  Sudbury,  Ont.,  was  in  Toronto  on 
Oct.  11,  on  a  combined  pleasure  and  Irasiness  trip. 

The  Pugh  Specialty  Co.,  Toronto,  are  now  located 
in  their  new  and  larger  quarters  at  38  to  42  Clifford 
str66t. 

J.  W.  Walker,  of  Walker.  Abbs  &  Co.,  St.  Cathar- 
ines, Ont.,  returned  on  Oct.  3  from  an  extended  trip 
through  the  United  States. 

Abbot -Sba^v,  of  Potter  Si  Shaw,  St.  Catharines^  .Qufc^ 


was  married  recently,  taking  a  boat  trip  to  Quebec  and 
up  the  Saginaw  Ris'er  on  his  honeymoon. 

Menzies  &  Company,  Ltd.,  Toronto,  have  moved  into 
new  <iuarters  at  25  to  27  Richmond  street,  west.  They 
were  formerly  located  at  152  Pearl  street. 

Joe  Gardiner,  of  Cecil  Rorabeck's.  North  Bay,  Out., 
was  on  a  holiday  during  the  the  first  two  weeks  of 
October.  He  took  in  the  world's  basieball  series  at 
New  York  and  Philadelphia. 

The  Makeman  Chemical  Company,  Limited,  Windsor, 
Ont.,  have  been  incorporated  to  deal  in  drugs,  medicine, 
proprietary  and  otherwise,  chemicals  and  druggists' 
supplies.    The  capital  stock  of  the  company  is  $40,000. 

On  the  invitation  of  the  Dean,  Frank  Cockrane,  of 
Victoria,  B.C.,  the  new  vice-president  of  the  Canadian 
Pharmaceutical  Association,  attended  the  Ontario 
College  of  Pharmacy  the  day  after  the  opening, 
and  gave  a  short  address  to  the  class. 

J.  W.  Struthnrs,  a  well  known  Toronto  druggist,  died 
on  Sept.  17,  as  a  residt  of  a  blow  in  the  abdomen,  re- 


ceived while  playing  with  a  small  boy,  a  former  em- 
ployee, who  had  dropped  into  his  store  at  the  corner 
of  Arthur  street  and  Euclid  avenue.  The  deceased 
also  owned  a  drug  store  on  Bloor  street. 

Western  Canada 

A.  H.' Roberts,  of  Govan,  Sask.,  has  sold  out. 

The  Gavin  Pharmacv  has  started  business  at  Morse, 
Sask. 

F.  C.  B.  Wilson,  Maple  Creek,  Sask.,  has  disposed  of 
his  drug  store  to  G.  N.  Cousins  &  Co. 

A  new  drug  store  has  been  opened  at  Biggar,  Sask., 
by  Thos.  G.  Dark. 

Wm.  Blaine  has  opened  a  drug  store  at  Redcliffe, 
Alta. 

N.  J.  Minish.  druggist,  Viscount,  Sask.,  has  sold  to 
W.  R.  Turner. 

Dr.  R.  0.  Rice  has  opened  a  drug  store  at  Crandall,' 
Man. 


WHAT'S  GOING  ON— NEWS  ITEMS  OF  INTEREST 

H.  L.  Francis  is  opening  a  drag  store  in  Edmonton, 
Alta. 

Robt.  Stewart,  of  Hamilton,  has  opened  a  new  store 
at  Merritton,  Ont. 

The  new  council  of  the  Ontario  College  of  Pharmacy 
will  meet  on  Nov.  17,  to  deal  with  general  business. 

Dr.  John  R,  Eraser,  Lakefield,  Ont.;  Dr.  Frank  P. 
Quinn,  Ot+awa,  and  Dr.  H.  J.  Ferguson  have  registered 
as  druggists. 

Mr.   and   Mrs.   W.   A.  Col  man.   New  Haven,    Conn., 

visited  the  0,  C,  P,  recently.   Mr.  Coleman  wa§  a  room- 
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mate  of  Prof.  Geo.  A.  Evaus,  now  of  the  staff  of  the 
0.  C.  P.,  when  thev  both  were  in  attendance  at  the 
chiss  of  98-99. 

J.  P.  Leslie  and  J.  H.  Jury,  have  entered  in  partner- 
ship under  the  style  of  Leslie  &  Jury,  and  opened  a 
store  at  Owen  Sound,  Out. 

J.  C.  Morrison,  of  Parke,  Davis  &  Co.,  Detroit,  paid 
his  annual  holiday  visit  to  Toronto  this  month,  and  as 
usual  visited  his  Alma  Mater. 

Gordon  Coulter,  of  1899  class  of  O.C.P.,  who  has 
been  in  California  since  graduation,  has  returned  to 
Toronto,  and  opened  a  store  at  676  Pape  avenue. 

J.  W.  Decker,  Oxbow,  Sask.,  a  student  at  O.  C.  P. 
in  1911,  and  who  was  called  home  on  account  of  the 
death  of  his  father,  is  in  attendance  at  1;M4  session. 

Among  the  visitors  to  the  Ontario  College  of  Phar- 
macy during  the  past  month  were  the  following:— 
Mr.  and  Mrs.  Ulysses  R.  Bailey,  Detroit;  C.  F.  Acker- 
man,  Cleveland,  v)hio ;  Geo.  A.  Rogers,  Winnipeg ;  Mr. 
and  Mrs.  Jas.  Patterson,  Jr.,  Wiarton,  Out. ;  Mrs.  A.  G. 
Sehooley.  Keewatin ;  W.  M.  Braund,  Ilutsville,  Out., 
and  E.  A.  Richards,  Aylmer,  Ont. 

Alex.  Stewart,  Guelph,  Ont.,  president  of  0.  C.  P., 
is  achieving  much  distinction  as  a  horse  judge.  He 
was  a  judge  a1  the  Arthur  Fall  Fair  this  year.  "A 
famous  horse  judge"  was  the  heading  used  by  a  Guelph 
paper  on  a  photograph  of  him,  taken  while  acting  in 
capacity  of  judge.  He  also  shows  his  own  favorite 
riding  horse  at  a  number  of  shows. 

Through  the  efforts  of  Assistant  Inspector  Boyd,  an 
unqualified  clerk  in  a  drug  store,  on  Queen  street, 
Toronto,  was  fined  for  selling  carbolic  acid,  while  a 
druggist  in  Cobourg,  Ont.,  was  fined  for  selling  carbolic 
acid  without  registering  it.  Two  dealers  in  London, 
and  one  in  Cobourg.  have  recently  been  fined  for  keep- 
ing open  shop  without  proper  license. 

Inspector  Grant  has  been  quite  busy  in  various  parts 
of  Ontario  during  the  past  few  weeks.  Alfred  Leacock 
and  W.  G.  Richards,  general  merchants  of  Frankville, 
Leeds  County,  were  each  fined  $20  and  costs  for  selling 
carbolic  acid  without  properly  registering  it.  Dealers 
other  than  druggists  are  allowed  to  sell  a  5  per  cent, 
solution  of  carbolic  acid,  but  they  must  register  the 
names  of  purchasers. 


HENRY  K.  WAMPOLE  &  CO.  EXTEND 

Owing  *o  the  growth  of  their  business  and  pressing 
need  for  more  room,  Henry  K.  Wampole  &  Company, 
Limited,  of  Perth,  Ont.,  are  erecting  a  large  two-storey 
warehouse  and  manufacturing  building  on  the  eastern 
portion  of  their  property. 

They  have  also  purchased  the  property  west  of  their 
present  laboratory,  with  110  feet  frontage  and  depth 
of  210  feet,  on  which  they  expect  in  due  time  to  erect 
additional  factory  buildings  to  accommodate  the  in- 
creasing business,  both  in  the  Wampole  pharmaceutical 
line  and  in  the  Jergens'  soap  and  toilet  preparations, 
which  are  having  a  very  gratifying  increasing  sale. 

Wampole  &  Company's  laboratory  and  location,  with 
railroad  .sidings,  proximity  to  railroad  depot,  ample 
ground,  pure  water,  etc.,  are  ideal  for  manufacturing 
purposes  with  lowest  overhead  expense. 


WHAT  DO  DRUGGISTS  SAY  ABOUT  THIS? 

A  vigorous  attack  upon  the  sale  of  noxious  drugs 
was  made  by  Dr.  W.  A.  Young  at  the  convention  of 
the  Canadian  Hospital  Association  in  Toronto.  He 
claimed  that  the  sale  of  these  drugs  was  increasing 
rapidly,  because  there  were  no  restrictions. 

At  another  session,  a  communication  wfts  read  fj-pm 


the  School  of  Pharmacy,  reminding  the  association  that 
according  to  the  Pharmacy  Act,  drugs  mvist  be  dis- 
pensed by  a  qualified  pharmacist  or  medical  practi- 
tioner. 

"The  Act  was  railroaded  through  the  Legislature," 
said  Dr.  W.  J.  Dobbie,  secretary  of  the  association. 
Dr.  E.  H.  Young,  Superintendent  of  Rockwood  Hos- 
pital, said  he  knew  of  one  case  where  75  to  80  per 
cent,  of  the  dispensing  was  done  by  the  porter. 

It  was  decided  to  leave  the  matter  in  the  hands  of 
the  executive  and  take  no  action  as  long  as  no  prose- 
cutions were  made  under  the  Act. 


The  Ontario  College  of  Pharmacy 

What  the  1913-14  Class  is  Doing 

CTiloroform,  Bromoform,  So3. 
Burdock,  Mandrake,  0.  C.  P. 
Morphine,  Atrophine,  Penny  Royal  Tea. 
Mortars,  Pestles,  Pharmacy. 
P— H-.A— R— M— A— C— Y. 

I'his  is  the  yell  that  is  affording  development  to  the 
lungs  of  Ontario  College  of  Pharmacy  students  this 
year.  It  is  their  class  yell — the  one  they  use  to  make 
known  their  presence  on  a  variety  of  occasions — the 


one  that  spurs  the  members  of  the  football  team  on 
to  greater  deeds.  Their  rooters'  club  are  becoming 
especially  efficient  in  its  use. 

Footbal  Club  Organized 

An  association  football  club  has  been  formed  by 
the  students,  and  entered  in  the  Intercollegiate  league. 
W.  Henderson  is  the  manager,  and  W.  G.  Armstrong, 
captain. 

The  officers  of  the  Y.M.C.A.  in  connection  with  the 
college  are  as  follows : — 

Hon.  President. — Prof.  J.  T.  Potheringham. 

President. — Wm.  Glover. 

Vice-President. — Fred  Vaudrick. 

Secretary. — W.  Linton. 

Councillor. — J.  W.  Garneau. 

The  officers W  the  class  of  1913-14  are: — 

President. — E.  J.  Meyers. 

Vice-President. — F.  Kyle. 

Committee.— R.  0.  Hurst,  Geo.  R.  Ross,  W.  L.  Wood, 
E.  Shillets  and  J.  S.  Luckhorn. 

A  much  appreciated  addition  at  the  college  is  the 
installation  this  year  of  100  lockers  for  the  students. 
They  are  large  and  especiallj'  well  constructed  ones, 
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FORMULARY 

Special  'Preparations  for  the  T)ruggists 


Vug.  Zinc  Antiseptic 
R 

Acid  Boracic  5  per  cent. 

Zinc   Oxide    12  per  cent. 

Eucalyptol 1  per  cent. 

Petrolatum  q.s 100  per  cent. 

Astringent.  Antiseptic,  and  mildly  stimulant. 

Ung.  Resorcini  Gomp. 
R 

Resoreinol 6  parts 

Zinc  Oxide   6  parts 

Bismuth   Subnit 6  parts 

Oil  Cade    12  parts 

Paraffin 10  parts 

Petrolatum 25  parts 

Hydrous  Wool  Fat  35  parts 

Triturate  the  Resorcin,  Zinc  Oxide  and  Bismuth  Sub- 
nitrate  with  a  small  (|uantity  of  Hydrous  Wool  Fat 
until  a  perfectly  smooth  mixture  is  obtained.  Incor- 
porate this  with  the  remainder  of  the  Wool  Pat,  add 
the  Paraffin  and  Petrolatum  previously  melted  together 
and  lastly  the  Oil  of  Cade.  Mix  intimately  and  pre- 
serve the  ointment  in  containers  protected  from  the 
light. 

"The  White  Cough  Mixture" 
R 

Wine  Ipecac   , 4  drams 

Syr.    Squills 1  ounce 

Tinct.  Camphor  Comp 1  ounce 

Mixture  Ammoniac,  add  to 6  ounces 

Adult  dose — One  dessertspoonful  3  or  4  times  a  day. 

Disguising  the  Taste  of  Castor  Oil 

Put  the  juice  of  one  medium-sized  lemon  in  a  glass, 
add  the  Castor  Oil,  then  add  half  a  teaspoonful  of  Soda 


Bicarbonate  and  open  well  the  mouth  and  swallow. 
By  this  method  the  oil  will  neither  be  tasted  nor  will  it 
come  back. 

Liquid  Face  Lotion 

Sulphate  Magnesia 8  ounces 

Cologne   Spirit    2  ounces 

Rose  Water 2  ounces 

Tinct.  Benzoin 3  drops 

Distilled  Water  add  to 1  pint 

Dissolve  Sulphate  Magnesia  in  the  distilled  water, 
filter,  add  Tinct.  Benzoin  to  the  Cologne  Spirit  and  mix 
all  together.  Pour  a  little  into  the  hand  and  rub  well 
into  the  face.    Better  than  talcum  powder. 


HAVE  A  CHILDREN'S  DAY. 

A  plan  that  has  been  tried  with  success  by  a  great 
number  of  stores,  and  in  many  cases  has  been  made  an 
annual  or  semi-annual  event,  is  to  have  a  children's 
sale  day.  It  is  recommended  because  of  the  splendid 
advertising  it  does,  and  also  because  it  serves  to  make 
many  friends  for  a  store. 

The  best  way  for  a  merchant  to  conduct  a  children's 
day  is  to  advertise  it  well  several  days  ahead.  Say  in 
your  advertising  that  that  day  is  to  be  devoted  to'  the 
children.  It  will  pay  to  promise  that  to  every  child 
entering  your  store  on  that  day  accompanied  by  one 
of  the  parents  a  present  will  be  given  whether  a  pur- 
chase is  made  or  not. 

This  plan,  of  course,  can  be  varied,  and  for  presents, 
we  would  suggest  such  things  as,  perhaps,  a  doll  bon- 
net for  every  girl  bringing  her  doll,  toy  balloons,  or  a 
purse  which  might  cost  you  in  the  neighborhood  of 
18  cents  a  dozen,  and  in  which  you  could  place  a 
copper. 

For  that  day  you  can  offer  bargains  in  children's 
tools,  toys  and  all  sorts  of  little  novelties.  Use  your 
windows  in  a  big  way  in  making  your  announcements. 
Get  a  good  window  display  ready  several  days  ahead 
of  the  time.  Go  into  it  with  lots  of  enthusiasm,  and 
make  it  a  point  on  the  part  of  yourself  and  your  clerks 
to  have  the  atmosphere  of  your  store  just  as  cheerful 
and  sunny  as  possible. 


LARGE  HAMILTON  DRUG 
STORE. 

Parke  &  Parke,  Druggists, 
of  Hamilton,  Ont.,  a  cut  of 
whose  building  is  shown  here, 
are  very  favorably  known 
throughout  the  Dominion. 
They  have  one  of  the  largest 
and  best  stocked  drug  stores 
in  Canada,  and  are  enterprising 
in  the  highest  degree.  They 
have  an  excellent  location  at 
the  corner  of  Market  and 
McNab  Streets,  immediately 
opposite  the  city  market,  and 
are  thus  in  a  position  to  secure 
a  good  share  of  the  trade  of 
farmers  who  bring  their  goods 
to  market,  while  their  aggres- 
siveness attracts  a  good  city 
trade. 
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The  Soda  Fountain 


Practical  suggestions  on  how  to 
maf^e  more  money  out  of  ice 
cream,  hot  and  cold  drinf^s,  sand- 
wiches, etc. 


THE  FOUNTAIN  DURING  FALL  AND  WINTER 

AS  soon  as  the  birds  begin  to  fly  southward  a  good 
many  dealers  begin  to  give  less  attention  to 
their  soda  fotmtain  department.  This  is  espe- 
cially Trne  in  the  smaller  towns,  but  in  the  cities  also 
there  are  many  offenders. 

This  should  not  be.  The  dealer  has  quite  a  sum  in- 
vested in  his  soda  fountain  equipment,  and  to  not  make 
that  investment  bring  him  in  as  great  a  return  as  pos- 
sible is  surely  showing  a  lack  of  ambition. 

The  opportunity  for  sales  at  the  soda  fountain  during 
the  fall  and  winter  are  indeed  appreciable.  Indeed, 
many  of  the  dealers  in  the  large  cities  find  nearly  as 
much  business  during  the  winter  as  the  summer.  Why 
should  this  not  be  general?  There  is  absolutely  no 
reason  why  it  should  not,  and  it  behooves  the  dealer 
not  to  let  his  ambition  and  effort  fall  with  the  tem- 
perature. Outside  of  the  immediate  profits  from  the 
fountain  itself,  it  attracts  people  to  the  store,  and  is 
acordingly  valuable  in  the  fact  that  it  affords  an  oppor- 
tunity to  sell  other  goods. 

Selling  of  Hot  Beverages 

During  the  cool  weather  the  sale  of  hot  drinks  nlso 
opens  up  another  avenue  of  opportunity  for  the  dealer. 
One  man  on  Yonge  Street,  Toronto,  says  that  a  certain 
class  of  people  eat  ice  cream,  soda  and  associated  lines 
during  the  entire  winter.  At  the  same  time  he  eaters 
to  the  exactly  opposite  class — those  who  want  warm 
beverages. 

Those  dealers  who  have  not  gone  in  for  hot  drinks 
during  the  fall  and  winter  will  find  great  possibilities 

in  this  line. 

•  •     • 

ADVICE  FOR  THE  SODA  FOUNTAIN  MAN 

Do  not  dig  down  in  the  centre  of  a  pack  of  ice  cream 
— cut  around  the  edge. 

Keep  the  fountain,  slabs,  counter,  irains,  sinks,  etc., 
bright  and  clean. 

Serve  your  drinks  in  such  a  manner  that  they  will 
please  the  eye. 

Keep  your  glasses,  spoons,  sundae  cups  and  every- 
thing else  that  the  customer  uses  spotless. 

Always  wipe  your  counter  when  you  remove  an 
empty  glass. 

Do  your  best  to  please  every  customer — there  are 
some  you  can 't,  but  try. 

Be  polite  to  everyone.  A  courteous  "good  morning" 
or  a  cheery  "call  again"  is  never  amiss. 

*  *     • 

SODA  FOUNTAIN  WANT  BOOK 

Every  soda  fountain  that  is  large  enough  to  have 
a  soda  dispenser  should  have  a  want  book.  Whenever 
the  dispenser  finds  he  is  out  of  anything,  or  even  get- 
ting low,  he  wants  to  make  a  memo  of  it  at  once,  and 
the  quantity  required.  This  will  save  'ots  of  time  when 
ordering  instead  of  looking  things  all  over  when  the 
supply  salesman  calls  or  it  is  time  to  'phone  for  the 
daily  or  weekly  requirements.  It  will  also  prevent 
ordering  stock  of  which  there  is  plenty  on  hand,  and 
thus  duplicating.  When  the  bills  come  in  they  should 
be  checked  up  with  the  want  book  to  see  if  the  right 
quantities  have  been  sent  and  that  nothing  has  been 


omitted  that  needs  re-ordering.  Also,  the  prices  and 
totals  up  each  day,  also  each  week  and  month.  In  fact, 
all  purchases  for  the  fountain,  no  m.p.tter  of  what 
nature,  should  be  entered  therein,  so  you  can  tell  at  a 
glance  .iust  what  any  day,  week  or  "month  has  cost. 
This  will  prove  a  check  and  a  great  hejp  in  running  any 
soda  fountain,  especially  if  supplemented  by  entries 
of  the  daily  sales  and  also  items  of  weather  conditions 
on  that  day.  This  last  will  prove  very  interesting  when 
looking  back  years  to  compare  weekly  sales  of  any 
week  or  months  this  year  with  the  same  period  of  last 
year.  You  can  also  compare  expenses  and  weather  con- 
ditions that  so  much  affect  soda  water  sales. 
*  •  • 
GOOD  PROFITS  IN  HOT  SODA  BUSINESS 

IT  is  surprising  that  more  druggists  do  not  go  in  for 
the  hot  soda  business  during  the  cold  weather. 
There  are  many  already  who  have  taken  up  the  line 
and  are  finding  it  extremely  profitable,  and  there  is 
no  reason  why  more  should  not  do  the  same  thing. 
There  is  a  big  incentive  in  the  fact  that  the  equipment 
does  not  mean  a  large  investment,  and  in  addition 
there  is  a  good  profit  from  the  line.  Besides,  hot  soda 
will  help  sell  more  cold  soda  and  keeps  alive  the 
department  throughout  the  winter  months,  even  in 
zero  weather. 

Profits  That  Can  be  Made 

"It  is  a  more  profitable  line  even  that  cold  soda," 
said  a  man  in  close  touch  with  the  profits  in  the  soda 
business  to  The  Retail  Druggist,  "and  more  druggists 
would  do  well  to  go  in  for  the  line.  An  idea  of  thte 
profits  can  be  gleaned  from  the  fact  that  quite  a 
variety  of  drinks  selling  at  10  cents  cost  on  an  average 
about  three  cents.  This  is  a  bigger  margin  than 
secured  on  cold  soda  drinks." 

"Take,  for  instance,  a  chicken  costing,  sav  85  cents. 
Prom  this  30  to  40  glasses  of  chicken  bouillon  can  be 
made,  retailing  at  10  cents  per  cup.  Even  if  only 
30  Were  secured,  it  would "  mean  $3.00,  leaving  a 
big  profit  even  after  allowance  is  made  for  the  wafers, 
etc.,  served  with  the  drinks. 

^^  "Then  take  the  case  of  hot  coffee,"  he  continued. 
"Coffee  essence  costs  around  40  cents  a  pint,  and  from 
this  about  20  cups  can  be  made.  This  puts  the  cost  at 
two  cents  per  cup.  Wafv-^rs  served  with  it  cost  from 
15  to  30  cents  per  pound,  with  about  40  to  the  pound. 
With  the  required  sugar  and  cream,  the  cost  totals 
up  to  about  three  cents  per  cup.  This  sells  at  10 
cents." 

"Other  drinks  will  figure  out  pretty  well  the  same, 
thus  allowing  the  dealer  an  appreciable  profit.  The 
big  sellers  in  hot  preparations  are  hot  chocolate,  tomato, 
chicken  bouillon  and  beef  tea,  and,  of  course,  coffee  is 
a  staple." 

Cost  of  Equipment  is  not  Large 

As  has  been  previously  stated,  the  cost  of  equipment 
for  the  hot  soda  business  is  not  large.  In  fact,  from 
$30  upwards  will  install  a  hot  soda  attachment  for 
the  fountain.  This  includes  an  urn  for  heating  water 
with  heating  .ittachment  of  gas,  gasoline  or  electricity 
as  well  as  spoons,  mugs,  etc. 

A  very  popular  contrivance  that  is  now  on  the  market 
is  a  bouillon  steam  table  that  i?  wa^e  with  four,  six 
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or  eight  insets.  The  capacity  of  each  inset  varies  from 
one-half  gallon  upward,  as  required.  They  can  be 
heated  with  gas,  gasoline,  electricity  or  steam  coil,  and 
a  very  favorable  feature  is  that  it  takes  up  very  little 
space.  This  is  something  that  will  appeal  to  the  dealer 
who  finds  it  necessary  to  economize  on  space. 

A  Four  Inset  Bouillon  Table 

Take,  for  instance,  a  bouillon  steam  table  with  four 
insets.  It  re<|uires  a  table  space  of  only  IG^/o  by  18 
inches.  This  will  serve  for  four  lines,  for  instance, 
coffee,  hot  chocolate,  chicken  and  tomato  soup.  There 
is  also  a  water  tap  so  that  the  contents  can  be  Uised; 
for  making  special  drinks  not  contained  iti  the  insets. 
An  equipment  like  this  with  heating  apparatus,  ladles 
and  other  necessary  attachment  for  the  dispensing 
of  the  drinks,  would  not  exceed  the  sum  of  $60. 

Considering  the  comparatively  small  cost  of  equip- 
ment, and  the  appreciable  profits  that  are  possible, 
every  druggist  would  do  well  to  consider  the  question 
of  adding  a  hot  soda  department  to  his  fountain. 

Let  it  Pay  the  Rent  for  You 
A  proposition  that  will  pay  your  rent  is  not  to  be 
sneezed  at,  and  this  is  what  this  department  is  doing 
for  other  druggists.  Rent  is  what  eats  a  big  hole  in 
your  annual  profits.  Suppose  you  had  your  rent  free, 
wouldn't  it  be  a  big  thing?  Well,  hot  soda  ought  to 
do  it  for  you.  In  addition,  hot  soda  is  a  great  stimulus 
to  the  sale  of  cold  soda.  It  works  nicely  in  conjunction 
with  the  cold  apparatus,  and  prevents  that  part  of 
the  store  from  becoming  dead  during  the  winter 
months.  The  great  object  is  to  keep  the  cold  soda 
department  going  all  the  year  round  if  possible,  and 
hot  soda  affords  more  help  along  this  line  than  anything 
you  could  install. 

•     •     •     • 

T.  EATON  CO.  INSTALL  MAGNIFICENT  NEW 
FOUNTAIN 

The  T.  Eaton  Co.,  Toronto,  find  the  soda  fountain  a 
profitable  department.  So  much  so  thit  they  have  re- 
cently installed  on  the  main  floor  of  their  store  a  mag- 
nificent new  soda  fountain  costing  an  immense  sum  of 
money.  In  connection  with  it  is  an  ap-to-date  ice 
cream  parlor. 

Features  of  the  Fountain 

The  fountain  is  constructed  throughout  of  onyx, 
marble  and  German  silver — not  a  paHicle  of  wood  is 
used  in  its  construction.  The  crushed  fruits  as  well  as 
the  syrups  are  all  under  cover,  in  rows  of  interchange- 
able jars.  The  aim  has  been  to  make  it  as  sanitary  as 
possible.  The  individual  serving  gla.sses  are  cleansed 
by  three  distinct  operations — hot  water  washed,  auto- 
matically brushed,  sterilized  cold  water  washed.  The 
ice  cream  scoops  also  are  kept  in  running  water. 

In  the  centre  of  the  fountain  area  is  a  refrigerator 
containing  soft  drinks,  bottled  milk,  etc.  Accommoda- 
tion is  provided  at  the  new  fountain  for  eighteen  dis- 
pensers, each  having  his  own  complete  dispensary  of 
syrups,  fruit  jars,  soda  faucets,  sink,  etc.  One  hundred 
and  thirty  persons  can  be  accommodated  around  the 
ninety  feet  of  counter  frontage  and  seated  at  the  tables. 

A  Word  to  the  Wise  Druggist 
If  a  department  store  such  as  the  T.  Eaton  Co.  is 
finding  it  profitable  to  give  increased  attention  to  the 
soda  fountain  business,  it  will  certainly  pay  the  drug- 
gist to  do  so.  It  will  also  be  noted  that  they  have 
opened  this  big  new  department  in  the  fall,  just  when 
some  dealers  feel  as  if  they  should  neglect  this  depart- 
ment. They  certainly  should  not,  for  there  is  an  appre- 
ciable business  to  be  secured    ill    many    cases    right 


through  the  winter  season.  At  least  ihis  should  be  at- 
tempted, because  having  his  money  tied  up  in  a  foun- 
tain, he  should  try  to  make  the  investment  bring  in  re- 
turns during  the  entire  year. 

*  *     • 

HINTS  ON  HOW  TO  MAKE  HOT  SODA  PAY 

Buy  an  apparatus  that  can  handle  the  business  if 
business  eomes  your  way.  Buy  good  stock.  If  you  are 
feeling  your  waj-,  buj^  in  small  packages  at  first,  so 
that  there  will  be  no  danger  of  spoiled  goods.  Buy  neat 
cups,  mugs,  and  accessories.  Keep  the  cold  apparatus 
going,  either  nai-tiall.y  or  in  full  blast,  according  to 
your  location.  Hot  soda  will  help  you  sell  more  cold 
soda,  and  vice  versa.  Give  hot  soda  a  little  care  in  mix- 
ing; sloppy  cold  soda  will  sell  where  sloppy  hot  .soda 
will  not.     Read  up  on  the  subject. 

Don't  go  into  the  business  expecting  to  give  it 
a  month's  trial  and  then  throw  it  out.  Give  it  at  least 
a  season's  trial.  Keep  tab  on  your  sales;  if  your  busi- 
ness is  growing  steadily,  you  are  on  the  right  track. 
Let  people  know  you  are  running  hot  soda.  If  it  has 
never  been  tried  in  your  neighborhood  before,  play  up 
on  the  advertising  strong.  Keep  the  counter  clean 
and  inviting.  Have  crackers,  wafers,  and  napkins  on 
hand.  Taste  your  own  soda  from  time  to  time.  Re- 
member that  business  of  tbis  kind  is  business  that  you 
were  not  getting  before.  Remember  that  a  successful 
new  department  not  onh^  makes  money  itself,  but 
increases  your  general  business  and  stamps  jj^ou  as 
a  live  man. 

•  •     • 

REASONS  FOR  HOT  SODA  DEPARTMENT 

It  adds  nothing  to  cost  for  rent,  light,  heat  and  space. 

You  use  the  same  space  and  ])ractieally  the  same 
equipment. 

Investment  in  eciuipment  and  stock  is  not  large. 

Profits  are  appreciable — better  than  on  cold  soda. 

By  serving  hot  soda  j'ou  open  up  the  possibilities  of 
a  wi))ter  lunch  at  the  fountain,  and  these  two  will  help 
to  keep  your  winter  sales  up  nearly  even  with  summer 
sales. 

Serving  hot  soda  will  keep  alive  your  demand  for 
cold  soda  and  ice  cream  during  the  winter  months. 


ICE  CREAM  SHIPPED  BY  MAIL 

It  may  seem  like  fiction,  but  a  Boston  paper  tells  of 
an  ice  cream  man  who  is  shipping  ice  cream  by  mail. 
He  has  devised  a  special  package  for  the  purpose.  It 
is  a  box  made  of  cork  slab  protected  on  the  outside  and 
holds  a  quart  of  ice  cream.  The  box  weighs  four 
pounds  and  the  can  of  cream  two  pounds,  making  six 
pounds  in  all — five  pounds  less  than  ',he  limit  allowed 
in  the  parcel  post.  The  manufacturer  expects  to  de- 
liver ice  cream  to  other  patrons  by  the  same  method  of 
preservation  thus  doing  away  with  the  large  buckets 
or  tubs  packed  with  ice.  This  invention  was  thought 
out  by  the  manufacturer  long  before  the  parcel  post 
service  went  into  effect,  and  it  was  designed  to  deliver 
cream  anywhere  without  the  inconvenience  of  packed 
ice.  The  ice  cream  will  keep  perfectly  for  five  hours  in 
this  package. 


Thank  God  every  morning  when  you  get  up  that  you 
have  something  to  do  which  must  he  done,  whether 
you  like  it  or  not.  Being  forced  to  work  and  forced 
to  do  your  best,  will  breed  in  you  temperance,  self- 
control,  diligence,  strength  of  will,  content,  and  a  hun- 
dred other  virtues  which  the  idle  never  know. — 
Charles  Kingsley. 
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Is  the  latest  word 
in  Retail  business 


QUICK  TURNOVER 

The  annual  stock  takings  shows  up  the  mistakes  in  buying.  The  shelves  are  laden  with  unadvertlsed 
goods  which  were  bought  because  profits  appeared  to  be  greater.  It  is  now  apparent  that  the  same 
capital  invested  in  well  advertised  goods  would  be  turned  over  several  times  during  the  year  and  the 
annual  profit  thereby  increased  many  fold.     This  point  is  well  worth  figuring  out. 

Dr.  Chase's  Almanac 

Goes  to  every  home  in  Canada 

For  many  years  Dr.  Chase's  Almanac  has  gone  annually  into  practically  every  home  in  Canada.  You 
can  scarcely  pick  up  a  newspaper  without  seeing  an  advertisement  for  Dr.  Chase's  Medicines.  The 
result  is  an  active  and  steady  demand  for  these  well  known  medicines. 

The  1914  edition  of  Dr.  Chase's  Almanac  is  now  being  mailed.  Extensive  newspaper  campaigns  are 
planned  for  the  Fall  and  Winter.  The  sales  of  Dr.  Chase's  Medicines  will  be  larger  than  ever.  Get 
ready  to  make  quick  turnovers  on  your  capital  by  ordering  a  full  stock  of 

DR.  CHASE'S  MEDICINES 


Special  Offer 


Place   Date 

Edmanson,  Bates  &  Co.,  Limited,  Toronto,  Ont. 

Please  ship  the  following  goods  through . 

of 


By  using  our  attractive  Window  Display  (illustrated  in  the  drug  journals  in  Feb.,  1912)  you  will  be  able 

to  bring  to  your  store  much  of  the  trade  resulting  from  the  mailing  and  distributing  of  Dr.   Chase's 

Almanac.   As  an  inducement  we  will 

pay  you    for    your    window    space 

as    follows:       With     an     assorted 

order  amounting   to  $50.00   to    be 

shipped    through    your    jobber,   we 

will  allow  you  10%  in  free  goods  for 

the    window  display.       Or  with  an 

order   for  one    gross    Dr.     Chase's 

Syrup    of  Linseed  and  Turpentine, 

we  will  allow  one  dozen  free  for  use 

of  your  window. 

To  get  full  advantage  of  this 
great  fall  advertising  campaign  you 
should  order  at  once.  The  order 
blank  is  printed  foryour  convenience. 

Kindly  mail  your  order  direct  to 
us  and  we  shall  forward  free  goods, 
window  display  and  Dr.  Chase's 
Recipes,  with  your  name  on  the 
covers  along  with  the  medicines  '  Name., 
through  your  jobber.  | 


Per  doz. 

.Doz.  Dr.  A.  W.  Chase's  Kidney-Liver  Pills .$2.00 

.   "         "         "        SyrupofL.  &T 2.00 

.    "         "         "         Ointment .....4.80 

.    "         "         "         Nerve  Food 4.00 

.   "         "         "        Catarrh  Povfder.  ,.•.••••    •  2.00 

"         Liver  Cure 4.00 

Backache  Plaster.. .....2.00 

.   "         "         "         Syrup  of  L.   &  T.  family  size 4.80 

Along  with  free  goods  offered  for  Window  Display 


Edmanson,  Bates  &  Co.,  Limited,  ::  Toronto 
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HINTS  TO  BUYERS 

Items  from  Manufacturers,  Jobbers, 
and  Agenls 


BUSINESS  OR  PROFESSION? 

"Is  the  druggist  a  business  or  professional  man?" 
has  been  a  frequent  topic  for  debate.  So  far  as  ob- 
servation goes  one  can  usually  judge  by  the  appearance 
of  a  drug  store  which  view  the  owner  takes.  When  you 
find  the  advertised  goods  carefully  hid  away  and  the 
shelves  filled  with  carefully  labelled  bottles  of  drugs 
yon  may  consider  that  you  are  in  a  store  conducted  on 
professional  lines. 

The  great  majority  of  druggists,  however,  have  set>n 
the  light  of  larger  business  and  bigger  profits  and  have 
decided  to  get  their  share  of  business  which  is  being 
created  by  extensive  advertising.  There  is  no  longer 
any  question  that  advertising  is  the  greatest  means  of 
getting  goods  into  the  hands  of  the  consumei',  and 
anyone  who  is  blocking  this  natural  channel  of  selling 
is  doing  so  at  his  own  cost. 

The  proof  is  brought  home  with  double  force  at  stock- 
taking time.  Then  you  find  staring  you  in  the  face 
whole  shelves  filled  with  unadvertised  goods  which 
were  a  temptation  because  bought  at  a  lower  price. 
Without  waiting  to  reason  it  out  you  have  thought  that 
one  box  of  pills  is  as  good  as  another,  and  that,  with 
a  little  extra  persuasion  on  your  part,  can  be  sold  as 
well.  You  cannot  see  the  good  will  and  easy  selling 
qualities  that  are  behind  a  well  advertised  article,  but 
it  is  there  .just  the  same,  as  stock-taking  time  so  thor- 
oughly proves. 

It  is  the  quick  turnover  that  makes  advertised  goods 
profitable.  This  is  well  illustrated  in  a  line  of  pro- 
prietary medicines  such  as  Dr.  Chase's  for  example. 
Nearly  everybody  knows  about  them  and  is  constantly 
reminded  of  them  because  he  can  scarcely  pick  up  his 
daily  paper  without  seeing  them  advertised. 

The  druggist  who  displays  such  goods  prominently 
in  his  store  is  cashing  in  on  this  advertising.  It  only 
requires  a  little  study  of  the  sub.iect  to  realize  this,  and 
druggists  who  have  come  to  look  at  their  calling  as  a 
business  are  making  hay  while  the  sun  shines. 

•  •     • 

RIGO  NURSING  BOTTLE 
"Rigo  Nursing"  bottle  is  a  special  feature  with  the 
Richards  Glass  Co.  Jt  has  been  a  winner  from  the  time 
it  hit  the  market,  and  sales  are  increasing  daily.  Send 
in  for  full  information  to  182  Adelaide  street,  west, 
Toronto,  Canada. 

•  •    • 

NEW  MANUFACTURERS'  AGENCY 

John  Hargreaves,  formerly  manager  of  The  Drug- 
gists' Corporation,  has  opened  up  a  manufacturers' 
agency  in  Toronto.  One  of  the  lines  he  has  taken  the 
agency  for  is  Hutax  tooth  brushes  and  preparations. 
Other  lines  are  being  arranged  for. 

•  •     • 

AGENCIES  OF  CANADA  REPRESENTATIVES  LTD. 

Canada  Representatives,  Ltd.,  193  Spadina  Ave., 
Toronto,  are  Canadian  representatives  for  a  number  of 
firms,  including  the  following:  Seven  Sutherland  Sis- 
ters Corporation,  New  York  City ;  Paris  Medicine  Co., 
St.  Louis.  Mo.,  manufacturers  of  Laxative  Bromo 
Quinine;  Dr.  Miles  Medicine  Co..  Elkhart,  Tnd. ;  S.  C. 
Wells  &  Co.,  Lefroy,  N.Y.;  Hamlin's  Wizard  Oil,  Chi- 


cago, 111.:  Beggs  Mfg.  Co.,  manufacturers  of  Knox-it, 
Chicago:  Murine  Eye  Remedy  Co.,  Chicago;  Wm.  R. 
Warner,  Philadelphia;  Sloan's  Liniment  and  Graves 

Tooth  Powder. 

•  *     • 

MONEY  VALUE  IN  DRUGGIST'S  NAME 

The  Toronto  Pharmacal  Co.,  Ltd.,  Toronto,  believe 
that  there  is  money  value  to  a  druggist  in  sending  out 
goods  bearing  his  own  name,  as  it  has  a  tendency  to 
bring  repeat  orders  back  to  him  rather  than  going  to  a 
competitor.  The  extensive  variety  of  their  wrappers 
allows  a  druggist  to  select  something  that  is  distinctive 
and  which  will  bept  for  his  use  in  the  locality.  They 
will  be  glad  to  send  samples. 

*  •     « 

PUGH  SPECIALTY  CO.  IN  NEW  LOCATION 
The  Pugh  Specialty  Company,  Toronto,  have  moved 
into  larger  quarters  at  38  to  42  Clifford  St.    This  is  off 
Strachan  Ave.,  between  Queen  and  King  Streets,  as 
shown  in  the  accompanying  cut. 

The  pennant  business  has  developed  so  rapidly  and 
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Cut  showing  new  location  of 
Push  Speciality  Co.,  at  38  to 
42  Clifford  St.,  Toronto. 

to  such  large  proportions  that  this  move  was  necessary. 
They  now  have  very  much  larger  quarters,  more  light, 
and  more  modern  premises,  and  are  in  a  position  to 
handle  orders  promptly  and  thoroughly. 

*  *     * 

THE  ONTARIO  CORK  CO. 

On  page  5  will  be  found  an  advertisement  of  the 
Ontario  Cork  Co.,  which  should  not  escape  the  atten- 
tion of  the  druggist  interested  in  cork  supplies.  This 
business  is  managed  by  Arthur  Brooks,  who,  with  his 
35  years  of  experience  in  the  cork  business,  thoroughly 
understands  the  different  requirements  of  the  trade 
and  places  his  services  at  the  disposal  of  those  who 
want  prompt  and  careful  attention  and  superior 
quality  of  goods  at  all  times. 

The  company  import  their  goods  from  their  Spanish 
factory  in  San  Pelin  de  Guisols,  and  are  enabled  to 
offer  inducements  in  price  and  quality.  The  head 
office  is  at  31-33  Front  St.,  Toronto,  vdth  agencies  in 
Ottawa,  Ont.,  and  Quebec,  P.Q. 

•  •     • 

BRUSHES  AND  TOILET  ARTICLES 

As  an  instance  of  the  growing  importance  of  To- 
ronto as  a  distributing  centre  for  the  Dominion  might 
be  mentioned  the  fact  that  two  large  toilet  brush  fac- 
tories have  selected  this  city  as  their  base  of  opera- 
tions in  Canada. 

Mr.  E.  A.  Kanlel  is  in  charge  of  the  Canada  office. 
189  Church  Street  is  the  address,  and  we  know  of  no 
other  business  in  Canada  which  is  devoted  exclusively 
to  brushes  and  toilet  articles. 
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The  Retailer  is  a  factor  too  important 
to  be  neglected  by  advertisers    :    :    : 


In  submitting  The  Retail  Druggist  to  advertisers 
of  proprietary  medicines  our  solicitors  have  found 
a  tendency  on  the  part  of  some  concerns  who  carry 
on  extensive  advertising  to  the  consumer  to  say : 

"No,  we  don't  use  the  trade  journals  because  the 
retailer  is  not  a  factor.  He  never  sells  our  goods 
unless  he  has  to." 

This  idea  is  wrong. 

The  retailer  is  a  factor,  especially  in  the  smal- 
ler centres. 

Take  a  town  of  one  thousand  population,  for  in- 
stance, where  there  is  but  one  drug  store. 

That  store  serves,  in  addition  to  the  thousand 
people  in  the  town,  probably  five  thousand  farmers 
and  their  families. 

If  the  retailer  is  not  interested,  how  can  the  ad- 
vertiser get  distribution  to  the  sii  thousand  people 
in  that  locality. 

He  can  not. 

We  submit,  therefore,  that  a  national  campaign 
for  any  proprietary  medicine  cannot  be  complete — 
will  not  be  anywhere  like  as  effective  as  it  should 
be,  unless  a  definite  effort  is  made  to  induce  the  re- 
tailer to  handle  the  line. 

The  first  essential  to  this  is  to  give  the  retailer  a 
fair,  not  an  excessive,  margin  of  profit. 

The  second  essential  is  to  protect  the  retailer  to 
the  possible  limit,  from  price  cutting  by  a  few  stores. 

The  third  essential  is  to  talk  right  to  the  retailer 
about  the  merits  of  the  goods,  about  the  advertising 
campaign  to  make  the  goods  saleable. 

If  you  convince  the  retailer  that  your  goods  have 
merit,  and  that  they  will  move  from  his  shelves 
easily,  he  will  gladly  handle  them. 


The  trade  paper  has  proven  itself  one  of  the  great 
influences  in  trade  building  in  every  trade.  It  has 
built  up  business  for  many  concerns,  without  adver- 
tising to  the  consumer.  But  a  trade  paper  does  its 
best  work  for  the  advertiser  who  uses  it  in  conjunc- 
tion with  a  big,  aggressive  advertising  campaign  to 
the  consumer. 

Moreover,  it  gives  its  service  at  very  low  cost. 

For  instance,  The  Retail  Druggist  will  cover  Can- 
ada from  coast  to  coast.  Two  thousand  copies  will 
be  sent  every  month  to  leading  druggists  in  the 
cities,  towns  and  villages  in  every  province  of 
Canada. 

Experience  has  proven  that  a  well-edited,  well- 
printed  trade  journal  is  closely  read  by  an  average 
of  three  persons — proprietors  and  clerks. 

This  service  is  given  for  $20  a  month  full  page  or 
$12  a  month  for  half  page. 

Nowhere  in  the  whole  realm  of  advertising  is 
such  effective  service  given  at  such  cost. 

This  journal  is  needed  in  Canada.  If  for  no  other 
purpose  it  is  needed  to  bring  the  big  national  ad- 
vertisers of  proprietary  medicines  closer  to  the  re- 
tailer. 

We  believe  that  in  the  editorial  pages  of  this  paper 
we  can  do  a  big  work  for  the  retailers  of  Canada; 
but  we  believe  we  can  give  an  even  greater  service 
to  the  manufacturers  of  goods  to  be  sold  to  the  re- 
tailers through  the  advertising  pages  of  the  paper. 

—  The  Publishers 
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CANDY  AND  CONFECTIONERY 


A  department  deooted  to  the  sale  and  care  of  chocolates 
in   box,    bar   and  bulk,   candies,    gum,    cream  bars,    etc. 


THIS  is  a  good  time  for  the  dealer  to  go  strongly 
after  business  in  candy  and  confectionery.  Sum- 
mer is  a  fairly  good  season  for  its  sale,  but  as 
the  weather  becomes  cooler  there  is  always  renewed 
interest,  and  the  dealer  who  pushes  strong  for  business 
is  going  to  get  increased  trade. 

if  you  have  not  been  giving  the  attention  to  this  line 
that  you  should,  now  is  an  excellent  time  to  start  in 
to  feature  it.  It  should  be  given  a  fairly  prominent 
position  in  the  store,  for  it  is  a  line  that  sells  to  no 
little  extent  on  sight.  For  this  reason  it  should  be 
kept  well  to  the  front  where  it  will  catch  the  eye  of 
those  who  visit  the  store. 

How  One  Dealer  Increased  Sales 

One  dealer  related  to  the  writer  how  he  conducted  a 
confectionery  department  for  some  time,  but  was  able 
to  secure  only  a  small  trade.  He  began  to  study  the 
reason,  and  decided  that  it  was  his  own  fault — he  was 
not  giving  the  department  a  chance  to  make  good.  He 
changed  it  to  a  better  location  in  the  store,  gave  more 
time  to  keeping  the  silent  salesman  looking  attractive, 
used  the  window  occasionally,  and  es  a  result  now 
has  a  steady  and  lucrative  candy  trade. 

This  was  all  done  by  specializing  to  some  extent — 
and  now  is  a  good  season  for  the  dealer  to  start  in. 


Getting  Best  Results  From 
Confectionery 

Hoto  to  Increase  Sales  and  Profits 

ONE  of  the  most  important  things  in  successfully 
selling  confectionery  is  to  get  the  people  coming. 
To  do  this  the  fact  that  you  sell  this  line  must 
be  brought  to  their  attention.  One  of  the  ways  in 
which  this  can  be  done  to  advantage  is  by  window 
display.  Here  is  a  suggestion  for  an  attractive  candy 
window,  by  the  Butler  way,  in  which  you  can  use  as 
much  or  as  little  merchandise  as  you  like.  A  back- 
ground plan  of  three  units  is  suggested.  If  you  put 
these  up  you  will  find  it  very  easy  to  work  out  an 
attractive  floor  scheme. 

Suggestion  for  a  Candy  Window 

The  first  thing  in  making  this  display  is  to  cover  the 
background  with  white  crepe  paper.  Then,  as  a  centre 
attraction,  have  a  doll  suspended  on  fine,  invisible 
AVires.  (Black  thread  will  do  very  well  for  this  pur- 
pose). The  doll  should  hold  a  cornucopia  which  can 
be  made  out  of  cardboard  or  wire  netting,  covered  with 
crepe  or  tissue  paper.  Dress  the  doll  in  a  white  or  pink 
china  silk  dress. 

To  get  the  effect  of  candy  dropping  from  the  cornu- 
copia to  the  large  glass  bowl  we  used  a  long,  narrow 
strip  of  glass  reaching  from  the  bowl  to  the  edge  of 
the  cornucopia.  Onto  this  glass  glue  pieces  of  candy 
at  irregular  intervals.  Over  the  glass  strip  loosely 
drape  some  chiffon.  This  will  partially  hide  the  glass 
and  make  the  candy  have  the  appearance  of  being 
suspended  in  the  air.  The  words  PURE  CANDY  that 
you  see  in  the  background  can  be  worked  out  by  glue- 


ing pieces  of  candy  on  a  board.  The  units  on  the  right 
and  left  are  easily  made  and  the  plan  is  seen  at  a  glance. 
Use  vases  and  pie  plates  in  building  up  the  units  on 
either  side. 

How  Overweight  Cuts  the  Profits 
Bad  management  cuts  the  profit  on  confectionery  to 
no  little  extent  in  many  establishments.  Overweight 
is  one  of  the  greatest  evils.  If  there  is  a  small  amount 
in  the  scoop  when  the  scale  balances,  the  clerk  is 
inclined  to  throw  it  in  for  appearances'  sake.  This 
means  a  big  loss,  especially  in  high  grade  chocolates, 
many  of  which  are  worth  over  a  cent  each.  Here  is 
how  one  dealer  summed  up  the  problem:  "Suppose 
that,  in  selling  40-eent  chocolates,  that  in  each  ten 
cents'  worth,  an  ounce  over  is  given,  which  in  itself 
does  not  look  like  very  much.     But  that  amounts    to 


Suggestion  for  candy  window — explained  in  accompanying  article 

40  cents  per  box  of  5  pounds,  and  if  20  boxes  were 
sold  in  a  week  it  would  mean  a  straight  loss  of  $8.00." 
The  .scales  should  be  placed  as  close  as  possible  to  the 
candy  case,  and  the  need  of  full  weight,  and  no  more, 
impressed  upon  the  clerks. 

Saskatoon  Druggist  Finds  Confectionery  Pays 

A  druggist  in  Saskatoon,  Sask.,  who  has  a  confection- 
ery department,  writes  as  follows : — 

"I  do  not  make  a  side  line  of  confectionery — ^it  is 
quite  an  important  department  in  our  store.  We  find 
it  pays  us  quite  well  too,  and  makes  up  for  the  small 
profits  which  we  get  on  many  of  the  staple  lines  we 
handle.  It  has  another  value  too — it  helps  to  bring 
us  other  business.  A  few  months  ago  a  fellow  dropped 
in  late  one  night  to  buy  some  chocolates.  We  started 
to  talk  and  I  learned  that  he  was  from  the  east — had 
come  out  here  to  accept  a  position,  and  expected  his 
wife  along  in  a  few  weeks.  They  were  going  to  take 
a  house  in  our  district.  I  told  him  I  would  be  pleased 
to  get  his  business  in  other  lines.  He  promised  it  to 
me  and  we  have  already  got  considerable  trade  from 
him.  This  is  one  of  the  indirect  ways  confectionery 
is  of  value." 

Sales  in  candies  depends  to  a  large  extent  on  the 
attention  given  to  this  line.  Freshness  is  essential. 
The  dealer  should  not  overstock.  There  is  a  difference 
however  between  overstocking  and  carrying  enough 
stock  to  suit  your  customers. 
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Do  Advertisements  Pay? 

To  trv  it  out  with  this  UP-TO-DATE  Journal,  we  have  decided  to  market  an  UP-TO- 
DATE  article  in  an  UP-TO-DATE  way.  f  Planter's  delicious  WET.  KOASTED, 
large,  clean,  salted  peanuts,  in  ten -pound  fancy  decorated  tins.  Each  tin  has  a  meas- 
ure and  eighty  containers,  to  retail  at  five  cents  each  =  $4.00.  Price  to  retailer  is  $2.80 
less  5  per  cent.,  and  with  one  case  of  six  tins,  a  Display  Jar  free. 

^^¥  TT^  ^^rCTl^  "^^  ^^^^  ^^^  ^^^  merits  of  this  Journal  for 
i  1 11  I^  V  ^r  r  C^l^  advertising  purposes,  we  will  send  by  express 
^^  V^  A^  Vi^A  M  J.^A^  Qj.  freight,  one  or  more  tins,  at  $2.80  less  5 
per  cent,  per  tin,  express  or  freight  prepaid,  to  any  dealer  in  Ontario  or  Quebec,  or 
six  tins  and  Display  to  any  dealer  in  Canada,  freight  paid,  with  privilege  of  returning 
at  our  expense,  if  after  one  week's  trial,  not  more  than  quarter  of  one  tin  is  sold,  and 
no  charge  will  be  made  by  us  for  sold  portion,  fl  To  each  buyer,  we  will  also  send  a 
rather  startling  Special  List  of  bargains,  where  you  can  save  many  dollars  on  stand- 
ard articles.     We  will  not  duplicate  order  on  these  terms. 

EC      WrCT     J?      m        WHOLESALE  Dept.  J. 

.    U.     WEiiJI     Ot    V/U.,     DRUGGISTS    TORONTO 


same  old     Bordo    Chocolate 

The 

in  a  new  paper 

m 

More  than  twenty-five   years   ago  we  first   put  "  Bordo " 
chocolates    on    the    market.       Since    then    their   absolutely 
unique   and  individual  flavor  has  never  varied,  but  has 
created  an  ever  increasing  demand  from  the  customers  of  those  dealers 
who  have  been  far-seeing  enough  to  place  "  Bordo  "  in  their  stores.     It 
is  this  flavor   that  has  made  "  Bordo"  pre-eminently   the  best  candy 
to  offer. 

"  Bordo  " 

Write  for  free  sample  box  and  description  of  our  trial  order 
offer.      You   obligate  yourself  to  no    expense   in  either   case. 

The  cliDColate  with 
the   individual 

irresislable  flavor. 

The!  Montreal  Biscuit  Company 

Montreal 

Manufacturers  of  Biscuits  and  Confectionery 
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THE  STATIONERY  DEPARTMENT 


ll      A   department  devoted  to  stationery,  hooks,   f>ost  cards  and  associated  lines      I  - 


Pushing  Sale  of  Stationery 

Hinls  to  Increase  Sales  and  Profits 

EVERY  dealer  should  make  a  special  effort  to 
increase  sales  in  stationery.  In  many  stores 
greatly  enlarged  sales  would  be  possible  by  a  little 
effort.  One  dealer  who  has  kept  his  stationery  in  the 
background,  with  the  consequence  that  sales  were 
small,  decided  to  attempt  increased  business. 

A  display  table  was  placed  in  the  centre  cf  the  store, 
and  on  it  was  arranged  various  kinds  of  stationery 
with  a  few  price  cards.  Just  this  simple  idea  helped 
sales.  Customers  who  came  in  to  buy  other  lines  were 
reminded  of  their  stationery  wants  and  purchased. 

Demand  Can  Be  Increased 

Some  dealers  seem  to  think  that  the  demand  for 
stationery  is  a  set  quantity  and  that  it  cannot  be  in- 
creased.    This  is  not  the  case.     If  suggested  in  the 


stationery  can  be  increased.  In  the  same  way,  the 
quality  of  paper  used  by  customers  can  be  raised  by 
appealing  to  their  pride — the  fact  that  people  are  fre- 
quently judged  by  the  quality  of  paper  used  in  their 
correspondence.  The  advantage  to  the  dealer  is  that 
customers  are  better  satisfied  and  a  better  profit  is 
secured  on  its  sale  than  on  the  lower  grades. 

Tast.y  Stationery. — When  the  postman  comes,  does 
not  a  letter  bring  with  it  added  pleasure  when  it  comes 
upon  neat  paper,  incased  in  an  envelope  which  bears 
its  message  with  an  air  of  the  sender's  personality.  Our 
new  lines  are  unusually  distinctive  and  individual.  No 
stationery  store  can  set  before  you  a  better  showing  at 
as  low  prices. 

Nice  to  write  on — swell  in  appearance  and  small  in 
cost — three  good  points  in  favor  of  these  most  popular 
of  all  correspondence  papers.    Envelopes  to  match. 

Take  stationery  with  you  when  you  go  away.  Your 
friends  will  be  interested  in  hearing  from  you  while 


Showing  how  a  dainty  and  effective  display  of  stationery  may  be  made  in  the  window. 
Cut  by  courtesy  of  Warwick  Bros.  &  Rutter. 


proper  way  and  with  the  right  appeal,  people  may  be 
induced  to  increase  their  purchases.  This  is  indicated 
by  the  experience  of  a  young  man  as  related  to  thlel 
writer  the  other  day. 

"I  do  considerable  correspondence,''  he  said,  "but 
it  is  mostly  with  members  of  my  family.  Of  course  I 
am  not  extra  particular  about  the  quality  of  the  paper, 
and  if  it  is  not  convenient  to  get  a  fine  v.'riting  material, 
I  pick  up  any  kind.  I  was  in  the  habit  cf  doing  this 
until  I  found  out  one  day  that  the  nearest  driiggist 
handled  a  good  writing  paper.  It  was  brought  to  my 
notice  bj''  a  window  display  with  show  cards  emphasiz- 
ing its  good  points.  Now,  instead  of  using  any  old 
kind  of  paper,  I  run  down  to  the  drug  store  and  get 
some  that  I  am  not  ashamed  of.  I  think  I  am  buying 
ten  limes  as  much  writing  paper  as  I  used  to." 

This  goes  to  prove  the  contention  that  demand  for 


you  are  away.  The  descriptions  you  give  of  your 
pleasures  will  be  more  interesting  if  3n  good  paper,  so 
take  a  supply  along  with  you. 

*     *     * 

PROFITS  IN  PICTURE  POST  CARDS 

When  picture  post  cards  first  came  into  marked 
prominence  some  years  ago  it  was  predicted  in  some 
quarters  that  they  were  merely  a  craze  that  would  soon 
die  out.  This,  however,  has  not  been  the  case  as  every 
dealer  knows  full  well. 

Manufacturers  and  wholesalers  say  that  the  picture 
post  card  industry  is  to-day  in  a  more  flourishing  con- 
dition than  ever  before.  Dealers  are  recognizing  more 
and  more  that  the  picture  post  card  can  be  made  one  of 
their  most  profitable  lines,  and  nearly  every  druggist 
to-day  has  a  rack  of  picture  post  cards,  on  which  are 
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LATEST  AND  BEST 

WRITING 

TABLETS 


by  the 

Johnson  Process 


^ 


^^^ 


/ 


/ 


If  the  Johnson  Process  Tablets  were  not  the  cleanest, 
the    strongest,    the   cheapest,    and    absolutely   perfect, 

they  would  not  be 


MADE 
BY 


Warwick  Bros.  &  Rutter 


Limited 

Toronto 


We  will  send  samples  to  any  dealer  in  Canada 
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displayed  for  sale  choice  samples  of  the  best  products 
in  this  line. 

As  an  attractive  addition  to  any  store  the  picture 
post  card  rack,  with  its  handsomely  colored  cards  and 
interesting  views  is  well  worth  installing,  and  the  lib- 
eral margin  of  profit  makes  it  worth  v/hile. 
•     «     « 

DISPLAYING  MAGAZINES  IN  THE  WINDOW 

It  is  advisable  to  display  magazines  in  the  window 
if  possible — it  serves  as  a  reminder  to  the  passerby. 
The  druggist,  however,  has  many  lines  which  he  feels 
Avindow  space  should  be  devoted  to,  and  so  sometimes 
he  finds  it  difficult  to  find  space  for  magazines. 

V.  W.  Meek,  a  druggist  at  the  corner  of  College  St. 
and  Dovercourt  Road,  Toronto,  has  adopted  a  plan  for 
ditsplaying  magazines  to  the  passerby  without  taking 


Sketch  showing  how  magazines  are  displayed  at  rear  of  window. 

up  any  space  in  the  main  part  of  his  window.  Across 
the  rear  of  one  window  a  pole  has  been  suspended  into 
which  small  hooks  have  been  screwed.  The  magazines 
are  fastened  on  to  these,  showing  up  to  good  advantage 
and  yet  not  coming  down  far  enough  to  obscure  any 

of  the  main  display. 

•  *     • 

OPPORTUNITIES  IN  BLOTTING  PAPER 

There  is  an  impression  among  druggists  that  there 
is  not  much  business  to  be  done  in  the  sale  of  hand- 
blotters  because  of  the  thousands  of  these  distributed 
free  by  insurance  and  other  concerns.  But  let  the 
dealer  set  out  on  a  little  tour  of  investigation  and  he 
will  be  surprised  at  the  real  scarcity  of  blotting  paper. 
The  average  man  will  tell  you  that  he  is  frequently 
annoyed  at  not  having  a  good,  clean  sheet  of  blotting 
paper  ready  to  hand  just  when  he  needs  it,  and  fre- 
quently pieces  of  blotting  paper  are  retained  on  desks 
long  after  they  have  outlived  their  usefulness  and 
when  they  "blot"  in  a  manner  directly  at  variance 
with  the  purpose  for  which  they  are  intended. 

All  this  indicates  that  the  supply  does  not  equal  the 
demand,  and  it  is  evident  that  tha  druggist  is  not  living 
up  to  his  opportunities  in  this  particular.  Let  him 
therefore  develop  the  various  avenues  that  are  open  for 
increasing  sales  of  blotting  paper.  By  persistent  effort 
he  can  cultivate  the  sales  by  the  ream  to  banks,  insur- 
ance companies,  manufacturing  concerns  and  other 
business  firms,  and  an  additional  profit  may  be  made 
by  taking  orders  for  advertising  blotters. 

*  *     » 

A  BOOK  SELLING  PLAN 

Here  is  a  book  selling  plan  used  by  one  dealer  that 
may  prove  of  value  to  druggists  who  have  a  book  de- 
partment. 

When  a  new  shipment  of  books  is  received,  he 
■\vraps  up  tv/enty-five  to  one  hundred  packages  of  four 


books  each.  A  list  of  selected  charge  customers  is 
made  up  and  a  personallj^  addressed  letter  is  slipped 
under  every  package  cord.  These  packages  are  sent 
out  on  Friday,  and  called  for  on-Monday.  This  is  a 
characteristic  bit  of  strategy.    The  reason  he  explains: 

"I  figure  that  the  personally  addressed  letter 
insures  delivery  to  the  correct  person,  and  further, 
that  people  are  very  apt  to  pick  up  one  book  and 
start  the  story.  In  this  case,  when  my  delivery 
man  calls  Monday,  the  book  is  as  good  as  sold." 

On  the  first  trial  of  this  plan,  the  sales  amounted  to 
32  per  cent. 

No  complaint  was  made,  and  several  people  thanked 
hi.Ti  for  his  thoughtfulness.  It  so  happened  that  one 
customer  kept  the  four  books  because  "the  books  came 
at  a  time  when  I  was  v/ondering  what  to  buy  for  prizes 
for  a  card  party,  and  the  books  solved  the  problem 
most  delightfully." 

This  evidence  was  gratifying,  because  he  was  slightly 
fearful  of  being  charged  with  forwardness. 

The  letter  sent  out  is  given  below : 

My  dear  Madam: 

T  have  just  received  from  our  pablishers  a  ship- 
ment of  the  enclosed  books : 

(List) 

These  are  such  interesting  and  exceptional 
stories  that  I  wanted  a  few  of  my  customers  to 
have  an  opportunity  to  purchase  some  before  I 
put  them  on  general  sale. 

I  am  sending  herewith  a  volume  of  each,  which  I 
would  like  to  have  you  look  over  at  your  conven- 
ience. In  a  day  or  two,  our  car  will  stop  and  call 
for  those  you  do  not  wish.  If  you  should  desire 
any  additional  volumes,  you  can  let  the  driver 
know  and  I  will  be  pleased  to  send  them  to  you. 

As  we  are  going  to  retail  these  books  for  only 
50c.  a  volume  (heretofore  sold  at  $1.18  to  $1.50 
each),  I  know  that  we  are  going  to  have  a  large 
sale;  and  it  is  for  this  reason  that  I  have  taken 
the  liberty  of  sending  you  these  so  that  you  may 
have  first  choice.        Yours  very  truly, 

(Signed)  JOHN  B.  FOSTER. 


The  Clerk's  View 

"I  can't  give  you  that  much  money,"  said  the  dealer 
to  an  applicant  for  a  position.  "You  haven't  had  any 
experience." 

"Well,  you  see,  that  will  make  the  work  all  the  har- 
der for  me,"  replied  the  young  man. 


If  you  work  for  a  man,  in  heaven's  name  work  for 
hira.  If  he  pays  wages  that  supply  you  your  bread 
and  butter,  work  for  him,  speak  well  of  him,  think 
well  of  him,  stand  by  him,  and  stand  by  the  institution 
he  represents.  I  think  if  I  worked  for  a  man,  I  would 
work  for  him.  I  would  not  work  for  him  a  part  of 
his  time,  but  all  of  his  time.  I  would  give  an 
undivided  service  or  none.  If  put  to  a  pinch,  an  ounce 
of  loyalty  is  worth  a  pound  of  cleverness.  If  you  must 
vilify,  condemn,  and  eternally  disparage,  why,  resign 
your  position,  and  when  you  are  outside,  damn  to 
your  heart's  content.  But,  I  pray  you,  so  long  as  you 
are  a  part  of  an  institution,  do  not  condemn  It.  Not 
that  you  will  injure  the  institution — not  that — but 
when  you  disparage  the  concern  of  which  you  are 
a  part,  you  disparage  yourself. 

ELBEBT    HOBBABD. 
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To  Whom  It  May  Concern 

LJERE  are  a  few  lines  produced  by  leading  British  Publishers 
and  which   appeal  to  all  tastes.     Look  over   the   following 
selections  : 

The  World-Famous 

"Everyman's  Library" 

6(M  Titles,  containing-  the  cream  of  the  Classics.     In 
four  styles  of  binding.      Cloth  30c.  ;  Leather  and  %- 
Pig-skin  60c.  ;   Bancroft  (Library)  Cloth  45c. 

Imprinted  Catalogues  supplied  gratis  with  stock  orders 

64-pag-e  catalogues  giving  a  synopsis  of  every  book  sup- 
plied in  special  cases.       Over   12  million  sold  to  date 
(a  little  over  6  years). 

We  also  represent 

The  Cambridge  University  Press 
(Charles  Griffin  &  Co.,  Limited) 

Technical  Books  of  Special  Interest  to  the 
Professional  Man. 

Sunday  School  Union 

For  Sunday  School  Gift  Books  and  Teachers'  Aids 
S.S.  Supplies,  etc. 

Sidgwick   &   Jackson— General 

.    Publishers  of  "  Everlasting  Mercy,"  etc. 
By  Masefield 

Sir  George  Newnes  &  Co.'s  Popular 
Sixpenny  and  Sevenpenny  Novels 

By  such  popular  authors  as 

Sir  A.  Conan  Doyle,  Sir  Gilbert  Parker,  H.  C.  Wells, 
W.  W.  Jacobs,  Garvice,  etc.,  etc. 

Attractive    covers — over   400    titles    to    choose    from. 
Over  30  million  already  sold.     Supplied  from  Toronto 
or  from  our  London  (Eng.)  Office. 

Three    Choice    Selections  for    Gift   Book 
Offerings  by  Canadian  Authors 

"Waiiam  Adolphus  Turnpike" 

By  William  Banks. 
$1.00  net 

"  A  smile  on  every  page,  a  tear  just  once  in  a  wbile." 

The  most  widely  reviewed  and  spontaneous  success  of 
the  year. 

"The  Passing  of  Oul-i-But" 

By  Alan  Sullivan 

$1.25  net 

The  author's  descriptive  and  reflective  powers  are  re- 
markable, and  his  style  unusually  vigorous. 

"The  Miracle"  and  Other  Poems 

By  ViRNA  Sheard 

The  leading  Canadian-born  Poetess 

Specially    produced   for   Gift    Book    use.       Cloth    and 
Boxed,  $1.00;  Leather  and  Boxed,  $1.25. 

"The  Music   Lover's   Library" 

The    Greatest    Music    Success    of  the   Century.      The 
volumes  are  full  music  size,  and  contain  40  pages  best 
qualitv  paper,  with  handsome  colored  cover  and  open 
flat.    '90  books  in  all. 

Retail  25c.  with  nearly  100  per  cent,  profit 

"The  Strand"  Magazine  (English  Edition) 
"  Wide  World  "  Magazine 
"  The  Grand  "  Magazine 
"Woman  at  Home" 

are    some  of  the  most  salable    magazines  in  Canada. 
Special  arrangements  made  for  Window  Displays,  etc. 

ADVERTISING  MATERIAL  SUPPLIED  GRATIS 

We   would  be  glad  to   answer   any   questions   about   book  and 
magazine  lines.     Our   aim.   is   SERVICE. 

J.  M.  Dent  &  Sons,  Limited,  Publishers 

LONDON,  ENGLAND        and        27  Melinda  St.,  TORONTO 
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Fancy  Goods,  Novelties  and  Photographic  Supplies 


A  department  of  means  and  methods  of  increasing  business  in  photographic  sup- 
plies,  pennants,   playing  cards,    pens,  ink,  sporting   goods,    novelties,  china,    etc. 


PURCHASES  FOR  CHRISTMAS 

Purchasing  of  fancy  goods,  novelties  and  toys  for  the 
Christmas  trade  should  have  been  pretty  well  com- 
pleted by  this  time.  If  it  has  not,  it  should  be  attended 
to  at  once,  for  the  end  of  the  year  is  coming  with  start- 
ling rapidity,  and  the  dealer  will  wake  one  of  these 
fine  days,  realizing  that  it  is  about  time  to  begin  to 
feature  Xmas  goods. 

Most  dealers  find  the  featuring  of  toys  profitable, 
botn  in  their  own  profits  and  also  in  the  fact  that  the 
children  are  attracted  and  the  older  people  with  them. 
A  walk  through  the  toy  department  of  any  fancy  goods 
house  will  convince  one  that  the  belief  oi  the  child  in 
the  old  Saint  has  not  diminished.  Many  new  novelties 
that  should  sell  well  are  being  shown  this  year. 

Some  Suggestions 

Every  dealer  should  have  a  stock  of  decorations.  The 
custom  of  having  a  Christmas  tree  is  very  general, 
which  demands  a  supply  of  colored  candles,  glass  balls 
and  ornaments. 

Most  people  decorate  at  least  one  room  for  Xmas, 
and  this  requires  paper  bells,  stars,  colored  paper,  etc. 

Fancy  leather  goods,  including  the  fashionable 
ladies'  hand  bag  enjoy  a  good  sale. 

There  are  few  more  acceptable  gifts  than  toilet  ar- 
ticles, including  manicure  sets,  combs  and  brushes,  per- 
fumes, mirrors,  etc. 

These  are  just  a  few  suggestions.  In  making  his  pur- 
chases the  dealer  should  be  guided  to  a  large  extent  by 
his  previous  experiences.  He  knows  the  lines  that  take 
best  in  his  community.  He  should  not  be  afraid,  how- 
ever, to  take  up  the  novelty  lines  that  are  likely  to  catch 
on. 

It  is  indeed  time  that  he  be  working  out  his  sales 
plans  for  a  big  Xmas  trade. 


DO  YOU  HANDLE  CHIN  AWARE? 

A  number  of  druggists  handle  china — especially  the 
fancy  varieties  and  find  it  quite  a  valuable  side  line, 
paying  a  fair  profit  and  attracting  people  to  the  store. 

Needs  to  be  Attractive 

The  china  department  should  be  kept  attractive.  The 
very  nature  of  the  merchandise  makes  it  a  strong  mag- 
net. There  is  something  about  a  smart  display  of 
glass  and  china  that  draws  customers  even  when  they 
are  not  aware  of  wanting  to  buy  anything — that  is,  if 
properly  cared  for.  The  stock  must  be  well  looked 
after  with  careful  attention  to  and  frequent  changes  of 
display.  The  department  should  present  a  clean, 
bright  and  inviting  appearance.  The  dealer  who  wants 
to  attract  the  better  class  of  customers  should  see  to  it 
that  the  fixtures  are  as  good  as  it  is  possible  to  make 
them.  The  effect  can  be  heightened  by  a  neat  arrange- 
ment of  the  stock  and  the  elimination  of  every  cramped 
or  overcrowded  appearance,  while  a  most  necessary 
feature  is  that  there  should  be  plenty  of  light. 

Keep  Clean  and  Bright 
Many  lines  are  kept  in  stock  which  do  not  sell  readily 
and  there  is  a  danger  of  these  remaining  untouched  so 


long  that  they  accumulate  dust  and  take  on  that  dis- 
appointed, shop-worn  look  which  at  once  leads  custo- 
mers to  believe  that  they  are  out-of-date.  When  this 
state  of  things  is  permitted  to  exist  there  is  then  danger 
of  the  store  being  looked  upon  as  an  antiquated  collec- 
tion where  one  might  go  to  look  for  curiosities  but  not 
for  any  modern  up-to-date  patterns.  On  the  other 
hand,  a  stock  which  is  always  kept  clean-looking  has 
a  striking  effect  on  customers.  Smart-looking  goods, 
clean  fixtures  and  cases,  bright  labels,  new  price  cards 
and  di.splay  cards  judiciously  placed,  and  a  general  im- 
pression of  freshness,  make  the  money  burn  holes  in 
the  pocket  of  the  customer. 


MAINTAIN  INTEREST  IN  PHOTOGRAPHY 
WHOLE  YEAR  ROUND 

PHOTOGRAPHY  is  induged  in  by  amateurs  to    a 
large  extent  during  the  summer  months.     It  is 
not — or   at   least   should   not — be   confined   only 
to  summer.    There  should  be  interest  in  amateur  pho- 
tography the  whole  year  round,  and  there  would  be  to  a 
much  greater  extent  if  the  druggist  would  put  forth 


Own  a 

KODAK 

and  you  own  the 

key  to  real 

pleasure 

Take  pictures  ^f  places  an<l 
faces  you  are  interested  in  and 
you  have  a  lasting  record  yon 
will  not  take  any  money  for  in 
years  to  come. 

Let  us  show  you  how  easily  a 
kodak  is  operated. 

We  rent  cameras   10c.  a  day. 

We  develop  films  properly. 

We  print  good  pictures. 

Jury  &  Lovell 

The  Safe,  Satisfactory  Druggists 
and  Opticians. 


An  Oshawa,  Ont..  ad.  that  tends  to  increase 
interest  in  photography. 

an  effort  to  maintain  interest  in  this  department.  It 
is  quite  true  that  sales  cannot  be  made  as  large  as 
during  the  two  summer  months  when  many  people  are 
on  their  vacation,  but  quite  an  appreciable  business 
can  be  secured  if  the  dealer  will  only  do  his  part. 

What  should  the  dealer  do?  Por  one  thing  he 
should  continue  to  give  prominence  to  these  lines.  If 
the  cameras  and  supplies  are  kept  in  a  place  where 
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Cash  Business 

IS  EASILY  CULTIVATED  IN 
THE  FOLLOWING  LINES  :- 

Tally  Cards 

Fountain  Pens  and  Novelty  Pencils 

Post  Cards 

Birthday  Cards       Xmas  Cards 

New  Year  Cards 

WE  HAVE  THE  BEST  OF  THEM  ALL 
Easter  Cards,  Valentines,  St.  Patrick's 

in  Po«t  Cards.  Booklets,  and  Novelty  Assortments 

$10.00    $15.00  and  $25.00 

Proved    a    great  success  last  year.      May  we  book 
your  valued  order  ? 

Order  Your  Private  Xmas  Cards 
from  Us: 

Menzies  &  Co.,  limited 

NEIV  ADDRESS: 

25-27  Richmond  St.  West,  Toronto 


We  had  to  have  more 
room  so  we  moved  to 

38-42  Clifford  St.  Toronto 


Year  •rders  will  be  well  taken  care  of.    Tra- 
vellers  are    coverinc    Canada    with  our  lines 

Post  Cards  Comics,  Birthday  and  all  general 
lines.  Xmas,  New  Year,  Hal- 
lowe'en, Thanksgiving,  Easter, 
Valentine,  St.  Patrick. 

Booklets         for  Xmas,  New  Year,  Easter. 

Novelties        for  Xmas,  Valentine,  Easter. 

Pennants  and  Felt  Cushions.  In  this  line 
we  are  specially  strong. 

Your  name  on  a  post  card  and  we  will  send 
you  our  Catalogues  as  they  are  issued. 

NOTE  OUR  NEW  LOCATION 

Pugh  Specialty  Co.,  Limited 

38  to  42  Clifford  Street 
Toronto 


THE  ERA 

DOSE  BOOK 

FIFTH  EDITION 

Revised  and  Enlarged 


Price  75  cents  per  copy,  postpaid 


With  Appendix  giving  percentn^ps  of  Alcohol  and  Quantities  of  Narcotics  in 
U.S. P.  and  N.F.  Preparations,  supplying  .iust  the  i:iformation  required  to  label 
these  preparations  so  they  will  comply  with  the  FEDERAL  FOOD  AND  DRUGS 
ACT.     Adopted  as  a   standard  by  pharmaceutical   associations. 

The  Fifth  Edition  of  this  valuable  reference  work  brings  the  posology  of  the 
materia  medica  down  to  date,  and  inclu-.les  all  of  the  Newer  Remedies  and  Syn- 
thetics that  have  been  introduced  within   recent  years. 

Contents:  Dose  List:  Percentage  Soldtions;  Dose  Equivalents;  Veterinary 
Doses ;  in  compatibles ;  properties  of  Remedial  Agents ;  Drops  in  Fluidram ;  Solu- 
bilities; Latin  Words  and  Phrases;  Spt^cilic  Gravities  of  Metals;  Latin  Osrdinal 
and  Ordinal  Numbers;  French  and  German  Prescription  terms;  Poisons  and  Their 
Antidotes;  International  Atomic  Weights;  Specific  Gravities  of  Official  Substances; 
The  Metric  System;  Mathematical  Memoranda;  Boiling  Point  of  Water  at  Different 
Barometer    Readings;    Thermometric    Equivalents;    Hydrometer    Tables;    Appendix. 

The  Era  Dose  Book  is  in  handy  form  for  reference,  saves  time  in  prescribing 
and  dispensing,   and  makes  accuracy  easy. 

THE   RETAIL  DRUGGIST  OF  CANADA 

32  COLBORNE  STREET,  TORONTO 


Plates,  Papers,  and  Films 


re 

us 


Wellington  goods  sell  quickly  and  requi 
no  handling  except  handing  out.  Let  i 
write  you  the  whole  proposition. 

Free  Booklets  on  requesl 

Wellington  &  Ward 

Montreal 
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people  can  see  them,  they  will  constantly  be  reminded 
of  them.  Seme  dealers  as  soon  as  th?  vacation  period 
is  over  relegate  these  lines  to  some  position  where 
they  cannot  be  seen  and  accordingly  sales  dwindle. 

Seasonable   Pictures  Maintain  Interest 

People  can  be  interested  by  seasonable  pictures 
showing  what  good  snaps  can  be  made  at  that  time  of 
the  year.  There  is  no  time  of  the  year  when  photo-' 
graphs  of  some  subject  with  features  that  appeal  can- 
not be  made.  This  fact,  if  emphasized  by  the  dealer 
by  window  display  and  advertising,  will  maintain 
interest  and  accordingly  mean  more  business  for  him. 


PUSHING  THE  SALE  OF  PENNANTS 

One  of  the  novelty  lines  that  affords  splendid  oppor- 
tunities for  additional  business  for  the  druggist  is  pen- 
nants. Som.e  dealers  are  already  reaping  (|aite  a  harvest 
from  this  line,  but  not  all  by  any  means.  While  the 
summer  is  perhaps  the  most  lucrative  season,   other 


FEATURE  PLAYING  CARDS 

"With  the  advent  of  cooler  weather  and  the 
long  evenings,  card  parties  become  the  order 
of  the  day — or  rather  of  the  night.  This  is 
undoubtedly  the  time  when  the  dealer  should 
make  a  special  feature  of  playing  cards.  He 
will  find  it  greatly  to  his  advantage  to  push 
them  by  display  and  advertising. 


times  of  the  year  have  their  possibilities  also,  especially 
around  holidays,  when  there  are  many  visitors  in  town. 

The  dealer  in  the  large  city  has  added  opportunities 
from  conventions  which  are  held  from  time  to  time. 

People  who  attend  these  are  always  interested  in 
carrying  home  some  souvenir  of  their  visit.  For  this 
reason,  the  dealer  should  keep  posted  on  these  events 
and  get  his  stock  in  shape  in  advance.  Then,  during 
the  time,  they  should  be  prominently  displayed  and 
strongly  pushed. 

Even  people  in  your  own  town  like  to  have  pennants 
for  decorative  purposes,  and  d(>mand  can  be  stimulated 
to  no  little  extent  by  featuring  them  in  display  and 
advei-dsement. 


STIRRING  UP  ENTHUSIASM  IN  PHOTOGRAPHY 

The  druggist  can  easily  increase  business  in  cameras 
and  supplies  if  he  will  only  give  this  department  a  little 
attention.  The  dealer  should  get  busy  and  stir  up 
enthusiasm  about  photography,  both  in  the  store  and 
out  of  it.  The  more  you  can  get  people  talking  about 
photography  the  better  for  business  in  this  line. 

Snaps  of  Local  People  to  Create  Interest 

A  druggist  who  had  installed  a  camera  department 
found  that  nearby  competitors  who  had  been  longer  at 
it  held  the  business.  He  frequently  wondered  how  he 
could  boost  this  department.  One  day  he  took  a  camera 
and  started  out  to  take  a  few  pictures  himself.  Out 
in  the  resident  portion  of  the  town  he  met  the  little 
daughter  of  one  of  the  most  promiiipnt  citizens,  and 
he  took  her  picture. 

Use  Human  Interest  Features 
When  the  print  was  made,  he   displayed  it  in  the 
window  along  with  photographic  supnlies.     He  soon 
noticed  that  people  were  stopping  to  look  at  the  picture. 


This  gave  him  the  idea  of  taking  more  pictures  of 
local  celebrities  which  were  also  displayed  in  the 
window.  In  a  short  time  people  were  watching  the 
window  to  see  "who  next."  Snap  shots  were  occa- 
sionally taken  without  the  victims  being  aware  of  the 
fact.  Explanatory  show  cards  were  kept  in  the 
window,  and  in  a  short  time  the  camera  section  was 
a  very  profitable  department  of  the  btore.  It  was  the 
creating  of  enthusiasm  that  worked  the  trick. 

Every  dealer  will  find  it  profitable  to  use  some 
human  interest  features  in  promoting  this  department. 
Regular  Kodakers  are  always  interested  in  other 
people's  work.  The  prospective  purchaser  is  much 
more  liable  to  be  interested  by  the, actual  work  that 
can  be  done  bv  certain  makes  and  sizes  of  cameras. 


A  FILM  ADVERTISEMENT 

Dtmoon's  Drug  Store,  Lindsay,  Out.,  makes  a  special 
feature  of  camera  and  camera  supplies.  In  fact  it  is 
named  ''The  Camera  Store."  Not  only  is  prominence 
given  to  these  lines  by  display  in  window  and  interior, 
but  considerable  newspaper  advertising  is  done.  A 
recent  advertisement  in  the  local  paper  was  headed 
"Three  distinct  advantages  of  Blank  Films."  It  reads 
as  follows : — 

SPEED.— You  will  find  Blank  films  quicker  than 
any  other  make — hence  with  less  light  you  get  better 
results. 

COLOR  VALUES.— Your  prints  will  show  the  small- 
est details.  The  color  values  in  shadow  are  retained, 
showing  details  Avhich  are  lost  in  ordinarv  films. 

KEEPING  QUALITIES.— We  guarantee  these  films 
for  eighteen  months.  They  fit  all  standard  sized 
cameras. 


IMPORTANCE  OF  KNOWING  THE  STOCK 

If  some  retail  salesmen  could  just  place  themselves  in 
the  customer's  shoes  during  the  course  of  a  sale,  they 
would  readily  see  why  a  greater  number  of  people 
don't  visit  the  store  in  which  they  are  employed,  and 
ask  for  them  to  wait  on  them.  Of  course,  there  are 
exceptions  to  all  rules,  and  this  is  not  aimed  at  the 
really  efficient  salesman.  There  are  good,  live,  hustling 
retail  salesmen,  salesmen  that  command  a  large  trade, 
and  can  tak(^  it  with  them  wherever  they  may  go,  but 
these  salesmen  do  not  grow  on  trees,  and  those  that  can 
command  a  trade  can  also  command  a  pretty  respect- 
able, salary  to  boot. 

There  is  always  ample  room,  with  ample  remunera- 
tion, for  the  wide-awake,  always-on-the-job  retail  sales- 
man, and  the  first  step  in  this  direction  is  to  inaster  thor- 
ouehly  the  articles  carried  in  stock. 

When  a  salesman  is  employed  he  should  spend  sev- 
eral days  in  studying  and  familiarizing  himself  with 
his  stock,  so  that  when  a  customer  calls  for  a  certain 
article  he  .should  be  able  to  produce  it  in  a  moment,  or 
if  that  particular  article  is  sold  out,  or  his  store  does 
not  handle  it.  he  should  not  have  to  pull  everything  to 
pieces  to  find  it  out. 

A  sign  in  the  store  read,  "We  give  $19  for  1898 
cents." 

A  man  came  in,  walked  up  to  the  counter,  and  laying 
down  a  cent,  triumphantly  asked  for  $19.  The  clerk 
took  the  cent,  examined  it  closely,  asked  if  it  was 
genuine,  and  after  several  minutes  sighed  and  said  he 
guessed  it  was  good. 

"Certainly  it  is,"  said  the  man.  "And  where  is 
my  $19?"  he  asked,  pointing  to  the  sign. 

"Where,"  asked  the  clerk,  "are  the  other  1897 
cents?" 
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Seasonable  and  Saleable  Offerings 

A   Wide  Range   of  Attractive  Novelties  to  Boost 

Your  Holiday  Trade 


jMOW  is  the  time  to  get  a  display  of  these  attractive  novelties 
in  your  windows  and  on  your  display  racks.     There  are 
many  things  included  in  our  lines  that  customers  will  be  on  the 
lookout  for  this  Xmas. 

XMAS  AND  NEW  YEAR  POST  CARDS 

A  range  of  hundreds  of  new  subjects,  Ic.  to  10c. ,  specializing  on  higher  priced 
cards  following  increased  demand  shown  last  year. 

LOCAL  VIEW  BOOKLETS  AND  CALENDARS 

Retail  5c,  10c,  15c,  20c,  25c,  35c.  Christmas  and  New  Year  Booklets  intro- 
ducing Local  Views  in  Colors  and  Sepia,  or  if  we_  have  not  stock  of  view  post- 
cards of  your  town  same  can  be  sent  to  us  to  be  made  up.  Combination  order 
may  cover  Booklets  and  Calendars. 

STANDARD  SERIES  OF  XMAS  AND  NEW  YEAR  BOOKLETS 

Retail  2  for  5c,  5c,  10c,  15c,  20c.  All  New-Designs.  Scenic,  Classic,  Floral 
and  Humorous. 

CELLULOID  BOOKLETS 

Retail  5c,  10c,  ISc,  20c,  25c,  35c.  Good  variety  of  subjects  at  each  price.  All 
New.     Just  what  you  need  to  make  your  store  attractive. 

HAND  COLORED  XMAS  AND  NEW  YEAR  BOOKLETS 

Retail  5c,  10c,  15c.      A  very  attractive  line. 

TOY  BOOK  LINES 

Cutouts  5c  series,  20  designs.  New  Designs  in  the  5c  cutouts.  Home  Pet  10c 
series,  large  assortment  ;  Country  Friends  15c  series — our  leading  line.  Pictures 
reproduced  from  actual  photographs  excelling  any  line  now  on  the  market. 

r^ON'T   put  off   ordering  your   holiday   stock   another   day. 
Each  day's  delay  means  that  day's  lost  profit.     So  make 
your  selections  now ;  you  can  more  than  double  the  money  you 
invest  in  our  lines. 


The  Valentine  &  Sons  United  Publishing  Co. 

Limited 

MONTREAL  TORONTO  WINNIPEG  VANCOUVER 
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RAZORS  AND  SHAVING  ACCESSORIES 

=:^z=^=^=:^=       Including  safety  razors,  shaving  soaps,  strops,  shaving  sets,  cutlery,  etc.      ^^=1^===== 


OPPORTUNITIES  IN  SHAVING  SUPPLIES 

The  barber  is  stilJ  far  from  being  supreme.  The 
love  of  the  home  shave  still  lingers.  The  advantages 
of  hom*-  shaving  are  so  great  for  most  men  that  they 
prefer  it  much  more  than  the  public  shop — and  in  addi- 
tion, it  is  less  expensive. 

This  means  that  there  is  plenty  of  business  in  shav- 
ing accessories  for  the  druggist  who  makes  a  bid  for  it. 
If  there  is  anything  that  detracts  from  the  good 
features  of  shaving,  it  is  a  poor  razor,  and  it  is  just  this 
fact  that  opens  up  possibilities  for  the  dealer.  By  empha- 
sizing this  fact  he  can  readily  appeal  to  the  man  whose 
razor  is  not  the  best.  The  purchase  of  a  good  razpr 
will  mean  greater  comfort  in  shaving  as  well  as  a  sav- 
ing of  time.  Tlie  dealer  would  do  well  to  recommend 
a  high  class  article,  as  it  will  mean  better  satisfaction 
for  the  user,  and  a  better  advertisement  for  the  store. 

Economy  is  something  that  appeals  to  most  men.  If 
you  point  out  dollar  and  cents  gain  to  them  they  are 
generally  ready  to  give  you  their  eai'.  The  economy  of 
home  shaving  can  be  pointed  out  to  gond  advantage  and 
frequently  in  such  a  way  as  to  result  in  extra  business 
for  the  druggist. 

The  opportunities  in  razors  and  kindred  lines  should 
not  be  neglected. 

*  *     • 

SHAVING  SOAP  HELPS  RAZOR  TRADE 

A  Winnipeg  druggist  who  makes  razors  and  shaving 
accessories  a  big  department  in  his  store  gives  partic- 
ular attention  to  advertising  shaving  soap  as  well  as 
showing  it  in  the  window.  Speaking  of  the  special  at- 
tention to  this  line  he  said:  '"The  man  who  buys  shav- 
ing soap  alwa^'s  is  interested  in  razors,  and  thus  shav- 
ing soap  is  often  the  opening  wedge  in  selling  him  a 
razor.  I  hare  frequently  found  this  the  case.  A  man 
will  come  in  to  purchase  shaving  soap,  and  while  doing 
so.  an  opportunitj-  is  given  to  me  to  talk  to  him  about 
the  brand  of  razor  which  we  sell.  Sales  do  not  always 
result,  it  is  true,  but  quite  often  he  is  interested  and 
a  sale  at  some  future  date  is  quite  often  the  ease.  I 
have  all  shaving  accessories  together  so  that  the  man 
who  comes  in  for  soap  will  notice  the  razors  and  other 
lines. 

Shaving  Soap  Advertising 

To  help  the  dealer  in  advertising  shaving  soap,  some 
phrases  for  advertising  and  show  cards  are  given: 

The  richest  cream  is  not  as  rich  and  thick  as  the 
lather  of  this  shaving  soap.  The  man  who  has  once  dis- 
covered the  comfort  and  ease  of  shaving  with  it  Avill 
never  use  any  other.    It  is  made  for  shaving. 

Heavy  rains  soften  the  ground  and  prepare  it  for 
the  seed.  This  shaving  soap  softens  the  beard  and  pre- 
pares it  for  the  razor.  Lathers  freely,  and  the  big, 
creamy  lather  penetrates  the  beard,  fsoftens  it  wonder- 
fully, so  that  it  offers  the  least  resistance  to  the  razor. 

The  shaving  soap  for  you.  Does  all  that  a  shaving 
soap  should  do — softens  the  beard — allays  all  irritation 
— makes  shaving  a  luxury. 

•  •     • 

REMINDER  FOR  THE  BUSY  MAN 

Men  are  generalh'  busy  and  have  not  the  same  time 
for  shopping  as  the  women.     They  constantly  will  go 


for  days,  intending  to  purchase  some  article  they  need, 
and  in  the  rush  of  work  forget  to  do  so,  unless  in  some 
way  reminded  of  it. 

For  instance  a  person  will,  each  morning,  while 
shaving,  say  to  himself-  "Now,  I  must  buj'  some  more 
shaving  soap  to-day,"  and  yet  he  will  pass  a  dozen 
drug  stores  during  the  day  and  never  think  of  it.  It 
was  just  this  fact  that  prompted  a  dealer  on  Yonge 
Street,  Toronto,  to  display  in  a  prominent  part  of  his 
window  a  show  card  with  the  words : 

WE  HANDI;E  SHAVING  SUPPLIES 
OF  ALL  KINDS 

This  dealer  coiild  not  show  these  lines  in  his  win- 
dow all  the  time,  but  this  show  card  reminds  the  busy 
man  of  his  needs,  and  helps  to  no  little  extent  with  sales 
of  this  line. 

•     *     • 

SELLING  SHAVING  BRUSHES 

A  man  must  know  his  goods  and  be  able  to  talk  in- 
telligently about  them  in  order  to  make  sales.  He  must 
know,  for  instance,  why  the  high  priced  articles  are 
worth  more.  You  place  two  shaving  brushes  down  in 
front  of  a  prospective  buyer.  One  is  marked  25  cents 
and  the  other  $1.  If  you  expect  to  sell  the  higher 
grade  one — -and  it  is  always  better  to  sell  the  higher 
gi'ade  where  possible — you  miist  be  able  to  explain  to 
him  the  reason  for  the  price.  One  may  be  fitted  with 
real  badger  hair,  and  the  other  with  a  cheap  variety. 
They  may  both  look  and  feel  quite  similar.  It  M^ill 
probably  be  the  case  that  one  is  real  and  the  other  only 
imitation — or  one  mav  have  the  hair  well  set  and  the 
other  may  not — or  the  handles  may  vary.  There  is 
sure  to  be  a  difference,  and  it  should  be  thoroughly 
explained  to  the  customer. 

There  is  no  doubt  that  a  customer  frequently  takes  a 
low-priced  brush  where  he  would  buy  a  better  one, 
if  its  value  and  merit  were  pointed  out  to  him  properly. 


THE  SALESMAN'S  CREED 

T  believe  in  the  stuff  I  am  handing  out.  I  believe 
that  honest  stuff  can  be  passed  out  to  honest  men  by 
honest  methods.  I  believe  in  working,  not  weeping; 
in  boosting,  not  knocking;  and  in  the  pleasure  of  my 
job. 

I  believe  that  a  man  gets  what  he  goes  after,  that 
one  deed  done  to-day  is  worth  two  done  to-morrow,  and 
that  no  man  is  down  and  out  until  he  has  lost  faith  in 
himself. 

T  believe  in  to-day  and  the  work  I  am  doing,  in  to- 
morrow and  the  work  I  hope  to  do,  and  in  the  sure 
reward  which  the  future  holds. 

I  believe  in  courtesy,  in  kindness,  in  generosity,  in 
good  cheer,  in  friendship  and  honest  competition.  I 
believe  there  is  something  doing  somewhere  for  every 
man  ready  to  do  it.    I  believe  I'm  ready — right  now. 


Don 't  be  the  kind  of  a  clerk  who  goes  around  telling 
people  what  he  would  do  if  he  were  running  the  store. 
If  you  know  of  ways  to  improve  the  service,  tell  them 
to  the  boss. 
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-GiHett^ 


In  this 
Newspaper 
Advertisement 
we  explain 
to  your 
Customers 


With  men 
interested  in 
mechanics,  talk 
of  this  kind 
is  effective  in 
advertisements, 
but    even  more 
convincing    when 
it  comes  from 
YOUR   lips,    or 
those  of  your 
Salesmen. 
Do   you  and 
they   know  the 
GILLETTE 
well   enough   to 
explain   its 
advantages 
clearly  ?     If   not, 
ask  us. 


^^The  Curve  that  Makes 
the  Difference 

Looks  like  just  a  causal,  unimportant  bend  in  the  holder,  eh  ? 

In  reality  it  is  one  of  the  most  important  things  in  razordom — the 
subject  of  basic  Gillette  Patents — and  the  cause  for  the  wonderful 
adjustability  which  is  an  exclusive  Gillette  feature. 

Gripping  the  blade  close  to  its  shaving-  edges,  the  curved  outer 
plate  bends  it  down  close  to  the  toothed  guard,  and  holds  it 
ABSOLUTELY  RIGID.  This  prevents  the  vibration  which  makes 
other  razors  pull  and  cut  unevenly,  and  is  one  of  the  chief  reasons 
for  the  velvet  smoothness  of  the  Gillette  shave. 

Quite  as  important  is  the  adjustability.  Screw  the  outer  plate  up 
tight  and  it  holds  the  razor  edge  right  against  the  guard,  giving  a 
very  light  shave.  As  you  loosen  it  you  give  the  blade  more  and 
more  "  hold,"  so  that  it  shaves  closer  and  closer.  Thus  every  man 
can  get  an  adjustment  which  exactly  suits  his  beard  and  skin — a 
thing  which  he  cannot  do  with  any  other  razor  in  the  world. 

Why  not  get  an  adjuetable  Gillette  and  say  good-bye  to 
your  shaving  troubles  ?  Your  Hardware  Dealer,  Jeweler  or 
Druggist  can  show  you  an  assortment.  Standard  sets  at  $5, 
Pocket  Edition  at  $5  to  $6,  Combination  sets  at  $6.50  up. 

The  Gillette  Safety  Razor  Co.  of  Canada,  Limited 

Office   and    Factory : 

The   New  Gillette  Building,  Montreal 
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SMOKERS'  SUPPLIES,  CIGARS  and  TOBACCO 


The  Department  that  Attracts  the  Men  to  the  Drug  Store 


LOCATION  OF  CIGAR  DEPARTMENT 

"Where  should  the  cigar  department  be  located?" 
is  a  question  that  many  a  druggist  has  asked  himself. 
One  thing  is  quite  certain — it  should  be  fairly  well  to 
the  front.  Men  do  not  want  to  waste  time  in  pur- 
chasing their  supply — they  want  a  place  where  they 
can  run  in  and  get  what  they  want  in  a  hurry.  It  is 
for  this  reason  that  the  large  depai-tment  stores  always 
put  their  gents'  furnishings  as  close  as  possible  to  an 
entrance.  They  realize  that  if  they  want  to  get  the 
men's  trade  they  must  do  so.  It  is  the  same  with  cigars 
in  the  drug  store. 

Cigar  Stores  Install  Soda  Fountains.  I 

Close  to  the  soda  fountain  is  agreed  as  a  very  good 
place,  because  the  man  M-ho  comes  in  for  a  soda  drink 
is  likely  to  notice  the  cigars,  and  the  man  who  comes 
in  for  a  cigar  is  likely  in  turn  to  be  attracted  to  the 
soda  fountain. 

It  would  seem  that  these  two  lines  are  somewhat 
associated  from  the  fact  that  a  large  retail  cigar  con- 
cern in  New  York  is  installing  soda  fountains  in  its 
stores.  Be  that  as  it  may,  it  seems  advisable  that  the 
druggist  should  keep  these  two  departments  quite  close 

together. 

*     •     * 

SELLING  CIGARS  FOR  SUNDAY 

A  druggist  on  one  of  the  main  streets  of  Calgary 
makes  a  feature  of  pushing  cigars  on  Saturday  for  the 
Sunday  sm.oke.  and  finds  it  well  worth  his  while  to  do 
so.  The  man  who  smokes  always  has  considerable  spare 
time  on  Sunday  to  indulge,  and  thus  the  reason  for 
featuring  this  line  on  Saturday. 

Practically  every  Saturday  there  is  an  interior  dis- 
play made  along  this  line  with  an  appropriate  show 
card,  as  well  as  one  in  the  window.  Frequently  on 
Saturday  night,  a  portion  of  a  window  will  be  given 
over  to  this  line,  and  quite  often  reminds  passing 
people  of  the  advisibility  of  putting  in  a  supply  for 
the  next  day. 

A  "Sunday  Smoke"  Ad. 

Here  is  an  ad.  along  just  this  line : 

You'd  be  as  uneasy  as  a  fish  out  of  water  if  you 
couldn't  put  your  hand  on  a  generous  supply  of 
smokers  on  Sunday.  Get  your  supply  now.  Might  as 
well  have  the  best  while  you  are  at  it.  Here  are  two 
splendid  brands,  either  of  which  will  make  the  day  a 
day  of  enjoyment  for  you. 


GOOD  IDEA  FOR  CIGAR  WINDOW 

One  dealer  attracted  a  good  deal  of  attention  to  his 
cigar  windows  by  the  use  of  pictures  of  men  prominent 
in  the  public  eye  who  were  devoted  to  the  use  of  to- 
bacco.   He  tells  about  it  himself : 

I  borrowed  som.e  draperies  from  a  local  upholsterer, 
and  some  easels  from  a  local  fiirniture  house,  with  the 
understanding  that  T  would  display  a  window  bulletin 
announcing  that  they  had  been  loaned  for  the  occasion, 
with  the  name  of  the  house  that  had  furnished  them 
prominently  displayed,  thus  giving  them  a  little  inci- 
dental advertising. 


I  then  draped  the  window  as  attractively  as  possible, 
placed  each  of  the  portraits  upon  an  easel  and  in 
front  of  the  window  arranged  a  bulk  display  of  our 
leading  brand  of  ten-cent  cigars. 

Across  the  front  of  the  window  I  had  a  big  streamer 
which  read,  in  large  letters: 

"SOME  FAMOUS  SMOKERS." 

In  connection  with  the  bulk  display  of  cigars,  I  had 
a  good-sized  bulletin,  which  read  something  like  thus: 
"You  can  get  as  Much  Enjoyment  from  Tobacco 
as  any  of  these  Famous  Men,  if  you  Smoke  Our 

Celebrated Cigars,  at  10  Cts.'  Each,  or  Three 

for25Cts." 

This  display  was  so  distinctly  different  from  any- 
thing that  had  ever  appeared  in  a  store  window  in  that 
city  before,  that  it  did  attract  attention,  and  it  made 
people  talk.  Incidentally,  it  brought  a  considerable 
number  of  calls  for  the  brand  of  ten  cent  cigars  shown, 
and  while  the  additional  sales  were  not  enormous,  a 
number  of  new  regular  customers  for  the  brand  were 
created. 


UNIQUE  WAY  OF  DISPLAYING  PIPES 

Although  this  is  not  a  new  method,  it  is  sufficiently 
so  to  be  of  interest.  One  dealer  attracted  attention  to 
his  v/indow  by  showing  pipes  standing  upright  on  the 
window  floor  without  any  visible  means  of  support.  The 
magic  trick  was  performed  by  driving  long  pins  into 
the  window  floor.  The  hole  in  the  stem  of  the  pipe  was 
inserted  over  the  pin,  thus  causing  it  to  stand  straight 

UD. 


CIGAR-OLOGY 

One  dealer  in  cigars  puts  up  show  cards 
about  the  store  with  little  talks  which  he  heads 
"cigar-ology."  He  finds  that  quite  a  few 
men  read  them.  Here  are  some  talks  which 
might  be  used  in  such  a  way  or  for  general 
advertising : — 

We've  got  the  best  puffs  on  earth.  If  we 
can't  suit  your  smoke  taste,  you  had  better 
see  a  doctor. 

If  you  sjuoke  and  desire  a  Havana-filled  cigar 
and  an  enjoyable  smoke  at  a  price  that  makes 

smoking  an  inexpensive  luxury,  try  our  

cigars. 

The  reason  we  are  gaining  trade  every  day 
is  not  hard  to  understand — our  cigars  have 
stood  the  test — our  stock  is  kept  perfectly — 
our  method  of  doing  business  is  right. 

Scratch  a  match  and  smoke  one  of  these 
10  cent  cigars  and  the  satisfaction  and  pleasure 
experienced  will  convince  you  that  it  is  worth 
the  price. 

You  will  like  this  cigar  from  start  to  finish. 
Try  one  for  your  next  smoke  and  you  will 
come  again. 
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MASPERO 

The  Perfect  Egyptian  Cigarette 

won't  interfere  with  the  sales  of  any  other 
Cigarettes  you  handle. 

They  are  so  distinctively  different — so  very  fine  in  quality — 
that  they  will  bring  to  your  store  those  smokers  who 
don't  question  the  price  as  long  as  the  cigarettes  are 
superior. 

"  MASPERO  "  are  the  finest  of  Egyptian  Cigarettes— in 
several  sizes  and  shapes. 

STOCKED  BY  WHOLESALERS   EVERYWHERE 
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DRUGGIST  SUNDRIES  and  TOILET  GOODS 

I      A  department  of  Perfumes,   Toilet  Goods,  Rubber  Goods,  Brushes,  Combs,  Etc.       I 


Getting  Big  Results  From 
Rubber  Goods 

RUBBER  goods  form  quite  an  important  line  with 
many  druggists.  Sales  with  not  a  few  stores 
could  be  increased  by  greater  attention.  One 
of  the  necessities  to  building  up  an  established  trade  is 
that  high  quality  goods  be  handled.  It  will  take  a 
little  longer  perhaps  to  get  the  higher  priced  goods 
moving,  but  they  establish  a  reputation  for  you  that 
is  very  valuable. 

Sunlight  Deteriorates  Rubber  Goods 
Care  must  be  taken  with  rubber  goods  or  they  will 
cause  loss  to  the  dealer  and  dissatisfaction  to  his 
patrons.  Sunlight  has  a  detrimental  effect  on  them  and 
they  should  not  be  exposed  to  a  strong  sun  for  any 
length  of  time.  A  few  samples  only  should  be  shown 
in  the  case  so  as  to  guard  against  deterioration. 

In  window  display  goods  should  not  be  allowed  to 
remain  in  too  long,  and  while  on  display  should  be 
protected  from  the  direct  rays  of  the  sun. 

Heat  Does  Great  Damage 

One  dealer  advises  hot  water  bottles  to  be  partially 
filled  with  air  while  in  stock,  as  it  adds  to  the  appear- 
ance of  them  while  on  display,  and  also  prevents  the 
rubber  from  adhering  as  it  frequently  does  if  kept 
in  stock  for  any  length  of  time  without  this  precaution 
being  taken.  Heat  will  soon  do  great  damage  to  rub- 
ber goods,  and  they  should  be  kept  away  from  the  fire, 
and  should  not  be  placed  up  high  as  the  heat  ascends. 

Semi-Private  Location  Well 

It  is  advisable  perhaps  to  have  the  rubber  goods 
department  in  a  semi-private  location  in  the  store. 
A  large  majority  of  customers  are  women,  and  in 
looking  ovpr  certain  lines  the  presence  of  other  people 
might  be  embarrassing.  One  dealer  keeps  his  stock  in 
a  case  at  the  rear,  and  has  a  screen  so  that  customers 
are  shut  oflF  from  the  gaze  of  other  people  in  the  store. 
"Women  appreciate  the  courtesy. 

As  said  before,  care  is  neccessary  in  order  to  protect 
profits  on  these  goods.  The  stock  should  be  gone  over 
quite  frequently.  Stock  should  not  be  kept  where  it 
will  deteriorate.  However,  a  certain  amount  of  display 
is  necessary  in   order  to  remind  customers  that  you 

keep  these  lines. 

•    *    • 

FALL  TRADE  IN  TOILET  PREPARATIONS 

With  the  fall  winds  and  cooler  weather,  toilet  pre- 
parations that  will  preserve  the  complexion  and  pre- 
vent chapping  of  the  skin  will  be  in  greater  demand, 
and  these  are  the  lines  that  should  be  pvished  to  the 
front,  and  featured. 

Considerable  space  in  the  window  should  be  given 
to  the  showing  of  these  lines.  The  reason  is  quite 
apparent — to  remind  the  passing  customers  of  their 
needs  in  this  direction. 

Advertising  of  these  articles  should  also  be  profitable. 
The  lady  who  sees  her  complexion  being  affected  or 
any  person  with  hands  or  face  chapped  by  the  wind 
will  be  interested  in  something  that  will  cure  it.    If 


you  can  put  your  argument  in  a  convincing  manner, 
you  are  quite  likely  to  get  their  trade. 

*  *     * 

WHAT  ABOUT  A  BRUSH  WINDOW? 

Window  trimmers  agree  that  the  window  display 
that  is  devoted  to  the  showing  of  one  line  or  associated 
lines  is  productive  of  the  best  results.  The  customer's 
attention  is  concentrated  on  the  one  line,  whereas 
when  there  are  many  shown,  the  eye  wanders  over  the 
entire  display,  and  is  not  centred  on  any  one  line. 

Carrying  out  the  idea  of  one  line  display,  why  not 
a  brush  window?  In  this  all  varieties  of  brushes 
handled  by  the  druggist  can  be  shown  at  the  one  time 
—hair  brushes,  tooth  brushes,  nail  brushes,  clothes 
brushes,  whisks,  etc. 

Some  quite  attractive  displays  may  be  arranged 
with  these  combined  lines,  as  they  readily  lend  them- 
selves to  fancy  and  artistic  arrangement — for  instance, 
the  circular  arrangement  of  certain  ones  on  the  window 
floor — or  the  suspending  of  tooth  brushes  from  the 
ceiling  by  fine  white  or  gold  threads.  Altogether  it 
is  possible  to  work  out  quite  a  nice  display  in  this 
way. 

Some  show  card  such  as  "Time  to  brush  up"  or  "any 
brush  here  you  need?"  would  be  well,  while  some  deal- 
ers would  deem  it  advisable  to  also  place  a  price  card 
on  each  of  the  lines  shown. 

•  •     • 

HOW  TO  INCREASE  THE  SALE  OF  SPONGES 

V.  W.  Meek,  whose  store  is  at  the  corner  of  College 
street  and  Dovercourt  road,  Toronto,  gives  considerable 
attention  to  sponges.  At  the  front  of  his  store  he  has 
a  cabinet  with  wire  front  in  which  this  line  is  dis- 
played, the  different  grades  being  divided  according 
to  price.  By  this  means  customers  are  constantly  re- 
minded of  this  line. 

Other  dealers  would  also  do  well  to  feature  sponges, 
as  a  considerable  trade  can  be  worked  up.    A  knowl- 


SUGGESTIONS  FOR  THE  DRUGGIST 

A  good  many  druggists  are  doing  quite  a 
business  in  foot  arches.  Their  value  appeals  to 
all  those  who  need  them. 

With  the  coming  of  the  fall  winds,  toilet 
preparations  for  chapped  skin  should  be 
featured. 

When  people  want  tooth  powder,  they  gen- 
erally want  a  high  grade  article.  Are  you 
pushing  the  quality  kind? 

Why  not  push  hot  water  bags  as  a  means 
of  keeping  the  feet  warm  at  night  during  the 
fall  and  winter? 

Do  people  know  you  handle  rubber  goods? 
Acquaint  them  with  the  fact  in  some  way. 

As  the  weather  becomes  cooler,  thermometers 
will  find  a  better  sale. 

Many  druggists  could  sell  more  toilet  soap  if 
they  would  occasionally  mention  the  line  to 
customers  while  serving  them. 
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Ingram's 

PERFUMES 


Made  From  the  Flowers 


Profitable  and  Trade  Building 


There  is  something 

distinctive  about  these  perfume 

5  that  makes  them 

entirely  diff- 

erent  to 

ordinary    perfumes    and   invariably   brings  a  customer   back   for   more. 

OUR  HOLIDAY  OFFER  IS  A  WINNER 

LOOK  IT  OVER 

Cost*  You 

Selk 

1 

Doz. 

Lilac  Perfume,  1  oz. 

$6.00 

$12.00 

1/2 

lb. 

Same,  bulk 

Free 

4.00 

1 

lb. 

Meadow  Sweet,  bulk 

6.00 

12.00 

2/3 

Doz. 

"     1  oz.  boxes 

Free 

6.00 

1 

lb. 

White  Rose,  bulk 

4.00 

8.00 

1 

lb. 

Violette  de   Parme 

4.00 

8.00 

1/3 

Doz. 

Assorted  odors,  1  oz. 

Free 

2.00 

$20.00 

$52.00 

Net  Profit     -    -    - 

32.00 

THIS  is  profitable  as  it  stands,  but  our  plan  makes  it  still  more  so  for  you.     A 
post  card  request  will  bring  the  Holiday  offer  to  you  and  we  will  gladly  ex- 
plain how  you  can  make  even  better  profits  than  shown  above. 

The  Frederick  F.  Ingram  Company 


WINDSOR  ONTARIO 


u 
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edge  of  sponges  is  advisable  in  order  to  be  able  to  talk 
intelligently  about  them.  You  can  often  tell  customers 
interesting  things  about  them.  For  instance,  many- 
people  do  not  know  that  the  sponge  is  an  animal  that 
is  hooked  up  from  the  bottom  of  the  sea. 

Something  About  Sponges 

"When  sponges  are  first  taken  from  the  sea  they  are 
black  in  color.  The  whole  sponge  is  covered  with  a 
thin  caul,  which  is  a  sort  of  sieve  that  keeps  out  a  good 
deal  of  foreign  substance. 

For  two  thousand  years  sponges  have  been  hooked 
up  from  the  bottom  of  the  sea.  In  Florida  now,  how- 
ever, the  business  has  been  standardized,  and  divers 
do  the  work,  one  diver  collecting  as  many  sponges  as 
twenty-five  men  working  with  hooks  from  a  boat. 

After  the  sponge  is  taken  from  the  water  it  is 
exposed  to  the  sun,  and  this  kills  the  animal.  The  out- 
side skin  is  then  scraped  off,  and  the  sponges  are  thor- 
oughly rinsed  in  water  so  all  the  fleshy  substance  is 
washed  off.  They  are  then  put  on  strings  about  a 
yard  long,  all  sizes  mixed,  and  offered  for  sale  at  the 
various  sponge  markets. 

Sponges  are  sold  by  the  pound,  but  there  are  ways 
of  increasing  the  weight  of  sponges  by  loading  them. 
Sometimes  they  are  also  colored  or  discolored  to  make 
you  think  you  are  buying  a  Turkish  sponge  or  a  sheeps- 
wool  sponge,  when  what  you  are  getting  is  sometimes 

very  different. 

•  •     •     • 

SELL  HIGH  GRADE  TOOTH  BRUSHES 

To  sell  a  tooth  brush  may  not  require  a  crafty  and 
elaborate  approach,  but  even  in  these  small  things,  as 
in  selling  the  larger  ones,  the  clerk  must  know  when 
to  close  the  sale.  He  will  also  find  it  advisable  where 
possible  to  sell  the  higher  grade. 

In  nine  cases  out  of  ten  when  you  have  shown  the 
customer  the  superiority  of  the  25  cent  brush  he  will 
choose  it  in  preference  to  the  10  cent  or  15  cent  brush. 
Thus  you  will  protect  your  employer's  profit,  and  in 
all  probability,  the  customer  being  pleased  with  the 
better  service  the  brush  gives  him,  will  come  back 
for  another  when  he  needs  it. 

Remember  that  it  is  the  customer  both  you  and  your 
employer  are  working  for.  It  is  the  customer  who  pays 
the  wages  of  you  both.  If  it  were  not  for  the  customer 
you  and  your  employer  would  be  looking  for  other 
jobs.  So  go  just  as  quickly  to  serve  him  as  you  would 
for  your  employer,  as  the  customer  is  the  employer  of 
you  both,  and  therefore,  he  is  the  man  to  be  pleased 
if  the  store  is  to  make  money.  If  the  customers  are 
not  pleased  the  store  will  not  prosper,  and  your  chances 
of  getting  better  wages  go  a  glimmering. 

•  •     •     • 

A  STARTLING  DRUG  STORE  AD 
"Ladies  with  kids  that  need  cleaning,"  was  the 
sensational-  heading  on  the  advertisement  of  a  drug 
store  that  attracted  a  good  deal  of  attention  not  long 
ago.  The  body  of  the  ad  was  not  of  the  character  that 
some  took  the  heading  to  indicate.  It  was  as  follows: 
Ladies  who  desire  a  safe,  non-inflammable,  non- 
explosive  article  to  clean  their  kid  gloves  with,  will 
find  Blank  both  effective  and  quick  in  action. 

•     •     • 

PUSHING  SALE  OF  PERFUMES 

A  good  many  druggists  do  not  give  the  attention 
they  should  to  the  sale  of  perfumes.  This  line  is  well 
worth  considerable  effort  for  it  pays  an  appreciable 
percentage  of  profit,  and  in  addition  a  good  sized  trade 
can  be  worked  up  by  the  proper  methods.  It  is  neces- 
sary, however,  to  bring  it  to  the  attention  of  customers 


— especially  ladies — if  any  large  business  is  to  be  built 
up. 

A  druggist  in  Peterborough,  Ont.,  had  handled  per- 
fumes for  some  years,  but  did  very  little  trade  in  them. 
He  mentioned  the  fact  to  a  traveller  one  day,  who 
replied,  "Well,  I  don't  wonder  at  the  fact.  I  hardly 
knew  myself  that  you  handled  perfume.  You  keep  it 
in  one  corner  of  that  case  at  the  rear,  and  customers 
have  no  opportunity  of  knowing  that  you  handle  it." 

Specializdng  Necessary 

This  gave  the  druggist  a  cue  to  enlarging  the  sale  of 
this  line.  He  decided  to  put  a  good  sized  display  near 
the  front  where  every  lady  entering  the  store  would 
be  reminded  of  this  line.  He  emphasized  it  by  show 
cards  and  frequently  devoted  a  portion  of  the  window 
to  its  display.  In  two  months  sales  in  this  line  had 
made  a  big  jump,  and  continued  to  do  so  as  customers 
came  back  again.  "If  you  want  to  make  a  success  of 
perfumes,"  says  this  dealer,  "you  must  do  some 
specializing." 

A  Perfume  Advertisement 
The  proper  kind  of  advertising  will  assist  also  in 
boosting  sales.  "Perfumery  is  Stylish  Now"  was  the 
heading  of  an  advertisement  of  a  druggist.  The  body 
of  the  ad  read,  "We  are  informed  by  those  who  ought 
to  know  that  in  the  fashionable  society  of  New  York 
and  other  big  cities,  fine  perfumery  is  very  popular. 
We  call  your  attention  to  the  exceptionally  fine  quality 
of  the  new  imported  and  American  perfumes,  toilet 
waters,  and  sachets  that  we  are  now  showing.  You 
are  invited  to  come    in    and    sample    them    on    your 

handkerchief." 

•     »     • 

ARE  YOU  INOCULATED  WITH  "TRADITION?" 

By  J.  R.  Warden 

The  biggest  obstacle  to  overcome — for  an  office  or  a 
factory  or  a  salesman — is  tradition. 

Tradition  points  out  the  line  of  least  resistance — it 
passes  on  to  the  new  man  in  the  territory  the  faults  of 
the  man  who  preceded  him. 

Tradition   obstructs   progress — it   costs   money. 

No  one  is  immune,  but  some  are  aft'ected  more  than 
others. 

An  old  adage  says :  "Custom  oft  doth  reason  overrule, 
and  only  serves  as  reason  for  the  fool." 

Are  j'^ou  inoculated  with  tradition? 

If  you  want  to  break  into  the  big  league,  get  it  out 
of  your  system — play  ball — throw  into  the  scrap-heap 
the  "good  enough"  of  yesterday. 

Cast  the  shackles  of  custom  to  the  four  winds. 

There's  a  new  way — there's  a  better  way. 

Because  grandfather  read  by  candlelight  is  no  reason 
why  yoii  should.  Respect  his  memory  but  forget  his 
methods. 

Your  heritage  includes  a  few  original  ideas — dig  'em 
up. 

Our  business  isn't  so  different  that  new  and  better 
ways  can't  be  applied. 

Just  because  that  particular  territory  always  has 
been  worked  one  way  is  no  proof  that  there  isn't  an- 
other and  better  way. 

Look  for  the  better  way — be  open  to  conviction — 
look  at  your  work  from  another  angle,  get  another  per- 
spective— you  don't  know  what  you'll  see  till  you  look 
— ^you  don't  know  what  you  can  do  till  you  try. 

If  you're  inoculated,  find  the  antidote  and  take  it 
— hand  Tradition  a  solar-plexus  blow  that  will  put  it 
to  sleep  for  all  time. 

Then,  play  the  game  according  to  the  new  rules,  and 
watch  youf  score. 
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Frossfi 


Pharmaceutical 


There  are  reliable  pharmaceuticals 

made  by  others  —  there  are  also 

other  pharmaceuticals 


Specify  **Frosst's**  on  Your  Next  Order 


"STORE  MANAGEMENT   COMPLETE" 

272P.«e.        ONLY  ONE  DOLLAR      13  ch.pter. 

Tells  all  about  the  management  of  a 
Store,  so  that  not  only  the  greatest 
sales  but  the  largest  profit  may  be 
realized. — By  Frank  Farrington. 

COMMERCIAL  PRESS,  Ltd.,  32  Colborne  St.,  Toronto 


READ   THIS   ISSUE  FROM 
COVER  TO  COVER 

Then  you  will  agree  that  this  Paper 
is  worth  ten  times  the  price. 

$1.00  Decamber  next  year 
Send  yoar  Subtcription  in  to-day 

THE   COMMERCIAL    PRESS,    LIMITED 

32  Colborna  Street,  Toronto 


E.  A.  KANTEL 

NOTHING     BUT 

BRUSHES   AND   TOILET  ARTICLES 

FACTORY'S    SELLING    AGENT 
189   CHURCH   STREET  TORONTO,  CANADA 


IF    YOU    KNOW    THIS    SOURCE 
OF    SUPPLY 


NUFF    SAID 


IF    NOT 


LET'S  GET  ACQUAINTED 


REGISTERED 
FACTORY    TRADE    MARKS 


INDIA. 


IVORY 
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Make  Money  Out  of 
Baled  Waste  Paper 

Any  retail  grocer  and 
general  storekeeper,  large 
or  small,  can  make  money 
out  of 

SCHICK'S 

All  Steel 

Baling  Press 

for  waste  paper. 

It    quickly    and    easily 

makes  bales  weighing  150 

pounds,  measuring  18  x  20 

X  33  inches.      One  boy  can 

operate  it  in  odd  times. 

And  you  get  two  advantages  from  it — (1)  baling  waste 

paper  greatly  reduces  fire  risk  and  often  gives  you  a  lower 

insurance  rate;  and  (2)  it  fixes  it  so  that  you  can  sell  it. 

There  is  always  a  market  for  baled   waste   paper. 

Write  for  prices  and  terms  shown  in  catalog  No  16 

Davenport  Mfg.  Company 

DAVENPORT       -       IOWA 


Current  Prices     Drugs  and  Chemicals 

Cocaine  is  remarkably  low,  and  sale  through  legitimate  sources  is  decreasing  in  Ontario.       Buchu  is  very  high. 

The  prices  quoted  below  are  for  the  most  part  in  original  packages,  and  the  Retailer  will  appreciate  the  significance  of  this 


Acetanilid lb  $0 .  40 

Acid— Carbolic     lb  16  Vz 

Citric lb  .67 

Salicylic     lb  .65 

Alcohol — B.    P gal.  5. 10 

Wood     gal.  1 .  00 

Ammonium — Brom lb  .74 

Iodide     ft  5.00 

Atropine   Sulpb oz.  4.50 

Acid — Acetic                          lb  .  12 

Arsenious,    iump    lb  .35 

Commercial     lb  .12 

Benzoic,      Eng.       (from 

benzoin)     '.  .oz.  .30 

German     oz.  .10 

Citric    lb  .67 

Gallic      lb  .90 

Hydrobromic      lb  .35 

Hydrocyanic      oz.  .12 

Lactic,  concentrated    ..lb  1.20 

Mariutic      ...     lb  .05 

Chem.    pure    lb  .20 

Nitric    lb  .12 

Chem.    pure     25 

Oleic     lb  .50 

Oxalic     lb  .13 

Phosphoric,    syrupy     .  .  tb  .50 

Dilute      lb  .16 

Sulphuric    lb  .04 

Chem.   pure    lb  .20 

Aromatic     lb  .60 

Tannic    lb  .85 

Tartaric,    powdered     .  .  lb  .32 

Adeps    Lanae     lb  .40 

Alcohol — Wood      gal.  1 .00 

Albolene     lb  .30 

Aloin oz.  .20' 

Alum     lb  .03 

Ammonia — Arom.     Spts      lb  .65 

Amyl  Acetate lb  .50 

Arayl    Nitrite     oz.  .20 

Antipyrine      oz.  .40 

Antimony,    black  powd.      lb  .12 

And   potas.    tart    lb  .40 

Apomorphia      gr.  .05 

Arro'vroot,    Bermuda     ...  lb  .85 

.Famaica     lb  .20 

Aristol    (see  Di-Thymol)   02.  1.75 

Aspirin     oz.  .65 

Bismuth — Sub.   carb.    ...  lb  3 .  00 

Sub.    nit lb  2 .  70 

Balsjim.    Canada    iT)  .75 

Copaiba     lb  .75 

Peru     lb  3.25 

Tolu      n>  .45 

Borax      lb  .00 


Powdered    Tb 

Bri>ninforni     oz. 

Broniini'    ....     oz. 

Ca£feine    lb 

Citrate     lb 

Camphor     lb 

Chloroform  com lb 

Cocaine,    H.C.L tb 

Codeine    Phos oz. 

Cocoa    Butter     lb 

Cadmium,    Bromide    .  .  .  .  oz. 

Todide     oz. 

Calcium    Chlor.,    crystals,  lb 

Sticks     lb 

Capsicum      lb 

Powdered      lb 

Carbon,    Bisulphide     .  .  .  .  H) 

Cerium    Oxalate     oz. 

Chalk,    French,    powd. ...  lb 

Precipitated      lb 

Prepared     lb 

Chloralmid      oz. 

(jhloral   Hydrate    lb 

Cinchonine,    Muriate     ...oz. 

Sulphate     oz. 

Cinchonidia,  Sulphate ..  .oz. 
Cloves   lb 

Powdered      lb 

Cochineal,     S.G lb 

Black    lb 

Collodion     lb 

(jnlocynth      lb 

Powdered      lb 

Copper,    Carbonate     lb 

Sulphate     lb 

Oxide    !b 

Copperas     lb 

Cotton,   absorbent    lb 

Cotton  Seed  Oil lb 

Cream  Tartar,   powdered,  lb 

Creolin     lb 

Ether,    Acetic     lb 

Nitrous.    Spirits     lb 

Sulphuric     725    lb 

Glycerine    tb 

Gupi    Aloes,    Barb     lb 

Powdered      lb 

Cape      lb 

Powdered      lb 

Socot     lb 

Powdered      lb 

Arabic,     Select     lb 

Powdered   lb 

Benzoin     lb 

Catechu     lb 

Powdered     lb 


.07 
.15 
.10 

4.60 

3.30 
.64 
.40 

2.15 

4.15 
.60 
.12 
.45 
.30 
.75 
.20 
.25 
.18 
.16 
.06 
.10 
.06 
.45 

1.05 
.25 
.25 
.45 
.30 
.35 
.70 
.50 
.55 
.50 
.70 
.35 
.08 
.55 

•  .01 
.23 

1.00 
.28 
.60 
.60 
.45 
.45 
.26 
.20 
.30 
.20 
.30 
.30 
.40 
.45 
.50 
.50 
.20 
.26 


Gamboge     lb 

Powdered     lb 

Guaiacum   lb 

Myrrh      Tb 

Tamarac     lb 

Tragacanth     tb 

Herb— 

Horehound,   in  ozs.    ...  lb 
Lobelia     lb 

Iodoform    lb 

Iodine,    commercial     ....oz. 
Resublimed      ,.  .oz. 

Iron,   carbonate,  precipit .  Tb 

Saccharated lb 

Citrate  and  Ammo- 
nium      lb 

Quinine   and  Strych- 
nine     oz. 

And    Strychnine    oz. 

Iodide,    Syrup    Tb 

Sulphate,    pure    lb 

Lithium — caro lb 

Citrate    lb 

Salicylic     lb 

Menthol lb 

Mercury — Sub.    Chlor. ...  lb 

Bichlor lb 

Amm.    chlor lb 

Morphine    Sulph oz. 

Milk     Sugar     

Oil — ^Aniseed     lb 

Bergamot     lb 

Cedar    lb 

Cloves     lb 

Encaljrptus     lb 

Peppermint    lb 

Santal  E.  I.  • lb 

Oil — Coriander     oz. 

Coton     Seed     gal. 

*  Croton     lb 

Cubeb     lb 

Fennel    oz. 

Fusel     lb 

Hemlock     lb 

Juniper  wood lb 

.Tuniper,   berries    oz. 

Origanum      Tb 

Pennyroyal     lb 

Sassafras      Tb 

Ointment   Mercurial    .       .  lb 

Belladona     lb 

Blue      lb 

Canthar    lb 

Carbolic     Tb 

Citrine      Tb 


1.35  Gallae lb 

1.50  Ointment — 

.45  Galls  and   Opium    ....lb 

.  45  Iodine     lb 

1 .  50  Comp Tb 

1 .  20  Resin     lb 

Sulphur    11} 

28  Zinc  Oxide lb 

!20       Pepsin     lb 

6.20       Fhenacetine     lb 

•Jf  Potassium — Bromide     ...  lb 

•35  Iodide     tb 

.15  Protropin    (and   Formin)    oz. 

.35       Quinine  Sulph oz. 

Resorcln     lb 

.  60       Senna     lb 

Soda — Brom lb 

.35  Iodide lb 

.20  SaUcyl    lb 

.40  Soda,   Ash    ....keg  or  cask 

.08  Caustic    drum  or   lb 

1.10        Sodium.    Acetate     lb 

1 .  54  Benzoate     1T> 

1 .  50        Spermaceti     lb 

9.75        Strychnine      oz. 

1 .  02  Sulphate     oz. 

.92  Strontium,  bromide,  crys..lb 

1 .  10  Powdered     lb 

3. 20        Terpin  hydrate    lb 

Thymol      lb 

2.48        Trional      oz. 

7.00  Turpentine,     spirits     ...gal. 

.  40  Venice     Tb 

1.70  Urotropiii    (and  Formin)  oz. 

.63  Tablets,    20 's     box 

3.90        Veratria      oz. 

7 .  00        Verdigris      lb 

.  75        Wax  Ceracine    lb 

1 .  00  Baylberry      lb 

1 .  75  Carnauba    Tb 

1 .  75  .lapan    lb 

.20  Paraffine Tb 

.  80  White     No.    1     Tb 

.45  No.    2    lb 

.  40  Yellow     lb 

.15  Zinc,  chloride,   fused   .  .  .oz. 

.  40  Iodide     oz. 

3.00  Oxide      lb 

.60  Slearate      oz. 

.70  Compound      oz. 

.  60  Aristol      oz. 

.65  Ichthyol      oz. 

.  75  Sulphate,    pure    lb 

.  40  Common      lb 

.  40  Sulphocarbolate     lb 


.50 

1.25 

.80 

.75 

.30 

.40 

.40 

4.20 

.95 

.57 

3.85 

.20 

.28 

.90 

.13 

.70 

4.26 

.50 

.2% 

.2% 

.25 

.90 

.55 

.90 

.90 

.80 

2.50 

1.10 

4.00 

1.20 

.70 

12  H 

.20 

2.25 
.30 
.30 
.40 
.70 
.25 
.15 
.65 
.45 
.45 
.10 
.65 
.15 
.20 
.50 

3.00 
.80 
.10 
.06 
.80 
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On  the  Threshold 
of  Another  Year. 


We  now  stand  upon  the  thresh- 
old of  another  year,  with  twelve 
months,  full  of  excellent  oppor- 
tunities, stretching  out  before  us.  It  is  the  sincere  wish 
of  The  Retail  Druggist  that  the  new  year  may  usher 
in  a  new  and  greater  era  of  prosperity  and  success  to 
the  drug  trade  of  Canada. 

As  the  candles  of  the  old  year  flicker,  and  we  enter 
upon  another  year,  it  is  well  that  we  take  a  glance  back 
over  the  twelve  months  that  have  just  passed,  and 
guided  by  the  experiences  during  that  time,  plan  for 
the  year  ahead. 

Looking  back  over  1913,  the  dealer  cannot  help  but 
recall  some  things  that  might  have  beeii  done  better — 
some  ways  in  which  his  business  might  have  been  in- 
creased. He  knows  also  the  things  that  have  done  the 
most  in  bringing  increased  sales  during  the  year.  Now, 
to  plan  for  the  ensuing  year,  incorporating  in  the 
scheme  of  action,  those  things  that  have  proved  most 
beneficial  in  the  past  year — discarding  those  things 
that  have  retarded  progress. 

The  clink  of  the  cash  register  is  pretty  sweet 
music  to  the  dealer's  ear. 


That  Amendment  to 
The  Criminal  Code, 


Druggists  are  wondering  just 
where  they  stand  as  a  result  of 
the  new  amendment  to  the  Crim- 
inal Code  of  the  Dominion,  which  was  quietly  slipped 
through  at  the  last  session  of  Parliament  without  the 
knowledge  or  consultation  of  pharmaceutical  associa- 
tions or  members  of  the  trade,  although  they  are  the 
ones  vitally  concerned,  and  should  at  least  have  re- 
ceived notice  before  such  a  drastic  amendment  as  the 
one  in  question  was  put  through. 
That  the  druggists,  as  well  as  manufacturers,  are 


perturbed  over  the  amendment  is  shown  by  the  letters 
that  have  been  received  by  the  colleges,  enquiring  as  to 
its  exact  bearing  on  the  advertising  and  sale  of  reme- 
dies for  venereal  diseases.  Paragraph  (c)  of  section 
207  of  the  Criminal  Code  as  now  amended  reads: 
"Everyone  is  guilty  of  an  indictable  offence  and  liable 
to  two  years'  imprisonment  who  knowingly,  without 
lawful  justification  or  excuse — - 

"Offers  to  sell,  advertises,  publishes  an  advertise- 
ment of,  or  has  for  sale  or  disposal,  any  means  or 
instructions,  or  any  medicine,  drug  or  article  in- 
tended or  represented  as  a  means  of  preventing  con- 
ception or  of  causing  abortion  or  mis-carriage,  or  ad- 
vertises or  publishes  an  advertisement  of  any  means, 
instructions,  medicine,  drug  or  article,  for  restoring 
sexual  virility  or  curing  venereal  disease  or  diseases 
of  the  generative  organs." 

The  first  part  of  the  section  seems  to  be  fairly  plain 
in  that  it  positively  prohibits  the  advertising  or  sale  or 
having  for  sale,  of  any  means,  instructions,  medcine, 
drug  or  article  for  the  purposes  mentioned.  There  is 
much  room  for  difference  of  opinion  in  regard  to  the 
second  part  of  the  section,  regarding  the  advertising  of 
remedies  for  restoring  sexual  virility  or  curing  venereal 
diseases.  The  word  "advertise"  might  be  held  to  have 
a  pretty  wide  meaning,  and  is  argued  by  some  to  in- 
chide  display  or  even  a  label. 

Opinions  as  to  this  are  practically  valueless,  even 
from  legal  men,  because  the  judges  might  differ  mater- 
ially from  them.  It  would  seem  that  only  a  test  case 
will  decide  the  question  definitely.  It  would  appear, 
however,  that  those  who  had  the  amendment  passed 
meant  only  to  prohibit  the  advertising  prominently  as 
by  the  public  press,  or  they  would  have  more  specific- 
ally defined  the  meaning  of  the  word  "advertise." 

Always  remernber  that  the  person  who  comes 
in  to  look,  may  remaiti  to  buy.  , 

Cut  Flowers  There  is  a  good  deal  of- extra 

as  a  Side  Line.  profit  to  be  picked  up  on  side 

lines  by  the  dealer  who  is  on 
the  watch  for  opportunities  to  add  to  his  sales.  One 
of  these  side  lines  which  quite  a  few  dealers  are  using 
to  advantage  is  cut  flowers.  The  drug  store  seems  to 
be  a  recognized  place  for  the  sale  of  this  line. 

It  is  reported  that  one  druggist  in  a  large  Canadian 
city  makes  around  $1,000  a  year  profit  on  cut  flowers 
alone.  The  writer  knows  of  one  firm  in  Toronto  whose 
sales  in  cut  flowers  for  the  year  average  20  per  cent,  of 
their  total  business.  "While  most  druggists^ could  never 
aspire  to  anything  like  this,  nevertheless  it  shows  the 
possibilities  in  this  direction. 

Nor  is  it  confined  alone  to  city  druggists.  For  in- 
stance, ft  dealer  iu  a  small  towu  told  recently  how  he 
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handled  cut  flowers  to  good  advantage  on  special  occa- 
sions, such  as  holidays  and  when  local  balls  and  social 
events  were  being  held.  These  are  brought  in  by  ex- 
press on  the  last  train  before  needed,  but  orders  are 
taken  in  advance — a  card  in  the  window  announcing 
their  arrival.  As  the  dealer  himself  said,  "On  these 
occasions  the  profits  on  the  cut  flowers  pays  the  clerk's 
salary  for  the  day." 

It  is  a  line  which  other  dealers  would  do  well  to  con- 
sider the  advisability  of  taking  up. 

Their  interest  in  sales  isn't  the  reason  some 
clerks  give  so  much  attention  to  the  candy  case. 

Let  the  Price  There    is    at    present  a  price 

Cutters  Show  cutting  war  being  waged  with 

Their  Hand.  great  vigor  among  the  drug- 

gists in  an  Ontario  city  of 
some  50.000  population,  and  a  review  of  how  it  came 
about  is  interesting.  For  many  years  the  druggists  of 
this  city  worked  together  well,  prices  being  maintained 
at  a  fair  margin  of  profit,  and  service  and  quality  being 
the  points  upon  which  the  dealers  competed.  The  busi- 
ness sea  was  smooth,  and  favorable  progress  was  being 
made,  when  a  new  firm,  believing  they  saw  an  opening 
in  this  city,  decided  to  open  up  a  store.  Naturally  the 
dealers  somewhat  resented  the  entry  of  more  com- 
petition into  the  field,  and  there  was  some  degree  of 
consternation  when  it  was  whispered  about  that  the 
new  firm  were  to  conduct  what  is  commonly  known 
as  a  "cut  rate"  business.  The  firm  themselves  made 
no  announcement  or  gave  no  outward  indication  that 
they  would  adopt  such  a  policy,  nor  was  there  any- 
thing in  the  name  given  to  their  store  to  indicate  it. 
In  fact,  the  writer  has  been  given  to  understand  that 
they  did  not  intend  to  conduct  a  cut  rate  business — 
merely  to  have  a  few  "specials"  to  attract  customers 
to  the  store. 

However,  some  of  the  druggists,  believing  that  cut 
rate  methods  were  about  to  be  introdiiced  in  the  city, 
and  feeling  that  they  would  have  to  meet  the  cut  rates, 
decided  that  if  such  methods  were  about  to  come  into 
vogue,  that  it  would  be  better  for  them  to  be  the  origin- 
ators— or  it  may  have  been  that  they  thought  that  by 
jumping  into  the  game  strong  that  they  would  at  once 
squelch  their  new  competitors.  At  any  rate,  without 
waiting  for  the  new  entrants  to  show  their  hand  or  to 
ascertain  for  sure  whether  cut  rate  tactics  were  to  be 
adopted,  a  couple  of  the  established  firms  opened  fire 
by  slashing  prices  and  announcing  it  in  large  space  in 
the  local  papers.  Other  firms,  not  to  be  outdone,  enter- 
ed into  the  game,  one  after  another.  The  battle  waged 
warm  with  prices  further  shattered. 

Just  how  the  price  cutting  war  will  terminate  is 
uncertain.  The  battle  still  continues,  and  of  course 
the  new  firm  are  in  it  too.  Whether  or  not  they  origin- 
ally intended  to  adopt  cut  rate  tactics,  they  have  been 
forced  into  it,  and  so  are  going  the  limit.  One  thing  at 
least  is  certain.  The  drug  business  in  that  city  has 
been  seriously  afl'ected.  Profits  have  been  reduced. 
Prices  have  been  cut  below  the  regular  selling  figures, 
and  even  if  the  war  ends,  it  will  be  difficult  to  get 
them  back  to  normal. 

It  seems  that  the  established  dealers  were  somewhat 
too  hasty  in  jumping  so  hurriedly  into  the  cut  rate 
business.  It  would  have  been  wiser  at  least  to  have 
waited  for  the  new  firm  to  show  their  hand.  If  instead 
they  had  given  more  attention  to  the  quality  of  their 
g"ods  and  service,  it  would  have  been  better  business. 
These  are  the  things  that  build  for  a  sound  trad?  in 
flpy  Ijtte  of  bwsJness  to-day. 


Sale  of  Alcohol  A    so-called    humorist    at    a 

by  Ontario  Druggists.  Toronto  theatre  recently  an- 
nounced that  his  next  song 
would  be  "Don't  worry  little  drug  store,  you'll  be  a 
bar  room  yet."  As  far  as  Ontario  is  concerned,  the 
tendency  is  decidedly  in  the  opposite  direction,  and 
that  with  a  vengeance,  for  under  recent  rulings  of 
magistrates,  it  is  illegal  to  sell  alcohol  even  for  the 
ordinary  purposes  for  which  druggists  have  been 
accustomed  in  the  past.  Only  in  case  of  accident  or 
fainting  is  its  sale  permissible,  according  to  recent 
police  court  cases,  where  dealers  have  been  haled  into 
court  and  had  a  fine  of  $100  extracted  from  them. 

It  is  probable  that  the  present  restriction  was  never 
intended  by  the  Government  when  the  License  Act  was 
last  revised,  but  nevertheless  it  has  been  interpreted  by 
magistrates  in  two  cities  that  a  druggist  can  sell  alcohol 
only  when  such  is  required  in  case  of  accident  or  faint- 
ing— and  then  only  in  quantities  not  exceeding  six 
ounces.  Druggists  in  Ontario,  therefore,  who  do  not 
wish  to  contribute  an  assessment  of  $100  would  do  well 
to  sell  alcohol  only  as  the  law  prescribes,  especially  as 
under  the  Act,  the  magistrate's  decision  is  final. 

You  may  not  be  in  business  for  your  health, 
but  you  lose  your  business  if  you  lose  your 
health. 


Be  Accurate 
in  Stock-Taking. 


A  good  deal  of  space  is  devoted 
in  this  issue  to  stock-taking, 
although  no  more  than  its 
importance  warrants.  Every  dealer  should  take  stock, 
and  make  out  a  financial  statement,  at  least  once  a 
year.  It  unearths  so  many  particulars  of  his  business 
that  could  not  otherwise  be  secured,  and  shows  him 
so  clearly  the  standing  of  his  business,  as  well  as  the 
progress  made  during  the  year,  that  its  big  value  is 
conceded  by  every  business  man  who  makes  a  practice 
of  taking  an  annual  inventory. 

The  need  of  stock-taking  being  recognized,  it  is  well 
that  the  need  of  accuracy  in  the  work  be  impressed  on 
the  dealer.  Stock  is  taken  to  show  the  exact  standing 
of  the  business,  even  though  it  may  not  show  up  so 
well  as  the  dealer  would  wish.  There  is,  of  course,  a 
big  temptation  for  the  dealer  to  try  to  make  a  showing, 
but  he  should  overcome  this  temptation.  We  all 
realize  that  it  gives  pleasure  at  the  time  to  give  in  to 
some  of  our  temptations,  but  there  comes  a  time  of 
awakening  when  we  realize  the  folly  of  our  ways. 

A  man  should  at  least  be  honest  with  himself,  and 
refrain  from  straining  any  points  that  might  make 
the  annual  statement  look  better.  It  is  far  better  to 
underestimate,  because  a  man  can  always  stand  to  be 
a  little  better  off  than  he  figures,  although  sometimes 
he  can't  afford  to  be  any  worse  off  financially  than  he 
thinks  he  is. 

Appearances  are  deceptive.  Many  a  weak 
looking  woman  has  all  the  bill  collectors  and 
druggists  scared  to  death. 


The  Liffht  Cure 
For  Dull  Trade. 


Two  years  ago  the  merchants 
on  Dalhousie  street,  Brantford, 
Out.,  during  the  Christmas 
campaign  made  a  special  effort  to  attract  business  and 
attention  to  this  particular  street.  Among  other  things 
tov/ards  this  end  they  brilliantly  illuminated  the  street 
with  arc  lights,  with  strings  of  smaller  lights  running 
into  the  buildings  at  intervals. 

Dalhousie  street  is  in  a  way  a  side  street,  or  at  least 
it  clo5S  not  iJiijoj'  the  ftdv^mtage  of  a  car  line  as  itsj 
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two  competing  streets,  Market  and  Colborne.  How- 
ever, as  a  result  of  this  campaign,  it  was  brought  into 
greater  prominence,  causing  not  only  a  temporary,  but 
a  permanent  benefit  to  the  merchants  on  it.  Of  course 
this  cost  money,  but  the  merchants  who  contributed 
towards  it,  although  some  were  rather  doubtful  when 
the  scheme  was  first  launched,  declare  it  was  an  ex- 
cellent investment  for  them. 

Tn  the  same  way,  merchants,  not  only  collectively  but 
also  individually,  can  increase  trade  by  spending  a 
little  more  money  on  lighting  facilities.  The  bright 
windows  attract  customers  and  sell  goods.  No  one 
likes  to  go  into  the  store  that  is  not  well  lighted,  and 
are  not  so  likely  to  buy  when  they  do  enter  as  if  goods 
were  shown  up  to  advantage  by  plenty  of  light. 

Money  expended  by  the  merchant  in  good  lighting 
is  generally  money  well  spent.  Especially  around  the 
Christmas  season  is  this  so.  But  even  outside  of  the 
festive  season,  light  will  be  found  a  good  cure  for  dull 
trade. 

Count  that  day  lost  whose  slow  descending  sun  ' 
Finds  prices  shot  to  pieces,  and  biisittess  done 
for  fun. 

Get  Out  After  There  is  always  danger  of  the 

New  Ideas.  merchant  getting  into  a  rut — 

of  sticking  to  old  and  labor- 
ious methods  of  doing  business,  when  more  modem  and 
more  profitable  ones  might  be  employed.  This  is  espe- 
cially s^  with  the  man  who  sticks  everlastingly  to  his 
business,  never  getting  out  to  see  just  how  other  dealers 
in  his  particular  line  conduct  their  stores. 

Just  as  the  merchant  who  would  progress  and  ex- 
pand must  get  out  after  new  business,  so  must  the 
dealer  who  would  succeed  get  out  after  new  and 
up-to-date  ideas  for  conducting  and  increasing  his 
business. 

The  writer  knows  of  a  dealer  in  a  comparatively 
small  town  who  makes  a  practice  of  regularly  visiting 
larger  centres  in  order  to  secure  new  ideas  and 
methods.  He  makes  the  round  of  the  stores,  and  from 
each  trip  brings  back  many  ideas  on  window  trimming, 
display,  etc.,  that  he  is  able  to  work  into  his  business 
to  advantage. 

He  considers  such  trips  profitable  and  charges  them 
up  to  the  expense  account  of  the  store.  They  do  not 
cost  him  much  either,  for  a  person  can  do  a  lot  of 
looking  around  in  a  day.  He  also  generally  plans  to 
make  his  trips  around  holidays  when  reduced  rates  can 
be  obtained  on  the  railroads. 

If  more  dealers  would  follow  this  plan  of  getting 
out  in  search  of  modern  and  progressive  ideas,  they 
would  become  better  merchants  and  their  business 
would  be  benefited.  No  dealer  has  a  monopoly  on  the 
creating  of  all  the  good  merchandising  plans.  Even 
the  cleverest  dealer  must  admit  that  he  can  frequently 
learn  from  the  other  fellow. 

Be  good  natured  with  people,  but  don't  think 
you  must  be  so  to  the  extent  of  letting  them 
trespass  on  your  rights. 


A  Twenty-Mile 
Parcel  Post  Zone 


Two  rather  definite  statements 
have  recently  been  made  regard- 
ing the  proposed  parcel  post  sys- 
tem. One  is  to  the  effect  that  it  will  certainly  go  into 
operation  within  a  short  time.  The  other  is  that  the 
zones  will  have  a  twenty-mile  radius. 

To  the  retail  dealers  of  various     kinds     the     chief 
interest  will  centre  around  the  announcement  regard- 
ing the  zone  system. 
It  is  said  that  the  zone  is  fixed  at  twenty  miles  in 


consideration  for  the  interests  of  the  country  retailer. 

A  zone  of  twenty  miles  should  certainly  benefit  the 
country  retailer,  and  in  a  two-fold  way.  In  the  first 
place  it  will  clip  to  some  extent  the  wings  of  the  de- 
partment stores.  Under  the  zone  system  the  farther 
they  send  their  merchandise  the  higher  will  be  the  rate 
of  postage.  The  benefit  to  the  retailer  in  the  second 
place  will  be  that  a  zone  with  a  radius  of  twenty  miles 
ought  to  facilitate  his  own  distribution  of  merchandise. 

Until,  however,  the  details  of  the  system  are  made 
public,  our  knowledge  of  its  provisions  must  necessarily 
be  limited. 

In  the  meantime,  however,  country  dealers  cannot  go 
far  astray  if  they  begin  to  prepare  plans  of  campaign 
whereby  they  will  be  in  a  position  to  take  advantage  of 
the  provisions  of  the  parcel  post  system  as  soon  as 
possible  after  it  goes  into  operation.  Of  one  thing  we 
may  all  be  certain:  the  department  stores  will  have 
their  ammunition  ready. 


SHORT  NOTES  FROM  THE  EDITOR'S  PEN 

To  cut  the  price  means  to  cut  the  profit. 

•  •     • 

An  ounce  of  accomplishment  is  worth  a  pound  of 

idle  dreams. 

•  •     • 

Now  is  the  time  to  push  your  cold  cures  and  cough 

medicines. 

•  •    • 

Investing  in  good  fixtures    is    generally    spending 

money  to  make  money. 

•  •     • 

The  great  value  of  small  sales  is  that  they  pave  the 

way  to  larger  ones. 

•  •    • 

Too  long  hours  are  bad  for  the  health  and  therefore 

bad  for  business. 

•  •    • 

Though  the  festive  season  is  over,  it  is  well  to  main- 
tain that  Christmasy  spirit  of  cheerfulness  in  the  store. 

•  •     • 

It  has  been  said  that  like  attracts  like,  but  what  about 
hot  drinks  attracting  a  cold  person? 

•  •     • 

One  suggestion  that  the  wise  dealer  avoids  is  that 
customers  purchase  some  of  his  bedbug  destroyer. 

•  •     • 

Teaching  will  never  make  you  a  successful  man  if 
you  have  had  your  appendix  of  ambition  removed. 

•  •     • 

"Do  your  kids  need  cleaning?"  was  the  sensational 
heading  of  a  druggist's  ad.    We  might  explain  that  it 

referred  to  kid  gloves. 

•  •     • 

One  little  letter  makes  a  lot  of  difference.  For 
instance,  where  is  the  dealer  who  would  not  rather  see 
"stationery  sales"  than  "stationary  sales?" 

•  •     • 

The  clerk  who  is  trying  to  sell  photographic  sup- 
plies, and  who  has  never  taken  pictures  himself,  is 
working  under  a  disadvantage  that  could  easily  and 
profitably  be  removed. 

It  is  generally  conceded  a  mistake  for  a  girl  to  marry 
a  man  to  reform  him.  It  is  about  the  same  kind  of  a 
mistake  to  hire  a  man  to  reform  him. 

•  •     •. 

Do  not  overestimate  in  stock-taking.  It  may  make 
vou  feel  fine  at  the  time,  but  like  going  on  a  spree— you 
feel  pretty  good  at  the  time,  but  the  proverbial  "morn- 
ing after"  shows  you  the  folly  of  your  ways,  A  man 
should  at  least  be  honest  with  himself, 
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News  from  Coast  to  Coast  of  Interest  to  Druggists 


What  is  going  on  all  over  Canada  of  in- 
terest to  men  engaged  in  the  drug  business. 


WOULD  CROWD  DRUGGISTS  OUT  OF  TOBACCO 
TRADE 

Montreal  Tobacconists  Want  a  License  Imposed 

MONTREAL  (SPECIAL)— The  tobacconists  of  this 
city  would  exclude  the  druggist  from  dealing  in  to- 
bacco. They  want  all  the  trade  in  this  line  to  be  in 
their  own  hands.  They  are  out  with  a  cry,  "The 
tobacco  business  for  tobacconists,"  and  not  long  ago 
formed  themselves  into  an  association  with  this  aim, 
under  the  name  of  "The  Montreal  Protective  Retailers' 
Association  of  Tobacco  and  Cigars."  The  leaders  in 
the  movement  would  impose  a  tax  of  $50  on  all  dealers 
selling  tobacco,  thus  hoping  to  exclude  the  druggists 
and  grocers  who  handle  tobacco  as  a  side  line,  and  who 
could  not,  for  the  amount  of  trade  they  do,  afford  to 
pay  a  license  of  $50. 

Say  Some  Drugiifists  are  Selling  at  Too  Low  Prices 

The  tobacconists  claim  that  when  manufacturers 
raised  prices  in  October,  that  many  of  the  dealers 
treating  tobacco  as  a  side  line,  being  afraid  of  losing 
their  trade,  did  not  raise  their  prices,  and  that  custom- 
ers who  bought  from  these  dealers  thought  the 
tobacconists  were  overcharging  them. 

It  is  agreed  that  every  dealer  should  get  a  fair  profit 
on  all  goods  sold,  and  that  if  the  price  of  goods  to  him 
is  raised,  that  he  should  get  a  higher  selling  price  for 
it,  but  there  is  nothing  to  substantiate  the  claim  that 
druggists  in  general  are  not  asking  a  price  that  allows 
a  fair  profit  or  that  they  do  not  proportion  their  selling 
prices  to  cost  as  the  latter  go  up.  There  may  be  some 
exceptions  here  and  there,  but  the  same  thing  is  true 
of  straight  tobacconists. 

Would  Impose  Tax  of  $50  per  Head 

"The  city  should  put  a  tax  of  $50  a  head  on  all 
tobacconists,"  says  A.  Michaels,  one  of  the  committee. 
"They  would  not  object,  and  it  would  put  an  end  to 
all  these  little  shops  which  sell  tobacco  as  a  side  line." 

"The  chief  thing  we  want  to  do,"  he  says,  "is  to  get 
the  business  of  the  tobacconist  confined  to  those  who 
are  legitimate  traders  and  have  studied  the  subject. 
It  is  not  fair,  either  to  smokers  or  to  us,  that  people 
should  be  able  to  go  into  a  candy  store  or  druggist's 
and  buy  tobacco." 

As  to  the  latter  question,  a  local  druggist  points  out 
that  there  are  many  druggists  building  up  a  successful 
business  in  tobaccos,  and  seem  to  be  able  to  cater  to 
the  best  interests  of  smokers,  else  they  would  not  get 
the  trade. 


DEPARTMENT    REPORTS    ON    INSPECTION    OP 
SEIDLITZ  POWDERS 

OTTAWA,  ONT.— The  Inland  Revenue  Department 
has  issued  a  bulletin  on  the  first  general  inspection  of 
Seidlitz  powders  in  Canada.  The  report  shows  an 
unexpected  degree  of  carelessness  or  fraud  in  the 
manufacture  of  Seidlitz  powders,  says  A.  McGill,  chief 
analyst.  This,  he  explains,  may  be  partly  due  to  the 
impression  that  a  Seidlitz  powder  is  in  use  merely  as 
a  cooling  beverage  or  a  mild  aperient,  having  no  very 
definite  composition.  This,  he  maintains  is  not  the 
understanding  of  physician,  nor  does  it  aceord  witii 


the  definitions  of  the  pharmacopoeia,  and  it  should  be 
finally  dispelled  if  it  exists.  "Some  druggists  have 
complained,"  he  says,  "that,  owing  to  the  sharp  com- 
petition among  manufacturers,  they  cannot  afford  to 
give  great  care  to  the  preparation  of  Seidlitz  powders. 
This  consideration  cannot  be  permitted  any  cogency 
under  the  Act.  The  article  known  as  Seidlitz  powder 
is  a  perfectly  well-defined  drug,  and  must  be  judged 
by  the  definition  given  in  the  pharmacopoeia." 

Mr.  McGill,  while  of  the  opinion  that  the  limits  of 
variability  which  he  has  assumed  as  permissible  are 
quite  ample,  he  confesses  that  there  is  no  established 
authority  in  the  matter  of  limits  of  variation. 

What  the  Inspection  Showed 

Altogether  167  samples  were  examined.  The  resume 
shows  82  passed  as  genuine,  adulteration  charged  in 
73,  and  carelessness  in  weighing  in  12.  Adulteration  is 
charged  on  the  following  grounds:  (a)  deficiency  of 
weight,  where  the  weight  of  either  blue  or  white  paper 
falls  10  grains  below  the  prescribed  weight  of  160 
grains  for  contents  of  the  blue,  or  38  grains  for  the  con- 
tents of  the  white  paper;  (b)  excess  of-  weight,  where 
the  weight  of  either  blue  or  white  paper  exceeds  by  10 
grains  the  prescribed  weight;  (c)  where,  while_  the 
total  weight  of  each  paper  falls  within  the  limits  indi- 
cated above,  the  proportion  of  the  ingredients  is  de- 
cidedly abnormal. 

Material  Used  in  Manufacture  Good 

The  white  paper  should  contain  38  grains  of  tartaric 
acid.  This  quantity  is  exceeded  in  comparatively  few 
samples ;  and  in  some  of  these  it  is  approximately  pro- 
portional to  the  excess  weight  of  the  corresponding 
blue  paper. 

It  is  remarked  that  the  character  of  the  material  used 
in  the  manufacture  of  seidlitz  powders,  as  illustrated 
by  this  inspection  is  good.  It  is  also  noteworthy  that 
the  mixture  of  rochelle  salt  and  bicarbonate  of  soda 
contained  in  the  blue  paper  is  usually  properly  propor- 
tioned. 


THE  WAMPOLE  BUSINESS  NOW  OWNED  AND 
CONTROLLED  IN  CANADA 

PERTH,  ONT.— Ever  since  Henry  K.  Wampole  & 
Company,  Limited,  opened  up  their  Canadian  business, 
the  control  of  the  stock  of  the  company  has  been  held 
in  Philadelphia.  Quite  recently  Mr.  J.  A.  Stewart  and 
Mr.  W.  E.  Banner  acquired  the  entire  capital  stock  of 
the  company. 

This  has  resulted  in  a  change  in  the  company's  offi- 
cers, which  are  now  as  follows : 

President — Mr.  J.  A.  Stewart. 

Vice-President  and  General  Manager — Mr.  W.  E. 
Banner. 

Secretary  and  Treasurer — Mr.  T.  J.  Maher. 

Now  Have  Extended  Rights 

The  Canadian  Wampole  Company  has  heretofore  had 
the  Wampole  rights  for  Canada  and  Newfoundland 
only,  but  under  the  new  arrangement,  this  company 
t^kes  over  all  of  the  Wampole  rights  for  the  British 
Empire,    The  close  business  relationship  between  the 
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United  States  and  Canadian  companies  -will  continue 
as  in  the  past,  and  each  conipany  will  have  the 
benefit  of  all  formulae,  improvements  and  preparations 
marketed  by  the  other. 

The  Warapole  company  will  continue  the  same  lib- 
eral business  policy,  and  manufacture  the  same  high 
class  pharmaceutical  and  toilet  preparations  in  the 
future  as  they  have  in  the  past. 


MANITOBA  COLLEGE  OF  PHARMACY  ADOPTS 
TWO-YEAR  COURSE 

WINNIPEG,  MAN.—On  Jan.  1,  1914,  the  Manitoba 
College  of  Pharjuacy  inaugurated  a  two-year  course, 
and  it  is  interesting  to  note  that  .this  is  the  first  Can- 
adian college  to  do  so.  They  are  therefore  to  be  con- 
gratulated on  their  progressiveness. 

The  Men  Behind  the  College 

The  president  of  the  college  is  E.  Nesbitt,  who  is 
also  president  of  the  Canadian  Pharmaceutical  Asso- 
ciation. He  graduated  from  the  Manitoba  College  of 
Pharmacy  in  1904,  was  elected  president  of  the  college 
in  1910.  "and  again  in  1912.  H.  E.  Bletcher,  the  prin- 
cipal, is  a  graduate  of  1901  class  of  Ontario  College  of 
Pharmacy,  and  has  been  principal  here  since  inception 
of  the  college.  C.  W.  Campbell,  a  graduate  of  Ontario 
College  of  Pharmacy,  1897,  and  who  until  lately  has 
been  editor  of  the  Western  Canadian  Pharmacist,  is 
treasurer  of  the  college,  while  W.  D.  MacDougal  has 
been  registrar  since  1895.  M.  Westaway,  of  Miami, 
Man.,  a  graduate  of  the  M.C.P.,  1900,  occupies  the  posi- 
tion of  vice-president  of  the  college. 

With  the  beginning  of  the  year,  two  full  courses  of 
six  months  each  will  be  established,  and  the  curriculum 
considerably  extended,  while  the  equipment  of  the  col- 
lege will  be  added  to.  The  course  includes  lectures  on 
chemistry — theoretical  and  practical;  pharmacy — 
theory  and  practise;  prescriptions  and  dispensing; 
materia  medica,  botany  and  physics. 


REGINA  TRADING  CO.  OPENS  DRUG  DEPART- 
MENT 

REGINA,  SASK.— The  formal  opening  of  the  new 
drug  department  of  the  Regina  Trading  Co.  took  place 
on  the  first  Saturday  in  December.  On  this  day  a 
sample  box  of  chocolates  were  given  free  to  each  cus- 
tomer making  a  purchase  in  the  drug  or  stationery 
department. 

In  advertising  the  opening  of  the  drug  department 
in  the  local  paper  they  said: 

"We  cordially  invite  you  to  come  and  inspect  our 
new  drug  store  on  Saturday.  We  also  want  you  to  see 
our  prescription  department.  Many  people  have  a  very 
vague  idea  concerning  the  prescription  departments  of 
drug  stores,  and  are  very  curious  to  see  the  inside. 
Knowing  this  we  have  decided  to  throw  open  this  de- 
partment for  your  inspection,  so  that  you  can  see  for 
yourself  just  what  up-to-date  and  clean  methods  are 
employed  in  carrying  out  your  doctor's  orders." 


UNIVERSITY  OF  SASKATCHEWAN  OPENS  PHAR- 
MACY DEPARTMENT 

SASKATOON,  SASK.— In  accordance  with  an  agree- 
ment made  by  the  University  of  Saskatchewan  and 
the  Pharmaceutical  Association  of  this  province,  be- 
ginning in  January,  a  course  in  pharmacy  was  in- 
augurated in  the  college  to  prepare  candidates  for  the 
final  examination  required  for  to  practise  pharmacy 


in  Saskatchewan.  The  subjects  of  the  final  examina- 
tions are :  Pharmacy,  dispensing,  materia  medica,  pre- 
scriptions, chemistry  and  botany. 

The  following  are  the  members  of  the  staff  for  the 
pharmacy  course:  President,  W.  C.  Murray;  dean, 
George  H.  Ling,  Ph.D. ;  professor  of  chemistry,  R.  D. 
MacLaurin,  Ph.D. ;  professor  of  botany,  T.  N.  Willing ; 
lecturer  in  pharmacy  and  dispensing,  A.  Campbell ;  lec- 
turer in  materia  medica  and  prescriptions,  T.  A.  Argue ; 
registrar,  A.  R.  Wier. 

KODAK  EXHIBITION  AT  VANCOUVER 

VANCOUVER,  B.C.— The  Kodak  Exhibition,  con- 
ducted at  the  Imperial  Rink  here,  from  Nov.  24  to  29, 
was  largely  attended,  and  there  is  no  doubt  that  the 
increased  interest  in  photography,  as  a  result  of  the 
exhibition,  will  mean  increased  sales  of  kodaks  and 
supplies  by  local  dealers. 

Local  Druggists  Advertised  During  Week 
A  good  many  local  druggists,  in  view  of  the  increased 
interest  in  kodaks  caused  by  the  exhibition,  ran  adver- 
tisements in  the  local  papers  during  the  week,  empha- 
sizing their  stores  as  headquarters  for  cameras  and 
associated  lines.  On  Wednesday  of  the  week  a  page 
of  advertisements  were  run  in  the  Daily  Province  along 
this  line.  The  following  drug  firms  used  space:  The 
Manhattan  Pharmacy,  Harison  's  Drug  Stores,  Torrance 
Drug  Store,  Fisher's  Drug  Store,  Bridge  Street  Phar- 
macy, Marett  &  Reid,  and  Browne  &  Beaton. 

The  collection  of  pictures  which  was  arranged  by 
the  Eastman  Kodak  Co.,  embraced  all  sorts  of  subjects 
and  showed  to  what  heights  photography  can  ascend  in 
the  hands  of  one  with  an  artistic  eye.  Vivid  talks  on 
photography  were  given  by  a  lecture,  while  one  of  the 
features  of  the  exhibition  was  the  demonstration  of 
developing  and  printing  given  by  experts.  Such  exhi- 
bitions should  do  much  to  arouse  interest  in  photo- 
graphy.   

NOW  HAS  THREE  DRUG  STORES 

MONCTON,  N.B. — George  0.  Spencer  has  purchased 
from  the  Deacon  estate  the  business  in  Shediac,  known 
as  the  Shediac  Drug  Company.  Maurice  0.  Connor  is 
manager  of  the  newly  acquired  store.  Mr.  Spencer 
now  has  three  drug  stores,  the  principal  one  on  Main 
street,  Moncton,  the  second  on  St.  George  street,  Monc- 
ton,  and  the  third  in  Shediac. 


MARITIME  REXALL  CLUB  FORMED 

MONCTON,  N.B. — At  a  representative  meeting  of 
owners  of  Rexall  drug  stores  throughout  the  maritime 
provinces,  held  in  this  city,  a  Rexall  Club  for  the  mari- 
time provinces  was  formed,  and  the  following  officers 
elected  for  the  ensuing  year: 

President — Geo.  0.  Spencer,  Moncton. 

Vice-president— D.  L.  McDonald,  Glace  Bay. 

2nd  Vice-President— A.  A.  Dalton,  Summerside. 

Sec.-Treas. — A.  L.  Crease,  Amherst.  _ 

Those  who  were  present  at  the  meeting  were :  D.  C. 
Nairn,  representative  of  the  Rexall  Drnsr  Company, 
with  headquarters  at  Toronto;  L.  C.  Gardner,  Tar- 
mouth;  H.  H.  Woodworth,  Sackville;  J.  J.  TurnbuU, 
Svdney;  J.  J.  Kinley,  Halifax;  A.  Crease,  Amherst;  L. 
F.  Gillespie.  Parrsboro;  Geo.  C.  McDougall,  Kentville; 
A.  D.  Copeland.  Antigonish;  C.  R.  Masson,  St.  John; 
C.  P.  Hickey,  Chatham;  John  Troy,  Newcastle,  and 
Geo.  0.  Spencer.  Moncton. 

An  executive  was  appointed,  and  considerable  de- 
tails gone  into. 
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Semi- Annual  Meeting  of  Council  of  O.C.P. 

Report  of  the  proceedings  of  the  Council  of  Ontario 
College  of  Pharmacy  at  their  November  Meeting- 
Items  of  interest  to  druggists  and  students  dealt  with. 


TORONTO,  ONT.— The  semi-annual  meeting  of  the 
council  of  the  Ontario  College  of  Pharmacy  was  held  at 
the  College  on  Monday,  Nov.  17,  and  four  following 
days.     The  choice  of  officers  was  as  follows: — 

President — J.  H.  H.  Jury,  Bowmanville. 

Vice-President — A.  J.  Johnston,  Sarnia. 

Registrar-Treasurer — W.  B.  Graham. 

The  standing  committees  appointed  were  as  follows: 

By-laws  and  Legislation — Messrs.  Johnston,  Gibbard 
and  McClellan. 

Educational — Messrs.  Watters,  Stewart  and  Pepper. 

Finance  and  Property — Messrs.  Robertson,  Adams 
and  Worden. 

Infringement  and  Divisional — Messrs.  Wigle,  Case 
and  Griffin. 

Will  Ask  for  Amendment  to  License  Act 

There  was  no  exceptionally  outstanding  business  put 
through  during  the  session.  One  item  was  the  decision 
to  have  the  Legislative  Committee  take  steps  to  have 


the  Act  respecting  the  sale  of  alcohol  by  druggists  so 
amended  as  to  permit  druggists  the  right  to  appeal  in 
case  of  convictions  by  the  magistrate  under  the  License 
Act. 

Question  of  Extending  Course  to  Two  Years 

The  question  of  extending  the  college  course  to  two 
years  was  up  for  discussion,  Dean  Heebner  bringing  in 
a  report  of  the  size  and  equipment  of  a  building  that 
would  be  necessary. 

"It  is  unquestionably  desirable  for  teaching  phar- 
macy," read  one  section  of  the  report,  "that  a  two 
years'  course  should  be  inaugurated,  but  if  the  council 
should  feel  that  the  present  time  is  not  opportune  for 
the  change,  we  feel  that  the  present  conditions  could 
be  changed  to  the  extent  of  giving  additional  instruc- 
tion in  analytical  chemistry  and  microscopy."  A 
schem.e  of  carrj'ing  this  out  was  embodied  in  the 
report. 

Tuesday's  Proceedings 

On  Tuesday  morning,  with  Mr.  Johnston  in  the  chair, 
Dea»  Heebner 's  report  was  read  by  Mr,  Graham,     It 


outlined  the  progress  of  this  term  and  recommended 
that  the  next  session  should  commence  on  Sept.  9,  1914, 
arid  terminate  on  April  28. 

In  the  afternoon,  Registrar  Graham  read  the  financial 
report.  It  showed  receipts  for  the  year  with  the 
balance  left  over  from  last  audit  of  $16,.316.14,  and  ex- 
penditures of  $8,888.26,  leaving  a  balance  of  $7,427.88. 
The  statement  of  assets  and  liabilities  showed  a  balance 
of  $76,334.08. 

Report  No.  1,  of  the  Committee  on  By-laws  and 
Legislation,  recommended  that  G.  Tamblyn's  applica- 
tion for  a  refund  of  fees  for  the  company's  Broadview 
branch  be  refused.  Application  of  J.  R.  Spearman,  of 
Forest,  for  a  diploma  of  the  O.C.P.  under  the  reciprocal 
relations  between  Saskatchewan  and  Ontario  was 
endorsed.  They  reported,  however,  against  the  appli- 
cation of  F.  C.  Bellmore,  of  Detroit,  Mich.,  for  a 
diploma,  owing  to  his  having  served  his  apprenticeship 
in  Ontario  and  passed  his  examinations  in  Regina, 
which  was  contrary  to  the  reciprocal  understanding 
between  these  two  provinces.  The  application  of  S.  A. 
Overend,  of  Jarvis,  Ont.,  was  reported  against.  Regis- 
tration as  apprentices  were  granted  to :  John  Mc- 
Queen, Mount  Forest,  from  April  5,  1909 ;  Thos.  Tuck, 
Markdale,  from  May  31,  1909;  R.  G.  Hooper,  Fort 
William,  from  Oct.  25,  1913 ;  and  R.  Doyle,  of  London, 
Eng.,  from  Aug.  1,  1908. 

The  Sale  of  Bichloride  of  Mercury  Tablets 

On  "Wednesday  morning,  considerable  discussion  took 
place  on  the  Legislation  Committee's  recommendation 
that  the  Legislature  be  asked  to  amend  the  Pharmacy 
Act  so  that  bichloride  of  mercury  tablets  can  only  be 
purchased  on  the  prescription  of  a  regular  qualified 
physician,  veterinary  surgeon,  or  a  regularly  qualified 
officer  of  a  hospital,  asylum  or  sanitarium.  This  recom- 
mendation M'^as  made  on  the  belief  that  the  sale  of  this 
article  is  too  prevalent,  and  that  the  restrictions 
governing  the  same  are  not  sufficiently  protective  to 
the  public.  Some  members  took  the  stand  that  this 
was  imposing  an  unnecessary  restriction  on  druggists, 
and  a  motion  of  Messrs.  Case  and  Wigle  that  the  clause 
be  struck  out,  was  carried  by  one  vote. 

Ask  Medical  Men  to  Utilize  College 

In  the  report  of  the  Committee  on  Education  and 
Research,  on  Thursday  morning,  mention  was  made 
of  the  research  work  being  done  by  Professor  Heebner, 
and  a  desire  was  expressed  that  all  pharmacists  should 
avail  themselves  of  the  college  to  supplement  their 
practical  efficiency  by  utilizing  to  the  fullest  extent  the 
resources  of  the  college  in  this  regard.  It  was  also 
decided  to  extend  an  invitation  to  the  medical  prac- 
titioners to  utilize  the  college  in  the  solution  of  any 
problems  of  dispensing  or  pharmacy. 

Reciprocity  with  P.S.  of  Great  Britain 

The  committee  expressed  satisfaction  with  the  hearty 
manner  in  which  the  Pharmaceutical  Society  of  Great 
Britain  had  entered  into  the  sentiment  of  reciprocity 
as  advanced  by  the  college.  A  resolution  was  passed 
that:  "We  deem  it  appropriate  in  the  circumstance, 
t9  fwrtber  coramuoicate  with  tbe  P.S.  of  Great  Britain 
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to  inform  that  body  as  to  the  limitations  imposed  on 
this  and  other  Pharmaceutical  Licensing  Bodies  of  the 
Dominion,  owing  to  the  administration  of  Pharmacy 
enactments  being  confined  to  provincial  oversight  and 
control,  and  that  the  Registrar-Treasurer  be  instructed 
to  inform  the  P.S.  of  Great  Britain  that  no  concerted 
federal  action  to  deal  with  reciprocal  registration  has 
been  up  to  the  present  effected,  and  that  pharmaceuti- 
cal chemists  of  Great  Britain  contemplating  migration 
to  this  country  would  do  well  to  inform  themselves  of 
the  local  conditions  and  provisions  of  the  province  in 
which  they  intend  to  practise  pharmacy." 

Re  Sale  of  Carbolic  Acid  and  Bichloride  of  Mercury 

The  committee  on  Division  and  Infringment  recom- 
mended that  the  council  give  consideration  to  a  bottle 
of  distinctive  shape  and  color  for  carbolic  acid.  A 
special  label  for  carbolic  acid  was  also  submitted. 

In  regard  to  the  sale  of  bichloride  of  mercury  tab- 
lets, it  was  decided  to  send  a  circular  letter  to  every 
druggist  in  the  province,  drawing  attention  to  the  press 
publicity  given  to  the  sale  of  this  article,  and  asking 
them  to  discourage  the  sale  as  far  as  possible,  as  public 
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'^CARBOLIC   ACID 


ANTIDOTE — Lime  Water  in  copious  draughts 
iemetics  of  sulphate  zinc;  flax  seed  tea. 

T.  E.  McLELLAN,  DRUGGIST. 
99  MAIN  STREET,  GALT 

DATE  SOLD  BOUGHT  FOR 


Special  label  for  Carbolic  Acid  submitted  to  Council  of  O.  C.  P. 
by  T.  K.  McLcllan,  of  Gait. 


agitation  may  make  it  necessary  to  amend  the  Act  to 
restrict  the  sale  of  this  drug  in  somewhat  the  same 
manner  as  cocaine. 

A  change  in  the  entrance  examinations  for  appren- 
tices will  prove  beneficial.  According  to  it,  history, 
geography  and  grammar  are  eliminated,  and  geometry, 
chemistry  and  physics  substituted.  This  will  do  away 
with  the  necessity  of  the  Educational  Department 
setting  a  special  examination  for  pharmacy  students,  as 
has  hitherto  been  the  case. 

Notes  of  the  Semi-Annual  Meeting 

On  account  of  ill  health,  the  new  president,  J.  H.  H. 
Jury,  of  Bowmanville,  was  unable  to  be  present.  Vice- 
president  A.  J.  Johnston,  of  Sarnia,  acted  as  chairman 
during  the  session. 

Members  of  the  council  elect  present  were :  Henry 
Watters,  Ottawa;  E.  W.  Case,  Picton;  W.  H.  Worden, 
Toronto;  G.  E.  Gibbard,  Toronto;  H.  G.  Robertson, 
Barrie;  Alex.  Stewart;  Guelph;  B.  Griffin,  Hamilton; 
T.  E.  McLellan,  Gait ;  C.  T.  Adams,  Sault  Ste.  Marie ; 
J.  T.  Pepper,  Woodstock ;  E.  R.  Wigle,  Goderich ;  A.  J. 
Johnston,  Sarnia. 

Geo.  Anderson  and  Geo.  McLachlan,  of  London,  were 
appointed  representatives  on  the  London  Western  Pair 
Board. 

A  copy  of  the  minutes  in  pamphlet  form  will  be  sent 
to  every  druggist  in  the  province. 


INLAND  REVENUE  DEPARTMENT  REPORTS  ON 

INSPECTIONS  jl 

OTTAWA,  ONT. — In  a  report  on  an  inspection  (^f 
tonic  wines,  the  Inland  Revenue  Department  states 
that  nothing  is  found  in  any  of  them  which  need  be 
harmful  to  the  health  of  the  consumer  who  uses  them 
intelligently.  Cocaine  is  not  permitted  to  be  present 
in  medicated  wines,  or  in  any  patent  medicine  since  the 
Proprietary  or  Patent  Medicines  Act  came  into  force. 

Out  of  thirty  samples  of  lime  fruit  juice,  examined 
by  the  Inland  Revenue  Department,  only  five  fully  met 
the  requirements  of  the  legal  standard.  The  chief 
analyst  commenting  on  it  says:^ — "Among  the  others, 
several  approximate  more  or  less  closely  to  it,  but  at 
least  thirty  per  cent,  of  the  collection  gives  unmistake- 
able  evidence  of  being  reduced  by  addition  of  water; 
or  made  from  a  second  pressing  of  the  fruit,  which 
amounts  to  the  same  thing.  While  nothing  harmful 
to  health  is  introduced,  it  is  clearly  unfair  to  the  con- 
sumer, and  to  the  honest  manufacturer  that  a  diluted 
fruit  juice  should  be  tolerated  on  the  market,  while 
offered  as  genuine." 

Examination  of  Cream  Tartar 

In  1910,  the  chief  analj'^st  suggested  the  advisability 
of  legalizing  a  standard  for  a  commercial  grade  of 
cream  tartar,  less  exacting  than  that  fixed  by  the 
British  Pharmacopoeia.  The  B.  P.  standard  is  a  highly 
refined  article,  containing  97.5  per  cent,  of  bi-tartrate 
of  potash.  In  a  recent  inspection  of  148  samples  of 
cream  tartar  in  Canada,  only  49  samples  reached  this 
high  standard,  while  94  samples  of  good  quality,  and 
containing  90  per  cent,  of  bi-tartrate  of  potash,  are  in 
what  is  called  the  commercial  grade,  falling  a  few  per 
cent,  lower  than  B.  P.  requirements.  Pive  samples 
were  found  adulterated  as  containing  starch  and  other 
foreign  matters. 


TRADE  NEWS  ITEMS 

The  Brandon  Retail  Merchants'  Association  have 
organized  and  adopted  a  constitution  and  by-laws  with 
the  purpose  in  view  of  regulating  trade  conditions,  and 
the  collection  and  prevention  of  undesirable  accounts. 
J.  T.  Monteith  is  the  secretary. 

The  Vegreville,  Alta.,  merchants  have  formed  a 
branch  of  the  Retail  Merchants'  Association  with  the 
following  officers :  President,  Chas.  Gordon ;  first  vice- 
president,  W.  T.  Clements;  second  vice-president,  A. 
Svarich;  secretary,  R.  St.  Germain;  treasurer,  W.  G. 
Ross. 

The  Clerks,  Accountants  and  Salesmen's  Association 
is  the  name  of  a  new  organization  in  Winnipeg.  As 
practically  all  the  clerks  and  salesmen  in  the  city  are 
eligible  for  membership,  the  new  organization  has  a 
wide  field  ahead,  and  is  expected  to  become  a  strong 
body.  When  the  membership  becomes  strong  enough, 
the  idea  is  to  have  the  organization  divided  into 
branches,  so  that  closer  attention  can  be  paid  to  the 
needs  of  the  workers  in  various  lines.  In  addition  to 
protection  of  the  interests  of  its  members,  the  associa- 
tion will  undertake  educational  work.  Meetings  will 
be  held  monthly. 


Some  Absent-Minded 

A  certain  university  professor  was  noted  for  his 
absent-mindedness.  One  day  as  he  sat  at  the  break- 
fast table  with  a  scientific  magazine  propped  up  before 
him,  his  wife  was  astonished  to  see  nim  reach  out  for 
the  maple  syrup,  pour  it  down  his  back  and  lean  over 
and  scratch  his  pancake. 
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NEWS  OF  THE  BUSINESS  WORLD 


Comment  o    Current  Events,  by  W.  L.  Edmonds 


Canada's  Greatest  The  late  Lord  Strathcona  was 
Citizen  and  Friend,  essentially  a  business  man.  He 
came  to  Canada  a  youth  of  18  to 
fill  a  business  position  with  the  Hudson's  Bay  Company. 
That  was  as  long  ago  as  1838,  the  year  after  the  rebel- 
lion in  Upper  and  Lower  Canada.  When  he  died  in 
London  the  other  day  in  his  94th  year  he  was  the  head 
of  the  Hudson's  Bay  Company  and  the  honored  repre- 
sentative of  the  Dominion  in  the  Empire's  Metropolis. 

Although  during  his  long  life  he  ventured  more  than 
once  into  the  political  arena,  becoming  at  one  time  a 
representative  of  Winnipeg  in  the  House  of  Commons, 
and  later  a  representative  from  a  Montreal  constit- 
uency, he  was  always  as  a  politician  passive  and  as  a 
business  man  active.  He  was  in  consequence  neither 
the  slave  of  the  one  nor  the  enemy  of  the  other  party. 
Both  parties  held  him  in  the  highest  esteem. 

That  with  his  great  business  ability  he  possessed 
vision  there  can  be  no  doubt.  It  was  manifested  when 
he,  with  a  few  others,  were  prepared  to  risk  their 
future  by  devoting  all  their  material  wealth  to  the  con- 
struction of  the  first  transcontinental  line  that  linked 
up  East  and  West. 

Seventy-five  years  of  his  life  was,  in  one  capacity 
or  another,  spent  in  the  service  of  Canada,  for  even 
when  he  was  devoting  his  services  directly  in  the  in- 
terest of  his  company  he  was  at  least  indirectly  lending 
his  assistance  to  the  upbuilding  of  the  country.  Every 
man  who  is  engaged  in  building  up  a  commercial  enter- 
prise is  contributing  to  the  wealth  and  stability  of  his 
country. 

Lord  Strathcona  may  have  done  great  things  for  the 
Hudson's  Bay  Company,  but  he  has  done  greater  things 
still  for  the  Dominion  of  Canada.  These  things  were 
manifested  in  his  business  acts,  his  patriotic  eft'orts, 
and  his  philanthropic  deeds. 

With  his  passing  has  gone  Canada's  greatest  citizen 
and  friend. 

Getting  After  Dis-  At  a  meeting  of  retailers  in 
honest  Advertisers.  Philadelphia  the  other  day  a 
resolution  was  adopted  endorsing 
the  movement  against  fake  advertising. 

The  attitude  of  mind  toward  advertising  has  under- 
gone a  marked  change  within  the  last  decade  or  two. 

There  was  a  time  within  the  memory  of  many  people 
when  the  average  advertisement  was  looked  upon  as 
a  gross  exaggeration,  if  not  a  deliberate  lie.  And  there 
was  some  reason  for  this  view.  To  at  least  exaggerate 
was  deemed  by  not  a  few  advertisers  as  an  exhibition 
of  skill.    It  would  make  people  take  notice. 

To-day  all  this  is  changed.  .  Aside  altogether  from  its 
moral  aspect  the  average  business  man  knows  that  even 
to  exaggerate  is  the  height  of  foolishness.  He  knows 
that  unless  he  tells  the  truth,  the  whole  truth  and  noth- 
ing but  the  truth,  his  advertising  will  in  time  become 
abortive.  Consequently  he  is  quite  aware  that  to  even 
once  attempt  to  fool  the  people  would  be  risky. 

Business  men  who  to-day  know  experimentally  the 
value  of  advertising,  are  naturally  jealous  for  the  main- 
tenance of  its  good  name.  To  see  them  banding  to- 
gether in  order  to  clip  the  wings  of  the  few  advertisers 


who  are  still  disposed  to  transgress  the  laws  of  good 
advertising  is  therefore  what  might  be  expected. 

A  Record  Year  for  Nineteen  thirteen  was  a  record 
New  Companies.  year   for   the   incorporation     of 

companies  under  Dominion  char- 
ter. The  total  number  of  companies  which  took  out 
charters  was  835,  which,  with  the  104  which  took  out 
supplementary  letters  patent,  made  a  total  of  939,  or 
281*greater  than  in  1912. 

The  aggregate  capitalization  of  the  new  companies 
was  $625,212,299,  which,  with  the  increases  in  the  cap- 
ital of  existing  companies,  made  a  total  of  $680,762,199, 
or  a  gain  of  $190,196,200  over  the  previous  year. 

Compared  with  ten  years  ago  the  companies  incor- 
porated under  Dominion  charter  in  1913  was  in  number 
420  per  cent,  larger,  and  in  aggregate  capitalization 
the  increase  Avas  662  per  cent. 

That  these  figures  are  gratifying  is  self-evident. 

Death  Roll  of  Twelve  hundred  and  twenty  in- 

Consumers.  dustrial  workers  were  killed  in 

Canada  last  year  while  engaged 
in  their  regular  vocations. 

This  is  of  more  than  passing  interest  to  business  men. 
Every  life  lost  destroyed  at  least  a  consumer  if  not  a 
customer  direct. 

As  a  consumer  of  various  forms  of  merchandise  each 
victim  may  be  estimated  to  be  worth  $500  a  year  to  the 
country.  If  this  estimate  is  approximately  correct  it 
means  that  by  the  death  of  these  1,220  persons,  $610,000 
was  lost  to  the  business  men  during  the  year.  On  the 
same  basis  $6,100,000  would  be  lost  in  ten  years. 

But  this  is  not  all,  for  by  the  serious  accidents  which 
befell  5,780  other  i:)ersons,  there  was  a  further  decrease 
in  purchasing  power. 

It  is  quite  evident  that  business  men  should  have  more 
than  a  passing  interest  in  the  "safety  first"  movement 
which  is  now  becoming  so  general  in  Canada  as  well  as 
in  other  civilized  countries. 

There  is  an  economic  as  well  as  a  humanitarian  aspect 
to  the  subject. 

A  Profitable  Nineteen  hundred  and  thirteen 

Year  for  will  not  go  down  into  history 

the  Banks.  as  a  bad  year  for  the  banks . 

of  Canada.  If  the  statements 
presented  at  the  annual  meetings  of  several  banks  held 
in  December  can  be  taken  as  a  criterion,  it  has  been 
a  remarkably  good  year  with  them. 

Nearly  every  one  of  them  shows  higher  percentage  of 
net  earnings  and  substantial  dividends — and  in  some 
instances  bonuses — have  been  paid  shareholders. 

While  a  good  many  business  men  are  of  the  opinion 
that  the  banks  have  during  the  year  held  the  purse 
strings  a  little  too  tight,  yet  it  must  be  remembered 
that  in  view  of  the  financial  stringency  abroad  and  the 
uncertainty  of  its  effect  in  Canada,  their  action  was 
not  altogether  unwarranted. 

Fortimately,  the  financial  condition  in  Canada  was  not 
as  acute  as  many  anticipated.  And  the  conservatism  of 
the  banks  was  no  doubt  a  contributary  cause. 

Money  is  perhaps  not  as  easy  as  business  men  would 
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like  to  see  it,  but  in  a  few  months  hence  we  may  see 
a  marked  difference.  But  really  cheap  money  is  a  long 
distance  away.  Too  many  big  lumps  of  cash  are  wanted 
by  borrowing  nations  to  make  it  possible  in  the  near 
future. 

Civil  Servants  The     average     salary    of   the 

and  their  10,593    officials    employed    by 

Incomes.  the  Dominion  Government    is 

about  $1,980  a  year.  As  far 
as  averages  go,  that  is  not  so  bad.  But  it  is  pretty  safe 
to  venture  the  opinion  that  many  of  them  feel  the  pinch 
of  the  high  cost  of  living  and  that  few  of  them  can  roll 
ttp  to  their  offices  in  automobiles. 

\ 
Oalamitoiis  Statisticians  estimate  that   the 

Destruction  of  cost  of  the  Balkan    war    was 

Capital.  $760,000,000.     In  other  words 

practically  three  quarters  of  a 
billion  dollars  were  as  irretrievably  lost  as  if  they  had 
been  dumped  into  the  Atlantic  Ocean. 

But  deplorable  as  that  is,  it  is  made  much  more  so 
when  we  realize  that  but  for  this  waste  of  capital  the 
money  market  would  not  have  developed  its  present 
stringency,  and  rates  of  interest  would  not  have  been 
as  high  as  they  are  to-day. 

We  get  some  idea  what  the  loss  of  capital  through 
the  Balkan  war  means  when  we  consider  that  it  was 
greater  by  nearly  $200,000,000  than  the  value  of  the 
field  crops  produced  in  Canada  last  year.  The  value 
of  the  field  crops  was  officially  estimated  to  be  $565,- 
711.600. 

To  have  wiped  out  at  one  fell  swoop  the  value  of  the 
crops  of  last  year  would  have  caused  the  world  to  stand 
aghast.  But  when  capital  to  the  amount  of  $760,000,000 
is  in  one  year  destroyed  by  belligerent  nations,  it 
attracts  little  attention,  except  in  financial  circles, 
where  its  import  is  recognized. 

All  the  world,  however,  is  now  feeling  its  efl'ect, 
although  all  the  world  may  not  know  its  cause. 

Big  Growth  If  general  business  is  receding 

in  PostoflBoe  in  Canada  the  revenue  derived 

Business.  by  the  Postoffice    Department 

of  the  Dominion  from  the  sale 
of  stamps  does  not  show  any  signs  of  declining.  As 
a  matter  of  fact  the  tendency  is  all  the  other  way. 

Official  figures  recently  issued  show  that  the  value 
of  the  stamps  Lssued  in  November  was  $1,364,305,  an 
increase  of  $36,005  over  the  same  month  of  1912,  and 
oi  $858,b34  over  that  of  November  1903.  For  the 
eight  months  of  the  present  fiscal  year  the  stamp 
issue  was  $9,461,705,  a  gain  of  $566,451  over  the  same 
period  in  1912. 

The  business  that  is  done  by  the  Postoffice  Depart- 
ment of  Canada  is  a  reflex  of  the  general  development 
of  the  country.  Last  year  566,140,000  letters  and 
54,727,000  cards  were  posted  in  Canada,  which  is  nearly 
double  the  number  posted  only  seven  years  ago.  The 
department  has  also  become  a  paying  one,  there  having 
for  four  years  been  a  substantial  surplus.  Last  year 
the  surplus  was  $1,310,220. 


Penalizing  Honest 
Business  Men. 


During  the  fiscal  year  ending 
March  31  last,  61,502  weights 
and  144,293  measures  of  capa- 
city were  inspected  in  Canada  by  the  Inland  Revenue 
Department.  Of  the  former,  337,  or  about  one-half  of 
one  per  cent.,  were  rejected,  and  of  the  latter,  35,  or 
three  one-thousandths  of  one  per  cent,  suffered  a 
similar  fate. 


One  can  attribute  this  remarkable  showing  either  to 
the  honesty  of  the  business  men  of  Canada  or  to  the 
alertness  of  the  officials  of  the  Inland  Revenue  Depart- 
ment.   Possibly  both  are  contributing  causes. 

But  what  will  probably  strike  the  average  business 

man  who  has  to  pay  for  the  inspection  of  his  weights 

and  measures  is  the  anomalous  regulation  which  takes 

money  out  of  his  pocket,  whether  his  weights  and  his 

^measures  are  accurate  or  inaccurate. 

The  aggregate  amount  collected  for  these  inspections 
last  year  was  $100,696  compared  with  $107,408  the 
preceding  year. 

Distributed  over  the  total  number  of  business  men 
whose  measures  and  weights  were  inspected,  the 
amount  individually  contributed  may  be  small.  But 
it  is  not  the  amount  so  much  as  the  principle  that  gives 
offence. 

Fine  those  whose  weights  and  measures  are  inaccur- 
ate, but  do  not  penalize  those  who  have  not  offended  one 
jot  or  tittle. 

It  is  no  wonder  that  resentment  against  the  present 
order  of  things  is  developing  among  the  business  men 
of  the  country. 


Package  Tea 
in  Drug  Stores. 


A  druggist  in  Toronto  is  handl- 
ing package  tea.  In  answer  to 
a  remark  of  surprise  he  said 
there  should  be  nothing  surprising  about  it. 

"Do  you  know,"  he  continued,  "that  druggists  were 
the  first  to  handle  tea  when  it  was  introduced  into 
England  three  hundred  years  ago?" 

I  had  to  confess  that  a  didn't.  But  I  had  also  to 
confess  that  I  didn't  see  why  package  tea  should  not 
be  sold  in  drug  stores,  particularly  in  view  of  the  fact 
that  the  druggist  is  becoming  more  and  more  a  dealer 
in  merchandise  and  less  and  less  a  dispenser  of  drugs. 
A  friend  of  mine  also  informs  me  that  he  knows  of  a 
druggist  who  sells  coffee. 

But  after  all  aren't  tea  and  coffee  drugs?  One  of 
the  courts  in  Toronto  ruled  some  time  ago  that  cigars 
were  a  drug.  Nearly  all  druggists  sell  cigars,  and  if 
cigars,  why  not  tea  and  coffee,  which  many  persons 
like  to  sip  between  whiffs  at  a  cigar. 

A  Business  That    the     campaign    against 

Proposition.  tuberculosis    is    a    matter    of 

interest  to  the  business  man 
as  well  as  to  he  who  is  concerned  only  in  its  humani- 
tarian aspect,  is  becoming  more  and  more  apparent. 

At  any  rate  this  is  the  thought  that  impresses  itself 
upon  one  after  a  perusal  of  the  report  of  the  proceed- 
ings of  the  last  meeting  of  the  Canadian  Association 
for  the  Prevention  of  Tuberculosis. 

The  economic  loss  to  the  community  from  the  death 
of  each  consumptive  is  estimated  by  experts  at  from 
five  to  eight  thousand  dollars.  According  to  the 
statistics  the  number  of  deaths  in  Canada  in  1910  from 
this  cause  were  6,500.  Multiplying  this  by  the  minimum 
amount  of  five  thousand  dollars  per  individual,  the  loss 
to  the  countrv  in  that  year  by  deaths  from  tuberculosis 
was  $35,500,000. 

At  this  rate  the  loss  to  the  country  in  ten  years 
would  be  $325,000,000,  or  a  sum  greater  by  about 
$25,000,000  than  the  total  value  of  the  merchandise 
exported  by  Canada  in  1912. 

The  total  value  of  the  marketable  fish  and  fish  pro- 
ducts taken  bj'^  Canadian  fishermen  last  year  was 
$33,389,000.  If  in  one  year  that  amount  was  wiped 
out,  the  country  from  one  end  to  the  other  would  be 
appalled.  And  yet  at  the  minimum  estimate  of  $5,000 
per  individual,  the  economic  loss  to  Canada  through 
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deaths  from  tuberculosis  in  1910  was  over  $2,000,000 
greater  than  the  value  of  the  products  of  our  fisheries. 

This  is  appalling  enough  to  make  every  business  man 
in  Canada  an  active  champion  of  each  and  every  efifort 
that  is  being  made  to  stamp  out  the  disease.  And  prac- 
tically it  can  be  stamped  out,  for  according  to  the 
experts  75  to  90  per  cent,  of  the  deaths  that  take  place 
from  tuberculosis  could  be  prevented. 

Fighting  tuberculosis  is  certainly  a  business,  as  well^ 
as  a  humanitarian,  proposition. 


Merchants  and 
Clerks  Killed 
by  Tuberculosis, 


The  report  of  the  Registrar 
General  foi  the  Province  of 
Ontario  shows  that  of  2,008 
merchants  who  died  in  that 
province  last  year,  173,  or  8.6  per  cent.,  died  of  tuber- 
culosis. While  this  is  all  too  high,  it  is  much  lower 
than  the  percentage  in  a  great  many  other  vocations. 
Cigarmakers,  for  example,  run  up  to  46  per  cent., 
which  is  by  far  the  highest. 

Even  the  poor  clerks  suffer  more.  Eighteen  hundred 
and  fifty-seven  of  them  died  last  year,  and  of  that 
number  444,  or  23.3  per  cent,  were  victims  of  tuber- 
culosis. 

Tuberculosis  is  a  preventable  disease.  One  of  its 
chief  preventatives  is  pure  air.  In  too  many  stores  the 
air  is  noted  for  its  impurity  rather  than  for  its  purity. 
And  then,  plus  impure  air,  there  is  the  long  hours 
which  too  many  merchants  and  clerks  daily  serve 
behind  the  counter. 

If  in  every  store  throughout  the  Dominion  steps 
were  at  once  taken  to  properly  ventilate  every  store 
there  would  soon  be  a  marked  reduction  in  the  death 
rate,  among  merchants  and  clerks,  from  tuberculosis. 
To  shorten  store  hours  and  spend  more  time  in  the 
open  air  would  be  to  still  further  reduce  the  per- 
centage. 

To  lose  merchants  and  clerks  to  the  number  of  617 
in  a  year  from  one  form  of  disease  is  altogether  too 
great  to  be  lightly  treated. 


Travellers 
Carried  Off 
by  Tuberculosis, 


For  men  who  spend  a  good 
deal  of  time  in  the  open  air, 
the  death  rate  from  tubercu- 
losis among  commercial  travel- 
lers is  higher  than  might  be  expected. 

The  report  of  the  Registrar  General  of  Ontario  shows 
that  of  the  diseases  which  carried  off  commercial  travel- 
lers last  year,  14.4  per  cent,  was  caused  by  tuberculosis. 
This  is  3.8  per  cent,  higher  than  among  merchants  who 
are  more  confined  to  indoor  labor,  and  about  double 
the  percentage  that  obtains  among  shoemakers,  artists, 
policemen  and  public  officials.  They  are  even  worse 
off  by  3.3  per  cent,  than  factory  hands. 

It  is  quite  evident  that  the  benefit  the  commercial 
traveller  derives  from  being  out  of  doors  a  good  deal 
is  more  than  offset  by  the  irregular  and  bad  hours 
which  he  is  often  compelled  to  keep,  and  the  many 
inconveniences  and  poor  accommodation  that  are  his 
lot  in  too  many  instances.  And  then,  perhaps,  he 
might  take  a  little  more  care  of  himself  than  he  some- 
times does. 

One  thing,  however,  is  certain,  the  lot  of  the  com- 
mercial traveller  is  not  as  easy  as  to  some  people  it 
may  seem  to  be.  Another  thing  is  equally  certain: 
his  lot  could  be  made  a  great  deal  easier,  and  his 
general  welfare  improved  if  better  accommodation  in 
the  hotels  of  the  country  were  insisted  upon  by  the 
provincial  authorities.  Much  has  been  done  of  late 
years  in  this  regard,  but  a  great  deal  more  still  needs 
to  be  done. 


Money  for  During  the  nine  months  end- 

Shows  Instead  ing  September  last,  88,000,000 

of  Merchandise.  feet   of  moving  picture   films 

were  exported  from  the  United 
States. 

In  this  quantity  there  is  enough  to  stretch  four 
lines  across  Canada,  from  Halifax  to  Victoria,  and 
then  on  several  hundred   miles    out    into    the  Pacific. 

What  would  be  the  most  interesting  of  all,  however, 
would  be  figures  which  would  reveal  how  much  of 
the  money  spent  on  moving  picture  shows  ought  to 
have  gone  toward  the  payment  of  merchandise.  While 
we  cannot  even  guess  the  approximate  amount,  it  is 
safe  to  bet  that  it  runs  into  many  millions  of  dollars. 

A  Proud  Geo.  W.  Lee,    the    mayor    of 

Man  from  North  Bay,  was  in  Toronto  the 

North  Bay.  other  day.     There  is  nothing 

pessimistic  about  Mr.  Lee.  On 
the  contrary  he  is  quite  optimistic. 

"How  are  things  in  North  I5ay?"  said  he  in  reply 
to  a  question  of  mine.  "Why,  good.  We're  busy. 
There  isn  't  a  man  out  of  work  in  North  Bay. ' ' 

"How's  that?"  I  meekly  asked. 

"How  is  it?  Why  North  Bay  is  a  railroad  centre, 
where  $250,000  a  week  are  paid  out  in  wages  to  railway 
employees.  And  our  industries  are  busy.  Take,  for 
example,  the  sash  and  door  factories;  they  are  kept 
busy  supplying  the  new  country  to  the  north." 

Mayor  Lee  looked  and  acted  as  though  he  hadn't 
a  care  in  the  world. 

I 
Prize  Cattle  A  Canadian  steer  has  carried 

and  Prize  off  the   premier   honors  in   a 

Men.  field  of  ten  thousand  competit- 

ors at  the  International  Live 
Stock  Show,  Chicago.  A  week  or  two  before,  we  car- 
ried off  the  honors  in  wheat. 

But  at  any  rate,  Canadians  have  been  winning 
honors  in  the  United  States  for  a  long  time ;  and  in 
men  as  well  as  in  cattle  and  wheat. 

J.  J.  Hill,  the  champion  railway  man  of  the  con- 
tinent, is  a  Canadian.  So  is  Mr.  Lane,  one  of  the 
heavyweights  in  President  Wilson's  Cabinet.  In  fact 
in  all  walks  of  life — business,  professional  and  political 
— there  are  men  of  Canadian  birth  occupying  prize 
positions  in  the  United  States. 

But  we  can't  spare  any  more.  We  need  all  the  good 
men  we  have,  and  more,  too,  to  assist  in  building  up 
this  Dominion  both  ethically  and  industrially.  And, 
as  luck  would  have  it,  we  have  attracted 
to  our  midst  a  good  many  Americans  who 
are  nobly  assisting  us  in  that  laudable  and 
promising  task.  It  is  estimated  we  have  got 
about  a  million  of  them,  all  told,  which  is  within  a 
quarter  of  a  million  of  the  number  of  Canadians  who 
have  in  years  gone  by  taken  up  their  residence  in 
the  United  States.  It  looks  as  if  in  another  year  or 
two  we  shall  have  evened  things  up. 

The  High  Cost  Leather,  we  are  now  told,  is  to 

of   Walking.  advance  in  price.     Shoes  will 

eventually,  of  course,  have  to 
follow.  Bye-and-bye  the  cost  of  walking  will  become 
so  high  that  retailers  will  of  necessity  be  compelled  to 
take  to  automobiles. 


Where  Working 
Women  are 
Poor  Customers. 


At  a  meeting  in  London,  Eng- 
land, to  consider  ways  and 
means  of  abating  the  sweat 
shop  evil  it  was  stated  by  the 
Duchess  of  Marlborough  that  there  were  something 
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like  300,000  women  employed  in  organized  industry 
whose  earnings  for  a  full  week  were  only  12s.,  while  in 
London  therf  were  many  women  whose  weekly  wage 
ran  below  6s.  Converted  into  Canadian  money  this 
would  mean  $2.92  and  $1.46  respectively. 

It  has  been  commented  that  the  minimum  amount 
which  a  woman  should  earn  in  England,  in  order  to 
keep  body  and  soul  together,  is  15s.  ($3.65)  a  week. 

But  even  this  amount  must  make  her  merchandise 
purchasing  power  a  limited  one  indeed. 

Trying  to  To  crush  an  egg  is  not  a  very 

Crush  the  difficult  thing;  but  to  crush  an 

Egg  Combine.  egg  combine,  as  represented  in 

the  cold  storage  trust,  which 
is  alleged  to  control  the  situation  in  the  United  States, 
does  not  appear  to  be  so  easy. 

The  Sherman  Act,  under  which  the  abortive  attempts 
have  been  made  to  snuff  out  the  Standard  Oil  Com- 
pany, the  Tobacco  Trust  and  other  consolidations,  will 
not,  it  is  thought,  be  any  more  successful  if  turned 
upon  the  alleged  cold  storage  trust. 

Being  evidently  afraid  to  put  it  to  the  test,  it  is 
proposed  that  Congress  shall  provide  machinery  that 
will  do  the  trick.  At  any  rate  there  are  now  three 
bills  before  Congress,  each  one  of  which  is  designed 
to  bring  about  the  desired  consummation. 

By  the  time  the  offsprings  of  the  tenth  generation 
of  the  chickens  of  to-day  are  laying  eggs,  we  niay 
expect  to  know  definitely  the  measure  of  success  which 
the  legislators  of  to-day  will  meet  with  in  their  efforts 
to  crush  the  egg  combine.  The  Sherman  Act  has  been 
in  force  twice  that  long,  and  still  our'  neighbors  to  the 
south  do  not  know  whether  it  is  a  potent  force  or  just 
a  make-believe. 

Cobalt's  Shipments    of    silver    bullion 

Millions  from  Cobalt  for  the  year  end- 

and  ing   October  31   amounted    in 

Business.  value   to   nearly    five    million 

dollars.  This  is  a  nice  little 
sum  and  will  help  to  keep  business  moving  in  that  part 
of  the  Province  of  Ontario. 

During  the  calendar  year  1912  the  value  of  the  silver 
ore  produced  in  the  whole  Province  of  Ontario  was 
valued  at  $17,455,080,  about  $2,500,000  more  than  in 
1911. 

While  there  are  many  thousand  men  who  probably 
wish  they  had  never  heard  of  Cobalt,  it  must  not  be 
forgotten  th.at  those  who  invested  wisely  are  to-day 
reaping  nice  little  dividends.  At  any  rate,  up  to  the 
end  of  last  year  over  $45,000,000  had  been  paid  in 
dividends  since  mining  operations  began  a  few  years 
ago.  And  this  must  be  but  a  small  part  of  the  amount 
paid  out  by  the  mines  for  merchandise,  in  wages  and 
various  forms  of  supplies. 

In  spite  of  the  sad  experience  of  many  speculators 
the  birth  of  the  mining  industry  in  Cobalt  has  been  a 
pretty  good  thing  for  the  business  men  of  Ontario. 

Smaller  A   report   just  issued  by  the 

Crops  in  Department     of     Agriculture, 

P.  E.  I.  Prince  Edward  Island,  places 

the  aggregate  value  of  the 
grain,  hay  and  root  crops  in  that  province  for  1913 
at  $8,186,000.  This,  based  on  the  estimate  of  the 
Census  Department  at  Ottawa,  is  over  a  million  dol- 
lars less  than  the  value  of  the  crop  of  1912. 

The  decrease  is  due  to  a  falling  off  in  the  yield  of 
wheat,  oats,  barley  and  mixed  grains.  Buckwheat, 
potatoes  and  roots  show  an  increase. 


A  Weak  The  chain  of  stores,  doing  busi- 

Link.  ness  in  New  York  and  Boston, 

which  recently  failed,  evident- 
ly had  a  weak  link  somewhere.  A  chain  of  stores,  like 
a  chain  of  iron,  is  evidently  no  stronger  than  its 
weakest  link. 


A  Business- 
Getting  Factor 


At  times  when  trade  is  dull  it  is 
the  non-advertiser  that  finds  the 
greatest  difficulty  in  getting  busi- 
ness. And  yet  it  is  not  an  uncommon  thing  to  see  busi- 
ness men  on  such  occasions  either  stop  advertising  alto- 
gether or  reduce  it  to  very  small  proportions. 

Advertising  is  not  the  only  potent  factor  in  business. 
But  that  it  is  a  potent  one  no  sane  man  will  deny.  Its 
influence  is  life-giving,  and  it  naturally  follows  that 
those  who  employ  it  have  an  advantage  over  those 


The  world's  insatiable  appetite— a  reason  for  the  high  cost  of  living. 

who  do  not.  If  there  is  any  time  when  this  advantage 
is  more  marked  it  is  when  business  is  the  hardest  to 
obtain. 

Here  is  a  merchant  who  does  not  believe  in  adver- 
tising. As  long  as  the  general  trade  of  the  country  is 
good  business  comes  to  him  without  much  effort.  With 
this  he  is  satisfied.  But  sooner  or  later  trade  generally 
becomes  quiet.  The  natural  consequence  is  keener 
competition. 

Those  who  do  good  advertising  naturally  attract 
the  most  business.  This  is  as  certain  as  that  night 
follows  day. 

Extravagance  in  advertising  is  probably  about  as 
unwise  as  extravagance  in  anything  else.  But  for  the 
attracting  of  business  there  is  no  factor  as  potent  as 
judicious  advertising,  and  particularly  when  competi- 
tion is  keen.  . 

Make  Friends  Never  let  a  customer  think  you 

of  Customers.  are  trying  to  "do"  him.     By 

courteous  treatment  and  hon- 
est dealing  make  him  realize  that  you  are  trying  to 
render  him  a  service  when  j^ou  are  selling  him  that 
which  he  wants.  In  other  words,  make  your  customer 
your  friend.  It  is  not  a  difficult  task.  It  is  merely  an 
effect  caused  by  careful  study  of  the  customer's  wants 
and  a  purpose  steadily  set  to  the  task  of  supplying  them 
at  a  price  which  will  yield  a  reasonable  profit. 

Business  is  business  all  right;  but  to  make  friends 
of  customers  is  the  highest  type  of  business  practice. 


The  motor  car  is  the  growing  means  of  delivery. 
Don't  postpone  investigation  of  its  possibilities  until 
your  competitors  steal  a  march  on  yon. 
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NEWS  OF  THE  TRADE 

From  Coast  to  Coast 


Maritime  Provinces. 

The  Wade  Drug  Co.,  Grand  Falls,  N.B.,  suffered  loss 
by  fire  in  January. 

T.  C.  Donald,  of  Hampton,  N.B.,  died  suddenly  on 
Jan.  6.  He  had  conducted  a  pharmacy  in  Hampton 
for  a  number  of  years. 

G.  A.  Burbidge,  of  Halifax,  N.S.,  has  distributed  to 
his  customers  a  very  handy  booklet  on  "Domestic 
Drugs — their  origin,  properties  and  use." 

The  Standard  Drug  Co.  of  Sydney,  N.S.,  has  been'  in- 
corporated. The  capital  stock  is  $10,000.  The  di- 
rectors are  J.  A.  Huggins,  A.  Gaskin  and  C.  C.  Sparrow. 

Quebec. 

Lyons,  of  Montreal,  have  opened  a  new  branch  stor  > 
at  the  corner  of  St.  Catherine  street  and  St.  Laurence 
Boulevard. 

L.  E.  Martel,  druggist  of  Quebec,  was  burned  out  in 
early  December. 

The  Racette  Cigar  Co.,  Ltd.,  Rawdon,  Que.,  has  re- 
ceived Dominion  incorporation,  with  a  capital  stock  of 
$25,000. 

W.  V.  Dawson,  Limited,  dealers  in  stationery  and  as- 
sociated lines,  have  received  Dominion  incorporation. 
The  head  office  of  the  company  is  in  Montreal,  and  the 
capital  stock  is  $300,000. 

The  International  Specialties  Co.,  Ltd.,  of  Montreal, 
dealers  in  chemicals  and  pharmaceutical  products  and 
preparations  have  received  Dominion  incorporation. 
The  capital  stock  is  $50,000. 

A  society  of  pharmacy  students  organized  in  Quebec 
City  with  A.  L.  Jolieoeur  as  Hon.  President,  and  Henry 
Labrecque,  as  President,  will  ask  that  a  course  in  phar- 
macy be  established  at  Laval  University,  Quebec. 

Ontario. 

H.  S.  Campbell,  of  North  Bay,  Ont.,  skipped  a  rink  of 
curlers  at  the  big  bonspiel  at  Lindsay,  Ont.,  in  Jan- 
uary. 

H.  L.  Welsh,  traveller  for  Wampole  &  Co.,  who  was 
ill  at  the  Toronto  General  Hospital  for  some  time,  is 
now  convalescent. 

Dalton  Campbell  of  Gravenhurst,  Ont.,  was  in  To- 
ronto on  business  on  Jan.  17. 

A  new  business  has  been  started  at  Lakefield,  Ont., 
by  F.  W.  Blakeman. 

S.  E.  Hick  of  Goderich,  Ont.,  has  been  succeeded  by 
J.  A.  Campbell. 

R.  M.  Taylor,  druggist,  Stratford,  Ont.,  has  sold  to 
J.  A.  Roberts. 

Standard  Drugs,  Ltd.,  have  opened  up  in  London, 
Ont.,  on  Dundas  Street. 

P.  C.  Trebilcock  of  Bowman ville,  Ont.,  was  elected  to 
the  municipal  council  at  the  recent  elections. 

George  Kaphalakos,  a  candy  merchant,  on  Yonge 
Street,  Toronto,  was  fined  $100  and  costs  for  selling  li- 
quor without  a  license,  in  the  form  of  a  perfumed  li- 
quor in  "brandy  cholocates"  which  registered  25  per 
cent,  alcohol. 

The  East-End  Drug  Store,  295  St.  Paul  Street,  St. 
Catharines,  Ont.,  will  remove  shortly  to  new  quarters, 
at  297  St.  Paul  Street,  adjoining  their  present  location. 

Charles  E.  J.  Eynon,  a  member  of  the  Pharmaceuti- 
cal Society  of  Great  Britain,  with  minor  and  major 


diplomas,  has  taken  out  Ontario  registration  under  the 
new  reciprocal  arrangements  made  by  council  of  0.  C. 
P.  for  members  of  that  society. 

Ice  Cream  Cones,  Ltd.,  Toronto,  has  been  incorpor- 
ated in  Ontario  with  a  capital  of  $40,000,  to  acquire  the 
business  of  the  Ice  Cream  Cone  &  Wafer  Co. 

J.  II.  H.  Jurj"^  of  Bowmanville,  Out.,  President  of  the 
0.  C.  P.,  is  on  a  six  months  holiday  to  Southern  Europe 
in  search  of  better  health.  He  is  accompanied  by  Mrs. 
Jury. 

W.  H.  Gregory,  formerly  associated  with  Mr.  Jury  in 
Collingwood,  Ont.,  has  entered  into  partnership  with 
T.  .1.  Ryan  of  Stratford.  The  new  firm  will  be  known 
as  Gregory  &  Ryan. 

The  International  Drug  Co.,  Ltd.,  Port  Arthur,  Ont., 
have  received  Ontario  incorporation.  The  capital 
stock  is  $40,000,  and  the  provisional  directors  are :  Wil- 
liam T.  McEachern,  Neil  C.  MacEachern  and  Stephen 
L.idigen. 

The  Purifico  Company  of  Canada,  Ltd.,  Bridgeburg, 
Out.,  has  received  Ontario  incorporation,  to  manufac- 
ture a  medicine  called  Purifico,  as  well  as  patent  and 
proprietary  remedies  and  pharmaceutical  preparations. 

The  Seely  Manufacturing  Co.,  Ltd.,  Windsor,  Ont.. 
has  been  incorporated  in  Ontario  with  a  capital  stock  of 
one  hundred  thousand  dollars.  They  are  manufac- 
turer.s  of  chemicals  and  medicinal  and  pharmaceutical 
preparations. 

A.  E.  Drewery,  108  James  Street  S.,  Hamilton,  is 
now  located  in  his  new  store  at  126  James  Street  S. 
This  location  is  on  a  corner,  giving  a  good  range  of 
display  windows.  The  interior  is  up-to-date,  being  fit- 
ted with  .Jones  Bros,  fixtures. 

The  officers  of  the  Drug  Clerk  Hockey  Team  of  Owen 
Sound,  Ont.,  this  year  are: — Dr.  Frizzel,  Honorary  Pre- 
sident; J.  Herb  Brownlee,  President;  J.  D.  Campbell, 
Vice-President;  L.  E.  Douglass,  Secretary-Treasurer, 
and  Allan  Struthers,  City  League  representative. 

Manitoba. 

The  Oak  Lake  Drug  Store,  Oak  Lake,  Man.,  was  re- 
cently acquired  by  Noble  E.  Lyons. 

Poyntz  &  Co.,  druggists,  Winnipeg,  suffered  loss  by 
fire  in  mid-December. 

B.  S.  Eaton  &  Co.,  have  opened  a  new  drug  store  in 
Winnipeg. 

S.  P.  Joyal  has  succeeded  to  the  business  of  the  St. 
James  Pharmacy,  St.  James,  Man. 

A.  E.  Doherty,  druggist  and  stationer,  Boissevaiu, 
Man.,  has  sold  to  Central  Drug  Hall. 

The  Pas  Drug  Store  Co.,  the  Pas,  Man.,  suffered  loss 
by  fire  in  mid-December. 

The  Crispette  Manufacturing  Co.,  Ltd.,  of  Winnipeg, 
has  been  incorporated  in  Manitoba  for  the  manufacture 
of  Confectionery.      The  capital  stock  is  $10,000. 

Saskatchewan. 

A.  Campbell,  Druggist  of  Saskatoon,  Sask.,  has  sold 
out. 

A.  Campbell  of  Buffalo,  N.Y.,  has  opened  a  drug  store 
in  the  Maple  Leaf  Block,  Regina,  Sask. 

J.  Sappleton  has  opened  a  drug  store  at  Watrous, 
Sask. 

Thos.  D.  Dark,  druggist,  Biggar,  Sask.,  has  added  a 
line  of  books  and  stationery. 

R.  0.  T.  Rice  has  opened  a  new  drug  store  at  Wiseton, 
Sask. 

A.  A.  Biernes,  of  Rosthern,  Sask.,  sustained  loss  by 
fire  recently. 

R.  A.  Porter,  of  Eyebrow,  Sask.,  has  been  succeeded 
by  A.  E.  Armstrong. 
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J.  A.  Clairoux,  Sedley,  Sask.,  has  sold  to  C.  E. 
Parent. 

The  Bellevue  Drug  Store,  Bellevue,  Sask.,  has  moved 
into  new  quarters. 

Alberta. 

E.  F.  Nien  has  sxicceeded  to  the  business  of  the  Jas- 
l>er  Pharmacy,  Jasper,  Alta. 

F.  Jlorrison  &  Co.,  Oven,  Alta.,  have  been  succeeded 
by  G.  A.  Morrison. 

The  city  of  Calgary,  Alta.,  proposes  to  establish  a 
municipal  dispensary,  with  the  idea  of  distributing  nec- 
essary medicines  to  poor  people  at  a  low  cost.  The 
idea  is  to  get  local  doctors  to  give  their  services  free  of 
charge. 

British  Columbia. 

E.  S.  Knowlton,  of  Vancouver,  B.C.,  was  on  a  busi- 
ness trip  to  Eastern  Canada  in  early  December. 

Browne  &  Beaton,  corner  Pender  and  Main  streets, 
Vancouver,  B.C.,  have  taken  over  the  drug  store  of  H. 
W.  Ferguson  at  the  corner  of  Granville  and  Davie 
Streets,  and  will  now  operate  the  two  stores. 

At  the  serai-annual  council  meeting  of  the  B.C.  Phar- 
maceutical Association  at  Vancouver,  President  Joseph 
H.  Emery  occupied  the  chair,  and  the  following  were 
present — Councillors,  E.  S.  Knowlton,  Vancouver:  J. 
L.  White,  Greenwood;  Chas.  G.  Mills,  Vancouver;  Geo. 
H.  Cameron,  Vancouver,  and  Sec.-Reg.-Treasurer, 
James  "W.  Browne. 


MONTREAL  COLLEGE  OF  PHARMACY. 

Montreal — The  senior  session  of  the  Montreal  College 
of  Pharmacy  commenced  on  January  5.  The  Christ- 
mas examinations  resulted  as  follows  (names  in  order 
of  merit)  : — 

Passed  in  Botany — Wm.  Lovell.  F.  Fishman. 

Passed  in  Materia  Medica — "W.  J.  Casev,  H.  E.  Bor- 
den. J.  N.  Rainville.  W.  Nobell,  J.  Getz,  A.  Gold,  L.  A. 
Casey,  Dora  Schader,  C.  Hildreth,  J.  H.  Searff. 

Passed  in  Junior  Chemistry — W.  J.  Cavanagh,  H.  E. 
Borden,  J.  B.  Martin,  S.  Schube,  C.  Colle,  Charlotte  G. 
Hill. 

Passed  in  Senior  Chemistry — Max  Chattel,  J.  Couil- 
lard,  A.  Julian. 


DOMINION  INSPECTION  OF  HEADACHE 
POWDERS 

OTTAWA — The  last  inspection  of  headache  powders 
by  the  Inland  Revenue  Department  shows  a  very  great 
improvement  in  the  character  of  those,  as  well  as  in  ihe 
conditions  of  their  sale. 

"There  can  be  no  doubt,"  says  the  report,  "that 
harm  is  done  by  the  indiscriminate  use  of  headache 
powders.  The  drugs  to  which  the  efficiency  of  most 
of  these  headache  powders  is  due,  are  powerful  heart 
depressants,  and  are  capable,  under  certain  conditions, 
of  producing  fatal  results,  while,  under  most  condi- 
tions, they  must  do  harm." 

Declaring  Presence  of  Acetanilide  and  Phenacetin 

Acetanilide  (antifebrin)  and  phenacetin  are  most  fre- 
quently found  in  these  headache  powders.  The  Patent 
Aledicine  Act  requires  that  when  acetanilide  is  present 
in  quantity  above  two  grains  per  maximum  dose  or 
phanaeetin  above  five  grains,  the  name  of  the  drug  and 
the  fact  of  its  presence  shall  be  declared  on  the  label. 
Each  of  these  drugs  has  other  names,  but  the  names 


gi.cn  abo^e  are  comiLion  ones,  and  the  only  ones  which 
may  be  used  in  announcing  the  drugs  on  the  label. 

Should  be  Printed  on  Each  Powder 

Nearly  all  of  the  samples  examined  contain  a  declar- 
ation of  the  presence  of  acetanilide  or  phenacetin,  and 
in  this  way  meet  the  requirements  of  the  Patent  Medi- 
cine Act.  Sometimes  the  declaration  is  made  upon  the 
wrapper  of  each  individual  powder — more  frequently 
it  is  made  upon  the  label  of  a  box  containing  one  dozen 
powders.  The  department  requires  that  is  should  be 
printed  upon  each  individual  powder  covering,  since 
it  frequently  happens  that  the  user  buys  less  than  a 
package. 


DRUG  EXPOSITION  IN  NEW  YORK  CITY. 

NEW  YORK  CITY.— The  Chemical,  Drug  and  Food 
Exposition  and  Congress  was  held  in  Madison  Square 
Garden  from  Jan.  20  to  26,  and  was  largely  attended. 
There  was  a  big  gathering  of  producers,  distributors 
and  buyers,  while  there  was  also  much  of  interest  re- 
garding the  professional  side  of  the  drug  business.  Com- 
mercial interests,  however,  were  prominent. 

The  promoters  of  the  enterprise  aim  to  make  it  an  an- 
nual event.  In  Great  Britain,  it  is  customary  to  hold 
such  expositions  regularly  and  to  admit  the  general  pub- 
lic. They  provide  a  market  place  where  druggists  and 
phy.sicians  may  assemble  for  exchange  of  friendly  greet- 
ings, commercial  intercourse  and  the  discussion  of  pro- 
fessional topics. 


NEWS  OF  INTEREST  TO  DRUGGISTS 

The  Patterson  Candy  Company,  Limited,  of  Toronto, 
has  been  incorporated.  The  capital  stock  of  the  com- 
pany is  set  at  $200,000. 

J.  G.  Whyte  &  Son,  Ltd.,  wholesale  stationers,  Ot- 
tavv'a,  Ont.,  have  been  incorporated.  The  capital  stock 
is  $95;000  and  the  provisional  directors  are  R.  B.  Whvte, 
L.  P.  Whyte  and  A.  H.  AVhyte. 

The  Parke,  Davis  Co.,  of  Detroit,  this  year  declared 
a  special  dividend  of  5  per  cent,  in  addition  to  the 
regular  12  per  cent,  dividend.  Special  interest  attaches 
to  the  company's  dividend  record  from  the  fact  tha^ts 
disbursements  to  stockholders  are  maintained  at  l7 
per  cent,  for  the  year,  the  same  rate  as  last  year,  al- 
though the  capital  stock  of  the  company  was  increased 
last  year  from  $8,000,000  to  $10,000,000. 

Recognizing  the  importance  of  the  retailer  to  the 
interests  of  the  community,  the  University  of  Minne- 
sota on  Feb.  9  commences  a  short  course  in  merchan- 
dising for  merchants.  The  course  continues  a  week, 
during  which  lectures  on  business  questions  will  be  de- 
livered by  experts  in  different  lines.  It  includes  such 
lines  as  buying,  advertising,  salesmanship,  cost  of  do- 
ing bvisiness,  losses  and  leaks  in  retailing,  the  mail 
order  question,  window  trimming,  financing,  credits 
and  collections  and  store  service.  The  fee  is  only  $3.00 
for  the  entire  week's  program.  -     '; 

B.  W.  Donnelly,  of  Ancaster,  has  been  succeeded  By 
M.  S.  Crooker. 

Gregory  &  Jury  have  bought  out  Thos.  Ryan,  of 
Stratford,  Ont.,  and  have  taken  over  the  Rexall  Hae 
from  H.  G.  Meyers.  • 


Plenty  of  business  men  every  year  fail,  not  because 
they  could  not  see  far  enough  ahead  to  avoid  disaster, 
but  because  they  would  not  look  ahead. 
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Results  of  December  Examinations  at  O.  C.  P. 

TORONTO,  ONT.— The  results  of  the  junior  exam- 
inations at  the  Ontario  College  of  Pharmacy  held  dur- 
ing the  month  of  December,  indicate  a  general  success- 
ful term.    The  results  are  as  follows : 

First-class  honors  (in  order  of  merit) — R.  0.  Hurst, 
B.  E.  Niles,  Geo.  F.  Dove,  Chas.  H.  Stewart,  Russell  R. 
Duston,  Hugh  J.  Henderson,  W.  G.  Armstrong,  Geo.  R. 
Ross,  C.  R.  Muisiner,  C.  Schmidt,  A.  J.  Giles,  W.  E.  G. 
Donnell.  L.  G.  Nairn,  S.  M.  Vogan,  J.  A.  Prout,  Donald 

B.  Fry,  Fred  Irwin,  S.  R.  Sills,  J.  W.  M.  Scott,  A.  J. 
Thomson,  R.  M.  M.  Grav,  E.  C.  Denman,  P.  R.  Farley, 
J.  W.  Rush. 

Second-class  honors  (in  order  of  merit) — F.  E.  Staf- 
ford, Beatrice  Keeley,  Harry  Kress  and  L.  J.  Farrell 
(equal),  Geo.  Taylor,  W.  G.  Gordon,  B.  Pilsworth,  R. 
R.  Dennis,  Jno.  A.  MacDonald,  W.  G.  Henderson,  Frank 
N.  Kyle,  W.  W.  L.  Cronk,  Jno.  Southwell,  W.  A.  Gard- 
ner. 

Pass  list  (alphabetically  arranged — V.  P.  Ableson, 
J.  L.  Austin,  C.  Bevers,  C.  L.  Bicknell,  M.  A.  Catheart, 
Wm.  Cooper,  Eileen  Coughlin,  J.  E.  Coulter,  J.  W. 
Decker,  D.  Dick,  T.  R.  Dolan,  C.  N.  Dowling,  P.  P. 
Doyle,  A.  G.  Fulmer,  Leonard  Fysh,  J.  W.  Garneau,  H. 
J.  Gimblett,  Wm.  Glover,  Jos.  B.  Graham,  J.  A.  Greaves, 

C.  J.  Halloran,  H.  M.  Hastings,  P.  G.  Hoffman.  Herb 
Jackson,  Chas.  T.  Lee,  W.  Linton,  W.  S.  Luckhara,  W. 
J.  Luxton,  Jno.  A.  Maher,  E.  J.  Meyers,  S.  McKelvie, 
J.  A.  McPherson,  Jno.  McQueen,  H.  F.  Newton,  Harold 
J.  Overend,  Elmer  E.  Pine,  H.  W.  Rogers,  Emery  Shil- 
leto,  L.  H.  Standish,  E.  Skitch,  H.  Preston  Strang,  Fred. 
H.  Tennant,  Bert  D.  Trout,  T.  Twietmeyer,  Fred.  Van- 
drick,  Gordon  J.  Young,  B.  D.  Whitehead. 

Starred  in  subjects — Fred.  A.  Belfry,  Latin,  Pos- 
ology,  etc.,  and  Botany ;  A.  B.  Laing,  do. ;  W.  L. 
Wood,  do. 

Highest  in  Subjects 

Pharmacy  (including  practical) — B.  E.  Niles,  R.  0. 
Hurst,  Geo.  P.  Dove. 

Chemistry — Charles  Stewart,  R.  0.  Hurst,  W.  G.  Arm- 
strong and  B.  L.  Pilsworth  (all  equal). 


Practical  Chemistry^ — B.  E.  Niles  and  G.  P.  Dove 
•(equal),  J.  A.  Prout. 

Latin,  Posology.  etc. — Frank  Kyle,  Charles  Stewart, 
F.  R.  Farley  and  R.  R.  Dusten  (equal). 

Botany — R.  R.  Dusten  and  George  R.  Ross  (equal), 
Charles  Stewart. 

Physics — George  R.  Ross,  C.  C.  Muisiner  and  R.  R. 
Dusten  (equal). 


EXAMINATION     RESULTS     AT     MANITOBA 
COLLEGE. 

Winnipeg. — C.  N.  Mayoss  won  the  general  proficiency 
silver  medal  at  the  examinations  of  the  Manitoba  Phar- 
maceutical Association  held  at  the  close  of  the  1913  ses- 
sion of  the  college.  The  honor  list  in  order  of  merit 
was  as  follows :  C.  N.  Mayoss,  H.  S.  Rungay,  K.  M.  Mor- 
gan, A.  C.  Mathers,  J.  A.  McLeod,  M.  W.  John.ston,  K. 
G.  Harman. 

Pass  list  in  alphabetical  order: — Z.  Caminetsky,  0. 
Collins,  P.  L.  Connors,  H.  G.  Derby,  B.  A.  Glenn,  A.  E. 
Horner,  P.  Ingram,  E.  P.  Lesage,  J.  H.  Meahan,  C. 
Mills,  A.  R.  Minins,  C.  McClay,  A.  J.  McDonell,  R.  A. 
McMillan.  J.  E.  McNeil,  C.  McRory,  J.  H.  Pascoe,  G.  E. 
Rae,  W.  H.  Richards,  C.  A.  Sambrook,  J.  Saunderson,  G. 
W.  Slipp,  W.  A.  Still,  E.  B.  Walker,  G.  A.  Walkey,  C.  G. 
Whidden,  J.  Wilder,  P.  A.  Young. 


OFF  TO  A  BAD  START 

"P^irst  thing  you  do,"  says  the  employer  to  the  new 
young  man  who  has  been  engaged  as  a  city  salesman, 
"you  go  into  the  back  office  and  take  that  desk  the 
other  man  used,  and  see  if  you  can  get  some  order  out 
of  chaos." 

An  hour  later  the  enthusiastic  young  man  appears 
and  diffidently  reports: 

"Mr.  Kimphlet,  I  am  sorry,  but  I  have  looked  all 
through  the  card  index  and  the  telephone  directory, 
and  T  can't  find  the  address  of  Mr.  Chaos  to  solicit  that 
order  from  him." 
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The  1913-14  Class  of  the  Ontario  College  of  Pharmacy,  Toronto.     The  photograph  was  taken  on  the  steps  of  the  College. 

There  are  91  students  enrolled  this  year. 
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Despatches  Tell  of  Methods  of  Other  Druggists 

News  of  what  other  Canadian  dealers  are  doing  to  promote  Business 


PETERBOROUGH,  ONT.— Most  druggists  hold  the 
opinion  that  the  window  that  is  devoted  to  the  display 
of  one  line  only  at  a  time  has  the  greatest  selling  power, 
as  the  attention  of  the  person  looking  at  it  is  con- 
centrat>>d  on  the  one  line,  and  interest  is  more  likely 
to  be  worked  up  to  the  selling  point.  Freipently  it  is 
the  ease  that  the  dealer  has  not  enough  stock  of  a 
certain  line  to  devote  an  entire  window  to  it.  What 
is  to  be  done  in  a  case  like  this? 

E.  L.  Payne,  druggist,  of  Peterborough,  Ont.,  has 
solved  the  difficulty  by  dividing  his  display  window 
into  two  sections  by  an  oak-finished  dividing  fence.  In 
this  way  two  smaller  separate  displays  may  be  ar- 
ranged.' The  dividing  fence  is  removable  in  case  the 
whole  window  is  required  for  one  display. 

Mr.  Payne  has  also  built  up  a  small  step  arrangement 
in  the  window  for  display  purposes,  each  step  being  set 
in  farther  than  the  preceding  one,  on  each  side,  thus 
giving  a  sort  of  pyramid  style  to  the  stand. 


FRONT  OF  DESK  USED  FOR  DISPLAYING 
MAGAZINES 
HAVELOCK,  ONT.— A.  C.  Denike,  druggist,  of 
Havelock,  Ont..  has  a  desk  built  near  the  rear  of  the 
main  part  of  his  store,  and  to  one  side.  There  are 
many  other  dealers  who  have  somewhat  similar  desks 
and  somewhat  similarly  situated,  but  all  do  not  make 
use  of  the  front  for  display  purposes  as  Mr.  Denike 
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Rough  sketch  showing  how  druggist  displays  magazines 
on  front  of  desk. 

does.  He  has  arranged  the  front  of  it  so  as  to  display 
magazines  and  school  books  in  an  effective  manner.  At 
the  bottom  is  a  shelf  arrangement  on  which  various 
kinds  of  school  books  are  shown.  Higher  up  are  two 
railings,  about  one  foot  apart,  on  each  of  which  maga- 
zines are  placed  showing  their  full  face  to  customers. 
They  are  held  in  position  by  a  thin  iron  rod  which 
extends  across  the  front. 

In  many  stores  there  are  vacant  spots  that  could  be 
used  to  good  advantage  for  displaying  some  line  of 
goods.  Look  around  your  own  store.  Have  you  a 
vacant  spot  that  could  be  put  to  use? 


It  is  just  an  ordinary  book  on  the  front  of  which  is 
inscribed,  "We  handle  all  the  high  grade  goods." 
In  the  inside  is  pasted  cut-out  advertisements  from 
magazines  and  newspapers  of  goods  which  he  carries 
in  stock. 

In  speaking  of  it  he  said:  "I  believe  much  better 
results  can  be  obtained  by  dealer  and  manufacturer 
working  together,  and  by  the  merchant  taking  full  ad- 
vantage of  the  manufacturer's  advertising.  The  book 
is  placed  on  the  counter  and  a  customer,  while  wait- 
ing, naturalh'  picks  it  up  and  looks  it  over.  There 
she  will  find  that  we  carry  goods  which  she  has  seen 
advertised  in  the  magazines,  and  perhaps  which  she 
has  thought  of  sending  for.  Then,  again,  the  book  is 
useful  to  me  as  a  means  of  securing  phrases  and 
descriptions  for  my  own  advertising." 


GIVE  PRAISE  WHERE  PRAISE  IS  DUE 

CALGARY,  ALTA.— "If  window  trimmers  in  many 
stores  received  more  encouragement  from  the  merchant 
in  their  work,"  remarked  a  Calgary  dealer  recently, 
"they  would  put  forth  more  effort  in  this  direction. 
Some  merchants  withhold  praise  even  for  an  exception- 
al good  trim,  fearing  that  the  clerk  may  form  an 
exalted  opinion  of  his  woi'k.  I  know  from  experience 
that  when  a  trimmer  receives  some  recognition  of  his 
good  work,  he  puts  more  brain  work  into  the  details 
next  time  in  an  effort  to  turn  out  an  even  better  display. 
If  he  finds  that  the  boss  pays  no  attention  to  it,  whether 
it  be  good  or  bad,  he  naturally  begins  to  lose  interest 
in  his  work  also. 

"Window  display  is  a  valuable  selling  agent,  and 
every  druggist  should  encourage  his  window  trimmer 
to  make  it  sell  as  much  goods  as  possible." 


NOVEL  SHOW  CARDS  IN  THE  WINDOW 

HAMILTON,  ONT.— A  dealer  of  this  city  in  a  win- 
dow display  including  some  special  lines  recently  had 
a  show  card  which  read,  "Now  is  the  time  to  save 
money  by  spending  it."  The  card  is  quite  an  appro- 
priate one  where  price  inducements  are  being  offered 
to  attract  people  to  the  store. 

A  dealer  who  -wished  to  impress  the  value  of  (juality 
over  price  in  the  purchasing  of  goods,  had  a  show  card 
which  read,  "A  person  who  buys  poor  quality  goods 
because  of  a  slight  difference  in  price  is  penny  wise 
and  pound  foolish." 

A  novel  show  card  was  used  by  a  druggist  not  long 
ago.  He  sold  chamois  vests  and  had  a  window  display 
of  them  with  a  card  which  road,  "Probabilities  for 
to-morrow — cold:    better  buy  a  chamois  vest  to-day." 


TO  REPRESENT  WATER  OR  ICE 

Have  you  ever  wanted  to  represent  water  or  ice  in 
a  window  display,  and  did  riot  hav;  the  facilities  for 
showing  the  actual  thing  in  the  window?  One  deale" 
overcomes  the  difficulty  by  the  use  of  a  mirror,  which, 
if  implanted  in  earth,  represents  water,  or  if  set  in 
something  white,  looks  like  ice. 


AN  ADVERTISING  SCRAP  BOOK  jf  ^^^^  jj^ye  been  traveling  right  along  in  a  beaten 

MONTREAL. — A  local   dealer  has    received    good     path  year  after  year  in  your  store  methods,  isn't  it 
results  from  what  he  calls  an  "advertising  scrap  book."     time  to  break  away  and  do  something  different? 
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Sixty  P.C.  of  Business  Done  in  Stationery  and  Fancy  Goods 

G.  B.  Souch,  of  Medicine   Hal,  Alia.,  finds  the  side  lines  all  important  in  the  drug 
store — states  that  60  per  cent,  of  total  business  is  done  in  stationery  and  fancy  goods 


MEDICINE  HAT,  ALTA.,— G.  B.  Souch,  druggist 
of  this  city,  finds  that  the  side  lines  are  not  only  a  big, 
but  an  all  important  factor  in  his  business.  This  is 
indicated  by  his  statement  to  The  Retail  Druggist  that- 
"sixty  per  cent,  of  my  business  is  done  in  stationery 
and  fancy  goods."  While  this  is  a  larger  percentage 
for  these  lines  than  in  most  stores,  it  demonstrates  in 
a  convincing  manner,  the  great  importance  of  the  so- 
called  side  lines  in  the  drug  store  of  to-day. 

Prominence  to  Stationery  and  Kindred  Lines 

The  photograph  of  Mr.  Souch 's  store  reproduced 
here  shows  the  space  and  prominence  given  to  station- 
ery and  kindred  lines,  practically  all  one  side  being 
devoted  to  these  lines.  It  will  be  noticed  that  maga- 
zines are  displayed  on  top  of  the  silent  salesmen,  while 
books  are  shown  on  the  shelves  behind,  as  well  as  on 
a  table  to  the  rear.  Picture  post  cards  are  displayed 
in  a  rack  above  the  counter.  "Magazines  and  associat- 
ed lines  bring  in  a  considerable  number  of  customers," 
says  Mr.  Souch,  and  this,  of  course,  helps  business 
because  frequently  they  see  other  lines  that  they  wish 
to  buy,  while  the  opportunity  is  given  to  suggest  other 
lines  to  them. 

Side  Lines  to  the  Front 

Among  the  side  lines  noticeable  in  the  photograph 
will  be  noted:  cut  glass  and  china,  brushes  and  mir- 
rors, purses  and  hand  bags,  candies  and  confectionery, 
pennants,  and  Thermos  bottles.  "I  find  that  china  and 
cut  glass  does  not  pay  me  as  well  as  other  lines,"  says 
Mr.  Souch,  "as  they  occupy  too  much  valuable  display 
space,  and  I  am  endeavoring  to  reduce  my  stock." 

"Kodaks  and  supplies  are  a  strong  feature,"  he  says, 
"and  a  perfectly  satisfactory  side  line."     They  have 


their  own  finishing  department,  which  is  a  good  second 
to  the  supply  end. 

Business  Established  in  Early  Eighties 

The  business  is  an  old  established  one,  having  been 
opened  in  the  early  eighties  by  a  doctor,  who  practised 
in  that  vicinity,  and  who  had  it  to  look  after  his  own 
prescription  work.  It  was  later  taken  over  by  an 
English  chemist,  while  in  1901,  it  was  purchased  by 
B.  P.  Souch,  a  brother  of  the  present  proprietor.  It 
was  purchased  by  the  present  owner  in  March  last, 
and  he  is  putting  the  various  side  lines  to  the  front, 
because  he  realizes  their  value  in  promoting  sales. 

Other  dealers  in  all  parts  of  Canada  are  recognizing 
the  same  thing,  and  are  giving  more  and  more  atten- 
tion to  those  side  lines  that  are  in  many  cases  becoming 
the  staples  of  the  business. 

Stationery  and  fancy  goods  are  prominent  lines  in 
the  majority  of  stores.  Other  good  paying  depart- 
ments that  receive  a  good  deal  of  attention  are :  candies 
and  confectionery,  photographic  supplies,  toilet  goods 
and  sundries,  razors  and  shaving  accessories,  cigars 
and  tobaccos,  and  the  soda  fountain. 


LET  THERE  BE  LIGHT 

To  economize  in  the  matter  of  light  in  the  store  is 
•generally  false  economy.  People  shun  the  poorly 
lighted  store,  and  even  if  they  do  enter  the  dull  and 
dark  store,  there  is  not  the  same  inducement  to  pur- 
chase as  in  the  well  lighted  establishment  where  goods 
are  shown  up  to  advantage.  Consider  the  lighting  in 
your  store,  and  if  it  is  not  as  good  as  it  should  be,  see 
to  it  that  it  is  improved. 


Interior  of  the  store  of  G.  B.  Souch,  of  Medicine  Hat,  Alta,  showing  promlneoce  given  to  side  lines. 
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Business  Getting   Methods  of  a  Peterborough   Drug  Store 

How  the  Wame  Drug  Company,  Limited,  of  Peterborough,  induce  busi- 
ness—  IVindows  are  valuable  in  creating  sales — What  W.  B.  Wame 
thinks   of  the    dealer   as   a   salesman ;   and  his   opinion   on   substitution 


PETERBOROUGH,  ONT.,  (STAFF  CORRESPON- 
DENCE).—The  store  of  the  Wame  Drug  Co.,  of  this 
city,  bears  strong  evidence  to  the  fact  that  the  side 
lines  in  the  drug  store  are  forging  to  the  front.  There 
are  eight  silent  salesmen  in  this  store,  four  along  each 
side,  in  which  were  displayed,  when  visited  by  The  Re- 
tail Druggist,  perfumes,  toilet  goods,  soaps,  leather 
goods,  cigars,  confectionery,  brushes  and  rubber  goods. 
They  believe  that  showing  the  goods  is  an  important 
factor  in  making  sales  and  accordingly  efficient  display 
is  carried  on  throughout  the  store. 

Windows  are  Valuable  Sales  Mediums 

Good  display  is  also  a  feature  of  their  two  show  win- 
dows. Their  store  is  located  on  George  St.,  the  main 
thoroughfare  of  the  city,  and  they  find  that  careful 
attention  to  the  windows  turns  many  a  dollar  into 
their  store.  Mr.  W.  B.  Warne  states  that  it  is  a  com- 
mon occurrence  to  find  direct  sales  resulting  from  win- 


is  frequently  the  ease,  where  lights  are  turned  out 
when  the  store  is  closed  up.  The  window  lights  are 
allowed  to  burn,  and  an  arrangement  is  nlade  with  the 
policeman  on  this  street  to  turn  them  out  when  the 
people  have  disappeared  from  the  streets.  This  is  made 
possible  by  having  the  switch  which  controls  the  win- 
dow lights  just  outside  the  door,  where  the  policeman 
can  turn  it  off  when  passing.  George  St.  is  a  much 
fre(|uented  thoroughfare  during  the  evening,  and  by 
having  the  lights  on.  a  good  deal  of  advertising  is  done 
through  the  windows. 

Have  Saturday  Specials 

A  large  show  card  at  the  rear  of  the  Warne  Drug 
Store  reads:  "Watch  the  newspapers  and  our  windows 
for  Saturday  bargains."  This  is  one  of  the  means 
used  by  this  store  for  creating  extra  week-end  business. 
Price  inducements  are  offered  on  a  couple  of  lines  as 
a  means  of  attracting  ciistomers  to  the  store,  and  an 
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The  well  arranged  store  of  the  Warne  Drug  Co.,  of  Peterborough,  Ont    Read  what  Mr.  Warne  says  about  salesmanship. 


dow  display.  This  is,  of  course,  convincing  proof  of 
their  value.  "The  window  has  a  value,"  he  says,  "in 
the  fact  that  it  attracts  people  to  the  store  and  gives 
an  opportunity  of  selling  other  lines  of  goods  as  well." 
Mr.  Wame  believes  in  devoting  the  window  to  one 
line  at  a  time,  as  far  as  possible.  "When  a  number  of 
lines  are  shown,"  he  says,  "the  attention  of  the  per- 
son passing  is  not  concentrated  on  any  one  line,  and 
accordingly  from  a  sales  point  of  view  it  is  not  as  valu- 
able as  the  one  line  window.  We  try  to  keep  to  one 
line  or  at  least  associated  lines  that  work  well  to- 
gether." 

Window  Lights  on  at  Night — Police  Turn  Off 

This  store  closes  at  &M0  each  night,  but  the  windows 
are  not  allowed  to  go  to  waste  during  the  evening,  as 


effort  is  then  made  to  sell  them  additional  lines  of 
goods.  Friday's  papers  are  used  to  announce  these 
.specials,  while  a  window  with  show  cards  is  used  to 
feature  one  of  the  special  lines.  This  is  found  a  good 
way  to  attract  people  to  the  store,  and  particularly  to 
get  acquainted  with  new  people. 

The  Dealer  as  a  Salesman 

W.  B.  Warne  is  a  believer  in  salesmanship.  "It  is 
v/onderful,"  he  says,  "how  a  dealer  can  sell  additional 
lines  of  goods  to  people  who  visit  the  store  if  he  only 
tries.  In  fact  the  dealer  depends  on  this  to  no  little 
extent  for  his  livelihood.  Anyone  can  hand  out  what 
is  asked  for.  It  takes  a  salesman  to  induce  extra 
sales." 

Certain  manufacturers  erroneously  hold  the  opinion 
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that  they  can  force  the  dealer  to  handle  their  goods — - 
that  all  they  need  to  do  is  to  advertise  extensively  to 
the  public,  and  that  thus  the  dealer  will  be  forced  to 
sell  their  lines.  Wr.  Warne,  however,  contends  that 
the  dealer  is  pretty  well  the  decider  of  the  lines  he  shall 
sell.  "We  find  that  we  can  sell  what  we  see  fit  to 
recommend,"  he  says,  "but  of  course,  it  is  necessary 
to  make  sure  of  the  quality  of  the  article  before  we  put 
our  recommend  behind  it.  This  is  naturally  essential 
with  the  man  who  is  building  up  a  trade  which  he 
hopes  to  maintain.  The  man  in  the  large  city  with  a 
catch  trade  may  be  able  to  afford  to  being  somewhat 
careless  in  his  recommends,  but  the  dealer  who  is  deal- 


ing continuously  with  the  same  customers   can't." 

"If  an  article  is  just  as  good  as  the  one  asked  for, 
however,  and  the  dealer  has  a  special  reason  for  push- 
ing it,  he  certainly  is  going  to  try  to  sell  it.  If  an  article 
is  widely  advertised  to  the  public,  I  believe  in  carry- 
ing it,  even  if  I  do  not  push  it.  If  a  customer  comes  in 
and  asks  for  it,  and  you  say  you  haven't  it,  and  offer 
her  something  'just  as  good,'  she  naturally  is  inclined 
to  think  that  you  are  recommending  it  just  because  you 
haven't  what  she  wants,  and  yet  want  to  make  a  sale. 
If  you  pull  the  article  asked  for  out,  however,  and  show 
her  you  h'ave  it,  and  then  go  on  to  recommend  som,e- 
thing  else,  your  argument  has  must  stronger  backing." 


Lay-out  of  a  Drug  Store  in  a  Small  Town 

Plan  of  the  store  of  A.  E.  Patterson,  Allandale,  Ont. — How  he  displa\)s  goods 
to  the  best  advantage — Make  suse  of  small  window  at  rear  of  store  to  display  goods 


Allandale,  Ont.,  (STAFF  CORRESPONDENCE  TO 
THE  RETAIL  DRUGGIST).— The  drug  store  of  A.  E. 
Patterson,  of  this  village,  a  place  of  some  1,200  popu- 
lation, not  far  from  Barrie,  Ont.,  was  visited  by  The 
Retail  Druggist,  and  a  plan  showing  the  layout  and  ar- 
rangement of  the  store  secured.  Many  side  lines  are 
featured  and  the  respective  prominence  given  to  each 
one  is  shown  by  this  plan. 

Cigars  a  Profitable  Line 

Cigars  are  given  a  good  deal  of  space,  and  Mr.  Pat- 
terson finds  this  quite  a  profitable  department.  It  at- 
tracts men  to  the  store,  and  besides  the  direct  sales, 
considerable  additional  business  is  thus  secured,  from 
the  fact  that  being  attracted  within  the  store  they 
see  other  lines  which  they  purchase. 

As  shown  by  the  drawing,  when  The  Retail  Druggist 
visited  the  store,  the  lines  displayed  in  silent  salesmen 
and  show  cases  on  one  side  were  pipes,  toilet 
goods,  candies  and  soaps,  and  on  the  other, 
cigars,  brushes  and  rubber  goods.  The  shelves 
on  one  side  are  given  over  almost  altogether  to  patent 
medicines,  while  the  other  side  is  devoted  to  assorted 
merchandise  with  drugs  occupying  the  rear  section. 
Mr.  Patterson  believes  in  changing  the  goods  in  the 
show  cases  from  one  to  another  frequently,  so  as  to  have 
the  store  looking  somewhat  different  to  customers  on 
each  visit. 

Uses  Rear  Window  for  Display 

He  believes  in  keeping  goods  out  where  people  will 
see  them.    For  instance  on  the  counter  where  customers 


are  served  he  keeps  a  few  lines  that  people  may  pick 
up  and  examine.  These  particular  lines  are  changed 
very  frequently,  so  that  there  will  be  something  new 
there  for  customers  to  interest  themselves  in,  each  time 
they  come  in.  In  order  to  get  additional  display  space, 
two  small  tables  are  kept  in  the  centre  of  the  store,  on 
which  special  lines  may  be  shown. 

The  main  part  of  the  store  is  separated  from  the  rear 
by  an  archway.  There  is  a  window  in  the  rear  section 
facing  on  to  a  street  which  passes  down  that  side  of  the 
store.  The  original  purpose  of  that  window  was  merely 
to  admit  light,  but  Mr.  Patterson  has  turned  it  into  a 
sales  medium  by  using  it  for  display  purposes.  It  is 
only  small  but  it  has  its  value. 

Ice  Cream  Parlor  on  Second  Floor 

The  ice  cream  parlor  in  this  store  is  on  the  second 
floor,  being  reached  by  the  stairway  indicated  at  the 
rear.  Thus  the  person  visiting  it  has  to  pass  through 
the  store,  passing  on  the  way  an  extensive  display  of 
goods  in  which  they  may  become  interested.  Thus  extra 
sales  are  induced.  Mr.  Patterson  recognizes  its  value. 
"I  would  keep  it,"  he  says,  "even  if  I  only  broke  even, 
just  because  of  the  number  of  people  it  brings  to  the 
store." 

A  certain  amount  of  credit  business  is  done  by  Mr. 
Patterson,  Allandale  being  a  railway  town  where  wages 
are  paid  monthly.  He  does  not  find  a  great  deal  of 
direct  loss,  but  a  bad  feature  is  that  people  who  have 
run  a  bill  freqiiently  go  elsewhere  to  spend  their  cash. 
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Drawing  showing  the  lay-out  of  a  drug  store  in  a  small  town— that  of  A.  E.  Patterson  of  Allandale,  Ont. 
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Advertising  For  Retail  Druggists 


Hints  and  Suggestions 

Jor 

Live  Dealers 


THERE  is  no  doubt  that  some  retail  advertising 
docs -not  pay.  While  this  fact  is  admitted,  at 
the  same  time  it  must  be  agreed  that  in  th|e 
majority  of  cases  the  reason'  lies  in  the  fact 
that  the  proper  kind  of  coi^y  has  not  been  used.  It 
therefore  seems  that  the  retailer  who  advertises  would 
do  well  to  give  considerable  study  to  the  producing 
of  advertising  copy  that  will  create  interest  and  sell 
goods.  '  That  is  the  aim  of  advertising. 

Stilted  Copy  Not  Convincing 

Any  copy  that  is  evolved  only  after  hours  of  diligent 
search,  through  a  dictionary  or  other  sources  is  not 
natural  or  compelling.  It  can't  be.  Just  as  it  requires 
labor  and  forced  conditions  of  production  on  the  part 
of  the  writer,  so  it  appears  mechanical  and  constrained 
to  the  reader,  who  is  more  often  lost  in  its  intricate 
phra,sing  than  convinced  by  its  arguments.  Human 
nature  and  endeavor  is  very  nearly  at  an  average 
everywhere,  and  what  one  man  does  with  labor  another 
man  undoes  with  a  corresponding  expenditure  of  labor. 
It  is  the  old  law  of  action  and  reaction.  What  one 
puts  into  his  work  is  bound  to  come  out  of  it.  Put 
natural  spontaneity  and  directness  into  advertising 
copy,  and  those  tAvo  characteristics  will  be  the  first 
things  read  out  of  it.  Some  of  the  best  business  letters 
written  in  the  commercial  world,  and  some  of  the  most 
compelling,  have  been  composed  without  a  second's 
thought  or  preparation — just  dictated  on  the  spur  of 
the  moment,  as  the  logical  arguments  came  to  mind. 
Some  of  the  greatest  advertisements,  from  the 
standpoint  of  results,  have  been  written  in  the  same 
offhand  way,  without  thinking  or  unnecessary  prepara- 
tion. They  have  had  snap,  human  interest  and  simple- 
ness,  all  of  which  have  appealed  to  the  reader,  but  did 


Piay  Square  with   Your  System 

PeopU  who  have  wondered  why  they  were  not  successful  or  why  they  did  not 
get  alony  better  would  cease  to  wonder  if  they  were  only  honest  with  them- 
fclvcs,  if  they  were  only  truthful  to  themselves.  Play  square  and  fair  with 
yourself     Treat  vour  system  right.     Take 

FINDLATS  MORRtrS  PHOS-- 

It  is  the  tissue-building  tonic  that  promotes  health  and  vitality.  Makes  your 
nerves  Steady  and  furnishes  just  the  right  medicine  in  the  right  amount  to  do 
you  the  most  good.    Recommended  by  physicians.  Per  bottle— $i-oo 

JAS.  FINDLAY  DRUG  CO. 


Well  written  Ad.  from  Calgary,  Alta.     Both  the  heading 
and  subject  matter  are  good. 

not  stand  in  the  way  of  his  grasping  the  "story"  of 
the  ad  or  weighing  the  arguments  of  the  copy.  Did 
one  never  spend  half  an  hour  listening  to  an  over- 
polished  speaker  who  chose  his  every  word  with  care 
and  precision,  and  was  so  stilted  and  affected  that  he 
made  his  audience  twitch  and  squirm  and  want  to  talk 
for  him,  or  at  least  help  him  out  with  an  occasional 
word  when  he  made  an  over-long  pause  in  his  diction? 
Such  a  speech  delivered  by  such  a  man  may  be  likened 
to  stilted,  over-polished  advertising  copy.  In  the  final 
analysis  it  hinders  more  than  it  helps.  It  lacks  the 
red-corpuscle  vigor  of  conviction,  nor  has  it  even  the 
lesser  power  to  interest.  When  an  advertisement  wants 
interest,  it  is  hopelessly  bad. 


We  see  thousands  of  announcements  made  by  mer- 
chants of  gigantic  clearing  sales,  fire  sales,  bankrupt 
sales  and  reduction  of  the  most  violent  and  radical 
character  in  the  price  of  staple  merchandise.  Of 
course  we  reali;5e  the  necessity  for  a  certain  amount  of 
high  color  in  our  advertising;  we  are  accustomed  to 
admire  the  enthusiast;  we  expect  a  man,  in  presenting 
his  proposition  to  us,  to  make  it  full  and  complete. 


Looking  Beautiful 

Is  more  a  matter  of  personal  care- 
fylness  than  anythihg-else.  A  skin 
kept  clean — very  clean — and  free 
from  roughness  has  made  the  repu- 
tation of  many  a  beautiful  woman. 

Good  face  creams,  pure  soaps,  toilet 
powders  without  adulteration — 
every  woman  knows  how  important 
it  is  to  get  only  this  kind.  This  is 
the  kind  we  keep. 


Qood  reading  matter  for  a  toilet  goods  Ad.    It 
will  appeal  strongly  to  the  women. 

Unless  one  is  confident  of  his  ovra  business,  has  a  great 
respect  for  it,  more  or  less  enthusiastic  about  it,  the 
work  will  lose  just  that  degree  of  influence;  and  there 
is  so  much  that  can  be  truthfully  said  in  a  merchant's 
advertising  that  there  is  no  need  for  exaggeration. 

Plenty  to  Talk  About 

Why  should  a  dealer  lack  a  subject  to  talk  about! 
When  we  consider  the  manifold  happenings  that  go 
on  in  a  retail  store,  ■  the  changes  which  take  place  in 
the  complexion  of  things,  the  march  of  the  season's 
record,  as  it  were,  in  the  merchandise  which  the  dealer 
has  in  stock,  the  new  things  that  he  brings  out,  the  old 
things  which  he  must  offer  for  sale,  the  bargains  that 
he  can  pick  up  from  season  to  season  and  turn  over  to 
his  customers  at  a  profit — all  these  things  can  be 
recorded  in  an  advertisement,  and  should  present  such 
a  mass  of  matter  from  which  to  select  that  he  should  not 
be  at  a  loss  what  to  put  in  an  advertisement.  The  style 
of  the  type  in  which  the  advertisement  is  to  be  set  up, 
the  arrangement  of  it,  the  relationship  of  price  figures 
to  the  descriptions,  the  use  of  cuts,  are  all  important  in 
their  way,  but  they  are  positively  insignificant  as  com- 
pared with  actual  news  put  into  the  advertisement  to 
represent  a  store,  and  it  is  the  making  of  this  news,  or 
so  conducting  the  business  that  one  will  have  news  to 
tell,  that  is  of  the  utmost  importance  in  advertising. 


THE  narrow  man  can't  survive.  Broader  chests 
and  broader  foreheads  are  ready  to  replace  him. 
Unless  he  constantly .  renews  his  vitality  and 
reviews  his  knowledge — unless  he  keeps  posted  and 
keeps  pacing — unless  he  adds  to  his  mental  kit  the 
newer  tools  of  thought  and  trade — the  newer  systems 
and  the  newer  economics — ^he  cannot  hope  to  compete 
in  the  after-building.  — Herbert  Kaufman. 
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Practical 

Hints  and  Ideas  for 

the  Druggist 


Sales  Value  of  Novel  Window  Displays 

HAMILTON,  ONT.— Esther  Davis,  of  Hamilton, 
Ont.,  whose  store  is  located  at  the  corner  of  Hunter 
and  King  streets  in  the  Ambitious  City,  is  a  strong 
believer  in  the  novel  window  display  as  a  means  of 
attracting  attention  to  the  store  and  selling  goods. 
She  has  found  the  window  embodying  some  central 
feature  of  interest  a  great  deal  more  valuable  in  arous- 
ing interest  in  the  goods  than  the  ordinary  display 
along  set  lines,  such  as  are  common  in  so  many  stores. 
An  attempt  is  made  whenever  possible  to  have  some 
novel  central  feature  in  displays. 

Novel  Displays  that  Advertised  Headache  Powders 

One  window  display  of  this  nature,  used  not  long 
ago,  was  one  to  advertise  headache  powders.  In  the 
centre  of  the  window  was  shown  a  doll  in  a  miniature 
bed.  It  had  its  hand  up  to  its  head  in  the  manner  of 
people  who  are  suffering  from  a  severe  headache.  A 
show  card  read: — 

WHY  HAVE  SUCH  A  HEADACHE  WHEN  YOU 

CAN  CURE  IT  BY  USING  DAVIS' 

HEADACHE  POWDERS 

Displays  of  these  powders  were  made  about  the 
window.  The  catchy  idea  aroused  a  good  deal  of 
interest,  and  besides  drawing  attention  to  the  headache 
powders,  did  considerable  general  advertising  for  the 
store. 

When  this  display  was  in  for  a  while,  the  doll  was 
changed  to  a  sitting  posture  in  the  bed  and  a  card  was 
put  in,  reading  as  follows : — 

I  AM  FEELING  MUCH  BETTER 

SINCE  USING 
DAVIS'  HEADACHE  POWDERS 

This  also  caught  on  well,  especially  with  those  who 
had  seen  the  former  display. 

A  Candy  Window 

Another  novel  window  used  by  this  store  featured 
candy.  In  this,  the  central  feature  was  a  boy  and 
girl  doll,  showing  the  boy  passing  over  a  box  of  candy 
to  the  girl.  This  caught  the  attention  of  the  passerby, 
while  candies  of  various  kinds  were  displayed  about 
the  window  to  tempt  the  passerby  into  the  store  to 
purchase; 

Featiire  displays  of  this  nature  are  certainly  valu- 
able, and  should  be  used  as  much  as  possible  by  drug- 
gists. The  aim  should  be  to  have  the  feature  connect 
up  with  the  goods  shown,  for  jhere  is  then  a  double 
value— attention  is  directed  to  the  goods,  and  the  store 
is  advertised,  because  people  remember  where  they 
see  interesting  things. 

Have  Feature  in  Keeping  With  Goods 

A  dealer. might  put  a  live  animal  in  the  window,  for 
stance,  and  while  it  might  attract  attention,  it  probably 
,would  not  sell  goods,  because  the  animal  would  get  all 
the  attention.  Naturally,  such  a  window  would  have 
a,  general  advertising  value,  but  a  feature  that  has  a 


connection  with  the  goods  shown  has  both  an  advertis- 
ing and  selling  value,  and  the  dealer  is  always  anxious 
to  make  as  many  direct  sales  as  possible. 


WINDOW  DISPLAYS  IN  SOME  TORONTO  STORES 

TORONTO,  ONT.— A  druggist  of  this  city  who  had 
put  in  a  stock  of  old  fashioned  rock  candy  decided  to 
feature  it  in  the  window.  At  the  front  of  the  window 
the  words  "Rock  Candy"  were  spelled  out  with  the 
candy  itself.  A  big  display  of  the  candy  was  made 
farther  back.  A  show  and  price  card  was  used.  The 
words  "old  fashioned  rock  candy"  on  the  show  card 
seemed  to  have  a  special  appeal  in  them  for  many 
people. 

A  Com  Cure  Window 

C.  P.  Playter,  1340  Queen  St.  W.,  Toronto,  had  a  com 
cure  window  in  early  Decenlber  that  attracted  no  little 
attention.  The  floor  of  the  window  was  covered  with 
a  layer  of  field  com — in  the  grain.  In  the  centre  of 
the  window  were  two  white  moulded  forms  of  feet, ' 
frequently  used  in  the  drug  trade  for  advertising  pur- 
poses. On  the  little  toe  of  each  foot  was  placed  a  kernel 
of  corn.  A  large  show  card  bore  the  inscription:  "If 
you  have  corns  on  your  feet,  Playter 's  com  cure  takes 
them  off."  The  window  no  doubt  was  observed  by 
those  suffering  from  corns,  while  it  proved  rather  hum- 
orous to  the  rest  of  the  public  who  were  fortunate 
enough  to  be  free  from  them. 

Appealing  to  Young  Man  with  a  Lady  Friend 

A  candy  window,  calculated  to  catch  the  attention  of 
the  young  man  who  aims  to  please  the  lady  friend  upon 
whom  he  calls,  was  arranged  in  the  store  of  W.  6. 
Becker,  comer  College  and  Grace  Streets,  Toronto.  At 
one  side  of  the  window  was  a  cloak  rack,  on  which 
hung  a  young  man's  overcoat,  muffler  and  hat.  Prom 
the  pocket  of  the  overcoat  a  box  of  the  candy  that  was 
being  featured  stuck  out.  In  the  centre  of  the  win- 
dow was  a  large  cardboard  cut-out  of  a  young  man 
and  woman  in  a  hammock.  This  was  supplied  by  the 
candy  manufacturer.  A  show  card  at  the  front  of  the 
window  read,  "He  is  in  right.  You  see  he  always 
brings  —  chocolates."  Different  sized  boxes  of  the 
candy  mentioned  were  shown  in  the  window. 


SEND  US  YOXm  WINDOW  DISPLAYS 

There  are  many  window  displays  being  put  in  by 
druggists,  every  month,  that  possess  a  good  deal  of 
merit.  It  is  unfortunate  that  other  dealers  do  not 
have  an  opportunity  of  admiring  and  securing  pointers 
from  many  of  these.  The  way  to  make  this  possible 
is  by  having  them  photographed  and  sent  along  to 
The  Retail  Druggist  for  reproduction.  In  this  man- 
ner, reciprocity  in  ideas  of  window  dressing  can  be 
carried  on  by  dealers  in  all  parts  of  Canada. 

The  Retail  Druggist  solicits  photographs  of  good 
window  displays.  When  you  have  put  in  a  good  win- 
dow, have  a  photograph  taken  and  send  it  along  to  us. 
We  will  appreciate  it,  and  so  will  your  brother  dealers 
and  clerks  all  over  Canada.  This  is  one  way  in  which 
you  can  contribute  to  the  general  good  of  the  business 
to  which  you  belong. 

Address  photographs  to  the  Editor,  The  Retail 
Druggist,  32  Colborne  street,  Toronto. 
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VALUE  OF  PRICE  AND  SHOW  CARDS  IN 
WINDOW 

Especially  in  the  show  winiipjy  displays  use  plenty 
of  price  and  show  cards  thai  people  can  read  at  a 
distance.  There  is  a  feeling  in  the  breast  of  nearly 
every  human  being  that  rebels  against  going  into  a 
store  to  ask  the  price  of  an  article  shown  in  the  window, 
if,  on  the  other  hand,  the  article  displayed  looks  good 
and  the  price  looks  reasonable,  it  sells  itself  to  a  great 
many  people.  Of  course,  there  is  the  argument  that 
the  price  placed  on  some  high  class  lines  might  seem 
too  high,  and  a  probable  customer  might  pass  on. 
There  may  be  an  excuse  for  not  pricing  high  priced 
goods,  but  with  most  lines,  more  people  will  be 
attracted  than  driven  away  by  iiuoting  the  price. 

Few  merchants  advertise  specials  of  any  kind  with- 
out giving  the  price  after  the  description.  Price  is 
the  tinal  clincher  for  the  sale.  In  the  merchants' 
advertising,  something  definite  must  be  told.  Show 
window  advertising  is  much  the  same  as  newspaper 
advertising.  The  description  of  the  goods  is  given  by 
their  display.  Even  where  goods  are  displayed,  some- 
times a  word  or  two  of  printed  description  is  necessary. 


unlimited.  He  is  one  of  the  most  important  factors  in 
modern  merchandising,  and  it  is  up  to  the  individual 
man  to  grasp  these  opportunities.  There  are  any 
number  of  ways  in  which  he  can  do  this.  First  he  must 
be  clean  of  mind  and  body.  He  must  be  ever.on  the 
alert  for  something  new.  He  must  be  creative  and  a 
student.  He  must  keep  in  touch  with  the  fashions  and 
he  must  know  the  merchandise  he  is  to  display.  Then 
the  trade  journals— think  of  what  they  are  doing  to-day 
for  the  display  managers,  devoting  a  whole  section 
to  the  displaying  of  merchandise— giving  new  ideas 
and  suggestions. 


DEVELOPMENT  OF  WINDOW  DISPLAY  IDEA 

By  Claude/.  Poller 

Fifteen  or  twenty  years  ago  the  window  trimmer 
was  a  being  of  somewhat  doubtful  personality.  His 
regular  position  was  stock  boy  or  junior  domestic  sales- 
man, and  he  trimmed  the  store  windows  when  there 
was  nothing  else  to  do.  But  gradually  the  merchant 
began  to  realize  the  importance  of  good  window  dis- 
plays, and  with  that  realization  came  the  demand  for 
better  displays.  The  better  displays  grew  and  grew 
until  to-day  window  trimming  is  an  art;  and  the  dis- 
play manager  a  living,  breathing  human  being,  pulsat- 
ing with  life  and  energy. 

The  opportunities  of  the  display  manager  to-day  are 


SET  DAYS  FOR  DRESSING  WINDOW 

There  is  a  value  in  having  a  certain  day  each  week 
on  which  to  change  your  window  display.  If  your 
displays  are  well  arranged  and  attractive,  people  get 
in  the  habit  of  watching  for  each  new  one.  Especially 
is  this  so  if  you  put  in  an  original  or  catchy  display 
om!e  in  a  while.  People  are  always  interested  in  these 
things,  and  they  will  be  watching  for  the  next. 

Another  good  feature  of  having  a  set  time  for  putting 
in  displays  is  that  it  is  much  more  likely  to  be  done. 
If  there  is  no  particular  time  for  it,  you  are  inclined 
to  put  it  off,  and  as  a  result  many  displays  are  left 
in  longer  than  they  should  be.  Knowing  that  on  a 
certain  day  you  have  to  change  a  window,  you  will 
be  likely  to  be  planning  how  you  will  arrange  it. 

SHADING  SHOW  CARDS 

To  shade  show  cards,  place  a  small  quantity  of  dry 
color  where  the  centre  of  the  background  is  to  be. 
Take  a  wad  of  cotton  about  the  size  of  a  walnut,  cover 
with  chamois-skin  and  rub  the  color  into  the  card, 
gradually  and  smoothly,  working  away  from  the  centre 
v,-ith  a  circular  motion  until  the  background  is  shaded 
off  to  suit  you.  Then  letter  over  this  shading.  Letter- 
ing is  best  done  in  black. 


Herewith  is  rcpro 
duced  a  photograph 
of  a  particularly  ap- 
propriate window 
f"r  this  time  of  the 
year,  and  one  which, 
becaiiae  of  its  un- 
n-ualness,  will  nt- 
tr-ict  the  attention 
of  the  passerby.  The 
main  display  shown 
here  with  Us  strik- 
ing 11  nd  ^cason.•lhle 
settinsr.  proved  a 
jrood  means  of  nt- 
traftinKattcntion  to 
sl.atinff  necessities 
h  mdlcd  bythedefll- 
ef,  and  incidentnlly 
I>roved  an  advertise- 
ment for  a  brand  of 
cigars  sold  by  the 
store. 

Notice  the  addition- 
al display  space 
given  by  the  siip- 
plemcntary  window 
nt  the  bottom,  in 
which  was  shown 
shaving  supplies, 
cutlery,  brushes, 
mirrors  and  toilet 
preparations. 
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Kducational  window  display  found  of  value  by  Calmcross  &  Lawrence,  London.    Uibbou  coiuiLCtcd  different  lines  of  eoods  with  their  source  on  map. 


Educational  Window  Proves  Good  Advertising 

Caimcross  &  Lawrence,  London.  OnL,  find  display  showing  source  of 
Carious  lines  carried  in  the  drug  store  by  means  of  map  of  great  interest 
to  public  —  HoT»  it    was  arranged  —  Value  of  good  window   display 


LONDON,  ONT.,— (Staff  Correspondence)— Cairn- 
cross  &  Lawrence,  druggists  of  this  city,  attracted  a 
good  deal  of  attention  to  their  store  during  the  latter 
part  of  November  by  a  window  display  of  an  education- 
al character,  acquainting  the  public  with  the  different 
portions  of  the  globe  from  which  different  lines  carried 
in  the  drug  store  come  from.  A  display  of  a  similar 
character  has  been  iised  by  this  store  before,  but  inter- 
est in  it  does  not  seem  to  diminish.  This  is  because 
every  person  has  an  ambition  to  constantly  increase 
their  knowledge.  The  hundreds  of  people  who  stopped 
to  look  at  and  study  this  window  when  it  was  put  in 
recently  proved  that  even  though  shown  before,  it  is 
still  valuable  as  an  attention  attractor. 

How  the  Window  was  Arranged 

The  reproduction  of  the  window  in  question  given 
here  practically  explains  its  construction.  A  big 
variety  of  ingredients  of  various  medicines  and  pre- 
parations sold  in  every  drug  store  was  shown  on  the 
floor  of  the  window.  The  idea  was  to  show  the  country 
of  production  of  each  line — and  this  was  done  by  con- 
necting each  article  by  a  ribbon  with  that  part  of  the 
map  at  the  rear  from  which  it  came.  Thus  one  ribbon 
attached  to  menthol  ran  \xp  to  Japan — that  from  senna 
up  to  North  Africa — that  from  licorice  up  to  Spain — 
and  so  on.  Thus,  at  a  glance,  a  person  could  find  the 
source  of  any  of  the  twenty  different  lines  shown.  A 
small  card  on  each  line  gave  its  name,  and  this  in  itself 
was  exceedingly  interesting  and  instructive  to  most 
people,  a  great  many  of  whom  are  not  acquainted  vdth 
many  lines  of  this  nature.  The  show  card  above  the 
mapread,  "We  offer  you  the  strongest  and  best  medi- 
cines this  world  supplies." 

Lines  Shown  and  Their  Sources 

The  different  lines  shown  in  this  particular  display 
and  their  sources  indicated  on  the  map,  were  as  fol- 
lows : — ^Benzoin — Siam ;  rhubarb — China ;  camphor — 
Formosa ;  menthol — Japan ;  pepsin — Canada ;  cascara — 


Rocky  Mountains;  aloes— Barbadoes ;  balsam,  Peru — 
San  Salvador;  balsam,  Copoiba — ^Amazon  Valley; 
digitalis^Great  Britain ;  senna— North  Africa ;  orris — 
Italy;  olive  oil— Italy;  licorice — Spain;  chamomile 
flowers — Belgium;  tragacanth — Asia  Minor;  cardamon 
— Ceylon;  santol  oil — India;  buchu — Cape  of  Good 
Hope ;  acacia — ^East  Africa. 

Of  course,  a  dealer  could  show  any  lines  that  he  felt 
were  best  suited  for  the  purpose,  and  which  would 
arouse  the  greatest  interest.  On  the  right  hand  side 
of  the  display  will  be  noticed  a  large  demijohn — this 
being  the  container  in  which  the  firm  received  rose 
water  direct  from  France — and  which  came  originally 
from  Turkey,  its  place  of  production.  This  fact  being 
mentioned  to  customers  proved  of  considerable  interest 
to  them. 

Prescriptions  Filled  a  Quarter  Century  Ago 

Another  interesting  feature  of  the  window  was  two 
old  prescription  books  of  the  firm,  showing  prescrip- 
tions brought  into  this  firm  as  far  back  as  1888.  In 
addition  to  being  a  curiosity  on  account  of  their  age, 
they  serve  to  impressed  customers  with  the  reliability 
of  the  dispensing  service  of  this  store,  because  the 
public  feel  like  placing  dependence  on  the  firm  that 
has  been  established  for  a  considerable  length  of  time, 
and  is  still  maintaining  a  hold  upon  its  patronage.  This 
partieular  store  was  established  in  the  location  it  holds 
to-day,  some  25  years  ago  by  Mr.  Lawrence.  Some  15 
years  ago,  a  partnership  was  entered  into  with  J.  A. 
Cairneross,  who,  with  his  son,  A.  R.  Cairncross,  is  still 
in  charge,  although  the  firm  name  of  Cairncross  & 
Lawrence  is  still  maintained. 

Windows  Bring  in  Business 

This  store  believes  strongly  in  the  value  of  good 
window  display,  and  gives  a  good  deal  of  attention  to 
their  displays.  They  are  located  on  a  corner  of  one 
of  the  main  streets  which  is  much  frequented,  and, 
having  two  windows,  find  considerable  business  com- 
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ing  into  their  store  from  them.  This  is  especially 
noticeable  when  they  have  a  window  devoted  exclusive- 
ly to  one  line.    Then  direct  sales  are  more  noticeable. 

Show  cards  are  made  use  of  to  a  considerable  extent 
both  in  the  window  and  interior.  When  the  store  was 
visited  by  The  Retail  Druggist,  good  use  was  being 
made  of  a  series  of  show  cards  headed  "Why  not?" 
One  card  for  instance  read,  "Why  not  buy  your  patent 
and  toilet  necessities  here — our  prices  are  the  lowest?" 
This  store  has  tried  out  a  variety  of  different  colors 
for  show  card  work,  and  the  one  which  they  have  set 
on  as  showing  up  to  the  best  advantage  is  white  letter- 
ing on  a  green  card  with  red  lines  for  underlining 
words  it  is  desired  to  emphasize.  These  cards  are  very 
attractive. 

Business  Getting  Methods  of  London  Drug  Store 

THE  so-called  side  linos  are  much  more  prominent 
in  the  drug  store  to-day  than  a  few  years  ago. 
Druggists  are  more  and  more  realizing  that  these 
are  the  lines  that  pay  the  big  profit,  and  accordingly  in 
progressive  establishments  the  list  of  these  is  constant- 
ly being  added  to.  Cairncross  &  Lawrence,  of 
London,  Ont.,  are  an  old  established  firm,  and  accord- 
ingly there  was  a  time  when  their  business  was  made 
up  chiefly  of  drugs  and  closely  associated  lines.  They 
have  realized  as  time  has  advanced,  however,  the  advis- 
ability of  adding  those  side  lines  which  form  such  a 
large  percentage  of  drug  store  sales  to-day.  For 
instance,  they  have  never  handled  candy  or  confection- 
ery, but  it  is  their  intention  to  add  this  line  in  the  near 
future.  They  are  also  finding  stationery  enquired  for 
a  good  deal,  the  public  rather  looking  to  the  drug  store 
as  a  place  where  this  line  should  be  obtainable- 
Cameras  were  Added  Last  Year 
The  season  before  last,  this  store  put  in  cameras  for 
the  first  time.  It  was  rather  late  in  the  season  when 
they  launched  into  this  line,  so  it  was  practically  only 
this  last  season  that  they  really  got  a  start — and  they 
have  gone  after  this  business  strong  with  good  results. 
The  newspapers  were  used  for  advertising  this  line, 
while  early  in  the  season  an  immense  pile  of  cameras 
of  all  descriptions  was  placed  in  the  show  window. 
People  were  impressed  by  the  large  quantity — it  gave 
the  idea  that  this  firm  was  not  treating  cameras  as  a 
mere  side  line,  but  as  an  important  department  in  the 
store.  They  did  not  stock  a  huge  quantity  either  in 
order  to  give  this  appearance,  but  they  had  a  good 
range  and  variety. 

How  Big  Trade  was  Worked  up 

A  silent  salesman  close  to  the  entrance  was  devoted 
to  cameras  and  other  photographic  supplies.  Photo- 
graphs were  taken  with  each  variety  and  size  of  camera 
in  stock,  and  these  were  all  posted  in  an  album  so  as 
to  be  able  to  show  prospective  customers  just  the  size 
of  picture  and  quality  of  work  of  each  camera.  They 
found  that  having  actual  photographs  taken  by  the 
cameras  was  a  good  way  of  impressing  customers  with 
the  merits  of  the  different  ones.  Then,  again,  these 
photographs  were  frequently  the  means  of  starting 
people  thinking  about  buj'ing  a  camera.  It  aroused 
in  customers  a  desire  for  snapshots  of  their  own.  The 
result  was  that  a  big  season's  business  was  done  in 
cameras — sales  were  much  larger  than  they  had  ever 
expected  when  they  decided  to  stock  this  line. 

High  Priced  Camera  Arouses  Interest 
A  means  taken  during  the  summer  to  direct  attention 
to  this  department  of  their  business  was  the  display  of 
a  camera  selling  at  $70.    This  was  placed  in  the  window 


with  the  price  displayed  prominently,  and  a  few  par- 
ticulars about  it  given.  The  big  price  of  the  machine 
caused  people  to  stop  and  examine  it,  and  this  im- 
pressed upon  their  minds  the  fact  that  this  store  sold 
cameras  in  a  way  that  they  would  remember  it. 

Developing  and  printing  is  also  done  for  customers, 
and  this  is  found  a  big  factor  in  the  sale  of  cameras  and 
supplies.  An  assortment  of  albums  is  also  carried.  On 
a  display  of  these  recently  was  a  very  appropriate  show 
card — a  variety  of  snaps  being  pasted  on  it  and  reading, 
"Keep  the  season's  snapshots  in  one  of  these  magnifi- 
cent albums— 15c.  to  $3.75." 

Selling  More  Goods  by  Suggestion 

A.  R.  Cairncross  is  a  strong  believer  in  the  possibili- 
ties of  salesmanship  in  the  drug  store..  "All  dealers 
and  clerks  do  not  use  their  powers  of  salesmanship  the 
way  they  should,"  he  says.  "A  good  many  merely 
hand  over  the  counter  those  goods  that  are  asked  for, 
and  do  not  try  to  sell  additional  lines.  I  find  that  by 
suggestion  it  is  possible  to  increase  sales  considerable. 
A  person  has  to  size  up  his  customers,  of  course.  It 
would  be  useless  to  suggest  certain  things  to  some  cus- 
tomers. But  take  for  instance  when  serving  ladies, 
there  is  always  a  possibility  of  a  sale  in  suggesting 
toilet  preparations." 

Mr.  Cairncross  believes  that  quality  and  service  are 
the  features  that  attract  and  hold  customers  for  a  drug 


THE  BEST  DRUGS 


Perhaps  the  general  public  does  not  realize  the 
difference  in  drug  quality  beyond  the  power  to 
relieve  illness. 

But  Your  Doctor  Knows 

He  knows  that  there  are  drugs  just  as  superior, 
one  brand  to  another,  as  there  are  poor  and 
good  grades  of  food  or  clothing. 
The  drugs  we  carry  are  the  very  best  science 
produces.  We  guarantee  this. 
Your  doctor  knows  the  character  of  the  drugs 
we  use  in  his  prescriptions,  and  he  will  tell  you 
this  surely  is  the  proper  place  to  buy  medicines. 
We  excel  in  the  work  of  compounding  pre- 
scriptions.     Our  system  is  perfect. 


Wording  of  a  show  card  in  tlie  store  of  Cairncross  &  Lawrence,  London, 
Ont.    A  good  argument  is  embodied  in  it. 

store.  "We  tried  out  special  prices  on  odd  lines  as  a 
means  of  attracting  customers  to  the  store,"  says  Mr. 
Cairncross,  "and  we  found  that  it  attracted  a  class  of 
trade  that  we  did  not  desire,  while  I  think  it  rather 
had  a  tendency  to  cheapen  our  store  in  the  eyes  of  the 
better  class  of  customers." 

Daily  Special  to  Catch  Shoppers 

An  idea  is  at  present  being  tried  out  by  this  firm — 
the  quoting  of  a  special  price  on  some  one  line  each 
day,  to  catch  the  people  who  are  shopping  around.  This 
special  line  is  changed  daily  and  is  featured  at  the  top 
of  their  advertising  in  the  local  paper.  It  is  also 
announced  in  the  window,  as  shown  in  the  photograph 
on  onposite  page.  The  card  "Special  for  to-day" 
remains  unchanged,  a  new  card  with  the  name  of  the 
special  being  put  on  each  day. 

One  local  paper  is  used  every  day  for  advertising 
purposes,  and  the  other  one  twice  a  week.  Advertise- 
ments are  changed  with  each  issue. 
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Why  the  Druggist  Should  Take  Stock  and  How  to  Do  It 

Every  dealer  who  wishes  to  ^eep  in  touch  with  all  particulars  of  his  business  should  take  an  annual 
inventory — Hints  and  suggestions  on  how  to  do  it  with  accuracy  and  least  interference  With  business 


Editor's  Foreword. — We  are  Riving  a  good  deal  of  space  in 
this  issue  to  stock  taking,  because  we  believe  that  the  benefits 
of  stock  xakins  to  a  business  man  are  so  great  that  there  should 
be  a  place  for  it  on  the  calendar  of  every  dealer  who  is  aiming 
to  be  successful.  It  unearths  many  particulars  of  his  business 
that  are  of  the  utmost  importance,  and  could  not  be  otherwise 
ascertained. 

Some  time  during  the  early  part  of  the  year  is 
recognized  as  an  excellent  time  for  stock  taking,  because  after 
the  Christmas  rush  there  is  a  certain  lull  that  gives  an  oppor- 
tunity for  this  work. 

We  advise  dealers  to  read  carefully  the  following  hints  on 
inventory  taking.  If  there  are  any  points  in  the  work  on 
which  any  reader  is  not  quite  clear,  we  invite  him  to  write  in. 
We  believe  stock  taking  is  of  so  much  value  that  we  want  to 
help  the  dealer  in  any  way  possible  in  carrying  it  out. 


EVERY  merchant,  no  matter  how  large  or  small  his 
business  may  be,  should  take  stock  at  least  once 
a  year.  If  he  can  arrange  to  do  so  oftener,  so 
much  the  better,  but  at  least  one  inventory 
should  be  taken  annually.  Those  dealers  who  make  a 
practice  of  taking  stock  regularly  are  generally  loud 
in  their  praise  of  its  value  in  bringing  to  light  those 
particulars  of  the  business  which  are  essential  in  order 
to  ascertain  the  progress  that  is  being  made.  In  every 
well-conducted  establishment,  the  dealer  always  has  a 
method  of  finding  out  from  time  to  time  if  the  progress 
being  made  is  satisfactory. 

No  Room  for  Guesswork  in  Business 

The  writer  has  hoard  certain  dealers  say  that  they 
know  well  enough  Iiow  their  business  is  getting  on, 
without  going  to  all  the  trouble  of  stock-taking — for 
there  is  indeed  considerable  work  connected  with  tak- 
ing stock  properly  and  accurately,  but  it  must  be 
remembered  that  the  best  things  in  this  life  are  secured 
only  by  some  effort.  The  man  who  thinks  he  knows 
well  enough  how  he  is  getting  on — who  "guesses"  that 
he  is  making  satisfactory  headway,  is  likely  to  find 
out  in  the  end  that  he  has  guessed  wrong.  In  these 
days  of  increasing  expenses  and  decreasing  margins 
of  profit,  there  is  no  room  for  guesswork  in  business. 
Stock-taking  allows  the  dealer  to  gauge  his  actual 
progress  in  the  matter  of  profits  with  an  accuracy  that 
would  in  no  other  way  be  possible. 

The  Value  of  Stock-TaMng 

Here  is  a  thought  worth  deep  consideration — the 
majority  of  real  successful  men  make  a  practice  of 
regular  stock-taking.  It  is  not  meant  to  imply  that 
stock-taking  will  make  a  dealer  successful,  but  it  has 
a  tendency  in  that  direction,  because  it  shows  him  that 
important  thing — ^how  much  money  he  is  or  is  not 
making.  If  satisfactory  headway  is  not  being  made, 
the  merchant,  knowing  this,  will  at  once  begin  an 
examination  into  the  cause,  and  aim  to  remove  it.  If 
he  does  not  take  stock,  he  will  not  be  aware  of  the  fact 
that  profits  are  not  what  they  should  be,  and  therefore 
he  continues  on,  all  unconscious  that  he  is  not  sailing 
in  the  direction  of  Port  Success. 

A  Factor  in  Fire  Insurance 

The  matter  of  fire  insurance  is  another  incentive  for 
taking  an  inventory.     Every  dealer  knows  full  well 


the  necessity  of  being  fully  insured,  and  of  course, 
stock-taking  shows  him  whether  the  stock  on  hand  is 
well  enough  insured.  In  addition,  the  rules  of  fire 
insurance  companies  make  it  necessary,  in  case  of  fire, 
for  the  dealer  to  establish  the  fact  that  he  had  the 
amount  of  stock  in  his  store,  that  he  asks  remuneration 
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Form  of  loope  leaf  inventory  sheet  on  which  goods  are  listed 
in  taking  stock. 

for.    The  yearly  stock-taking  records  prove  a  material 
help  in  quickly  and  accurately  proving  loss. 

Stock-taking  is  the  business  man's  X-ray,  enabling 
him  to  examine  closely  into  the  important  details  of 
his  business,  and  to  judge  if  profits  are  what  they 
should  be. 


Method  o{  Stock-taking  in  Drug  Store 

How  to  Go  About  It 

AS  the  slackest  period  of  the  year  is  selected  in 
which  to  take  stock,  so  should  the  day  of  the 
week  that  is  the  quietest  be  set  on  to  make  the 
start  in  the  work.  It  takes  two  people  at  least  to  carry 
on  the  work  with  any  degree  of  rapidity — one  to  count 
and  call  off  the  stock  and  one  to  insert  it  on  the  stock 
sheet.  If  there  are  a  number  of  clerks  employed  in 
the  store,  they  should  divide  themselves  into  twos,  leav- 
ing enough  to  look  after  customers  fairly  well,  however. 
Many  dealers  find  it  the  best  plan  to  get  started  at  an 
early  hour  in  the  morning,  so  that  the  greater  portion 
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of  the  lines  that  sell  the  most  freely  are  taken  before 
the  real  business  of  the  day  begins. 

The  Method  of  Procedure 

One  man  counts,  measures  and  weighs  the  stock  and 
calls  it  off  to  the  other  man,  who  inserts  the  quantity 
and  description  of  goods  on  the  inventory  sheet.  These 
are  loose  sheets,  which,  when  the  whole  stock  has  been 
taken,  can  be  bound  together  in  stock  book  form.  A 
reduced  reproduction  of  the  sheet  in  question  is  shown 
here.  Whenever  the  cost  price  is  indicated  on  the 
goods,  it  should  be  called  off  and  inserted  in  the  proper 
column.  This  will  save  a  good  deal  of  time  and  bother 
in  looking  up  the  cost  price  later  in  order  to  make  the 
extensions.  As  business  becomes  brisker,  more  of  the 
clerks  can  be  allowed  to  serve  customers  and  the 
number  engaged  in  the  inventory  work  reduced. 

Saving  Time  in  the  Work 

With  many  of  the  liquids,  the  druggist  knows  the 
quantity  the  bottle  holds  when  full,  and  by  the  mere 
work  of  measuring  can  ascertain  the  quantity  in  it 
without  going  to  the  trouble  of  measuring  it.  This 
method  at  least  will  give  the  amount  extremely  close, 
and  will  suffice  except  where  the  article  is  especially 
high  priced,  and  a  slight  difference  would  amount  to 
an  appreciable  figure. 

In  order  that  the  work  of  stock-taking  may  be  eon- 
ducted  with  the  greatest  rapidity  and  least  trouble,  it 
is  well  to  prepare  ahead,  during  the  year,  by  marking 
the  weight  on  bins  and  boxes  that  contain  goods  that 
must  be  weighed,  whenever  they  are  empty.  Then, 
when  it  comes  to  stock-taking  it  is  only  necessary  to 
weigh  the  receptacle  with  the  goods  in  it,  and  deduct 
the  tare.  This  saves  the  trouble  of  removing  the  goods 
from  the  bins  in  order  to  weigh  them. 

Value  of  Early  Start 

The  plan  of  making  an  early  start  in  order  to  get 
the  greater  part  of  the  work  done  before  the  day's 
rush  begins,  is  a  good  one.  One  dealer  had  his  clerks 
come  at  5  o'clock  in  the  morning.  The  employees  in 
most  stores  would  make  no  objection  to  such  a  plan. 
The  very  novelty  of  the  thing  would  appeal  to  some, 
while  at  any  rate,  coming  only  once  a  year,  the  clerks 
taking  an  interest  in  the  business  would  be  willing  to 
strain  a  point. 


Suggestions  on  Stock-Taking 

Practical  hints  to  help  the  dealer  in  the  work 

EVERY  dealer  should  take  an  inventory  at  least 
once  a  year,  and  the  last  week  of  December  or  the 
early  part  of  December  is  one  of  the  best  times  for 
this  work.  With  the  Christmas  rush  over,  there  is  a 
tendency  to  slackness  in  business  for  a  couple  of  weeks, 
and  dealers  realize  that  this  is  one  of  the  most  oppor- 
tune times  for  making  the  annual  inventory.  Some 
hints  and  suggestions  to  facilitate  the  work  are  given 
here. 

Go  About  the  Work  Right 

The  dealer  should  folloAv  a  system  that  will  allow  the 
work  to  be  carried  on  as  quickly  as  possible.  Tha 
methods  used  in  some  stores  are  altogether  too  burden- 
some. A  little  system  would  lessen  the  labor  consider- 
ably. Don't  do  a  little  here  and  a  little  there — jumping 
around  all  over  the  store.  Start  in  at  one  section  and 
go  through  that  one  completely.  Collect  together  all 
articles  of  a  like  nature,  and  count  them  all  at  once. 
Don't  call  off  a  quantity  of  a  certain  line,  and  a  moment 


after  call  off  some  more.  Put  similar  articles  all  to- 
gether, if  possible.  Select  the  man  for  each  depart- 
ment of  the  work  who  is  the  most  capable  for  that 
work. 

Economize  on  Time 

Economize  on  time  wherever  possible.  For  instance, 
stock  sheets  contain  a  price  column  and  an  extension 
column.  When  only  one  of  an  article  is  called  off,  it 
IS  not  necessary  to  put  it  down  in  the  price  column. 
It  can  at  once  be  put  into  the  extension  column.  If 
put  into  the  price  column  first,  it  only  means  that  the 
man  making  the  extension  has  to  duplicate  the  figures. 

Need  of  Absolute  Accuracy 

One  of  the  important  factors  in  taking  the  inventory 
is  absolute  accuracy  in  regard  to  weights  and  quanti- 
ties. Stock  is  taken  to  get  an  accurate  idea  of  the 
standing  of  the  business,  and  every  precaution  should 
be  taken  to  have  it  correct.  In  every  business,  there 
IS  bound  to  be  a  certain  amount  of  stock  that  is  not 
saleable  at  the  regular  selling  price,  and  the  price  at 
which  it  is  to  be  listed  has  to  be  decided  on.  The  best 
method  is  probably  to  list  it  at  a  price  that  will  allow  it 
to  be  cleared  out.  Unless  it  is  placed  at  such  a  price, 
the  result  will  not  be  a  correct  reflection  of  the  value 
of  the  stock  carried.  It  is  always  well  to  be  on  the 
safe  side. 

A  Time  for  Housecleaning 

Stock-taking  time  is  also  a  good  time  for  houseclean- 
ing. While  the  goods  are  being  taken  down  and 
counted  is  an  excellent  time  to  dust  them  and  rearrange 
the  shelves.  This  is  also  an  excellent  time  for  getting 
a  tab  on  stickers  that  are  not  moving  the  way  they 
should.  When  these  are  encountered,  they  should  be 
taken  out,  and  after  stock-taking  placed  to  the  front 
and  an  effort  made  to  work  them  off. 

Keeping  Track  of  Sales  During  Stock-Taking 

If  stock-taking  is  to  be  made  to  extend  over  a  con- 
siderable business  period,  it  will  be  necessary  to  have 
a  system  so  that  goods  which  have  been  listed,  and 
afterwards  sold  and  included  in  the  cash  on  hand  or  in 
amount  on  books,  will  be  deducted  from  the  stock 
account.  As  goods  are  called  off,  a  slip  is  left  on 
them,  showing  they  have  been  taken.  Then  if  any  of 
the  goods  taken  are  sold,  it  is  noted  on  the  slip.  When 
stock  has  been  completely  taken,  the  items  appearing 
on  these  slips  are  added  together  and  deducted  from 
the  total  of  the  stock  sheets,  because  their  amount  is 
represented  either  in  cash  or  book  accounts.  Dupli. 
cation  is  in  this  way  prevented. 


SHORT  HINTS  ON  STOCK-TAKING 

Try  to  get  the  work  over  as  soon  as  possible,  but 
be  sure  and  do  it  accurately. 

If  you  take  stock  during  business  hours,  be  sure  not 
to  neglect  customers. 

Prepare  ahead  as  far  as  possible.  Put  like  articles 
together — have  cost  marked  on  goods — have  bins  and 
boxes  weighed. 

If  you  have  occasion  to  leave  some  line  until  later 
before  listing,  make  a  note  of  it,  so  it  will  not  be  for- 
gotten. 

Loose  leaf  stock  sheets  are  the  best,  as  they  allov 
several  people  to  do  listing.  Afterwards  they  can  be 
bound  together. 

Don't  guess  at  quantities  or  cost  price.  Guesswork 
has  uo  place  in  stock  taking. 

Take  other  particulars  of  your  business  needed  in 
making  out  a  financial  statement,  at  the  same  time  as 
you  take  stock. 
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Making  Out  Financial  Statement  After  Stock  Taking 

How  io  prepare  the  statement  that  Will  allow  dealer  to  compare  stand- 
ing of  business  with  previous  year — Resources  and  liabilities  account 


THE  listing  of  the  stock  does  not  complete  the 
inventory.  The  dealer  does  not  only  want  to 
know  the  amount  of  his  stock,  but  also  the 
exact  standing  of  his  business,  so  as  to  make 
possible  a  comparison  with  previous  years  to  ascertain 
what  progress  is  being  made.  This  is  the  annual  finan- 
cial statement — a  statement  of  resources  and  liabilities 
for  the  entire  business. 

Summarizing  of  Stock  Sheets 

In  the  preparation  of  this,  the  summarizing  of  the 
stock  sheets  is  first  necessary.  The  extensions  first 
have  to  be  made.  Where  the  cost  price  has  been  taken 
from  the  article  as  called  off,  this  is  an  easy  matter; 
if  not,  it  will  be  necessary  to  refer  to  the  cost  book. 
Some  of  the  most  common  articles  will  be  known  off- 
hand by  the  dealer.  The  work  of  summarizing  may 
be  carried  on  at  leisure,  although  most  dealers  are 
impatient  to  ascertain  the  results  of  the  year's  labors, 

Other  Figures  That  are  Necessary 

In  order  to  make  out  a  financial  statement,  other 
particulars  are  required  to  be  taken  at  the  same  time 
as  the  stock.  These  include  book  accounts,  fixtures 
and  equipment,  cash  on  hand  and  in  bank,  notes  receiv- 
able and  payable,  as  well  as  the  amount  due  by  the 
dealer  for  goods.  Book  accounts  should  be  put  in  at 
their  actual  collectable  value.  Different  methods  are 
used  in  listing  fixtures.    Some  dealers  deduct  a  certain 


because  a  used  article  cannot  be  sold  for  its  cost,  even 
though  it  may  be  practically  as  good  as  new. 

Making  Out  the  Statement 

When  all  these  particulars  are  at  hand,  the  dealer 
is  ready  to  make  out  his  yearly  statement,  showing  the 
exact  standing  of  the  business.  The  resources  will 
include  amount  of  stock  on  hand,  accounts  on  the 
books,  fixtures  and  equipment,  cash  on  hand  and  bills 
receivable.  On  the  other  .side  will  be  the  amount  due 
on  stock,  bills  payable  any  any  other  liabilities  of  the 
firm. 

Herewith  is  reproduced  a  sample  financial  statement. 
In  this  case  the  resources  of  the  business  amount  to 
$5,300  and  liabilities  to  $1,500,  leaving  a  difference  of 
$3,800.  This  dealer  when  he  took  inventory  in  Janu- 
ary of  the  previous  year  had  a  balance  of  $2,100,  so  that 
the  net  profit  of  the  business  for  the  year  amounts  to 
$1,900.  When  this  inventory  is  carried  on  from  year 
to  year,  it  allows  of  an  excellent  comparison  of 
progress. 

In  Case  Dealer  Owns  Building 

In  case  the  dealer  owns  the  building  he  occupies  and 
wishes  to  include  it  in  the  statement,  if  there  has  been 
any  advance  in  the  value  of  the  building,  the  amount 
of  advance  should  be  deducted  from  the  net  profits  of 
the  year  to'  show  the  exact  amount  of  money  made  by 
the  business  itself.     The  advance  in  the  value  of  the 
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Sample  financial  statement  made  put  after  stock-taking,  showing  dealer's  liabilities  and  assets.    Explained  in  accompanying  article. 
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percentage  each  year  for  deterioration  in  fixtures. 
The  percentage  of  reduction  is  based  on  the  life  of 
the  fixture.  For  instance,  if  the  life  of  a  fixture  is 
estimated  at  seven  years,  14  per  cent,  plus  would  be 
deducted  off  the  cost  yearly.  Say,  if  a  fixture  cost 
$100,  then  the  dealer,  operating  on  this  plan,  would 
reduce  the  value  of  it  in  his  inventory  $14.30  each 
year. 

All  dealers  do  not  favor  .this  plan,  some  arguing  that 
^  fixture  may  be  worth  as  much  to-day  as  it  was  a 
year  ago,  and  that  theref 6re  the  dealer  should  use 
his  own  judgment  in  setting  the  value  of  his  fixtures. 
They  at  least  should  not  be  listed  at  the  cost  price, 


building  should  have  nothing  whatever  to  do  with  the 
profits  of  the  business.  If,  however,  any  improvements 
have  been  made  in  the  building  during  the  year,  and 
the  cost  has  been  borne  by  the  business,  it  is  then  only 
right  that  the  advance  in  value  should  be  allowed  in 
the  net  profits. 

A  correct  yearly  statement  is  of  immense  value  to 
a  dealer,  and  special  care  should  be  taken  in  its  pre- 
paration to  get  if  accurate. 

Don't  leave  y^or  stoYe  in  charge  of  one  who  has  not 
a  practical  knowledge  of  the  goods;  any  customer 
wants  and  expects  intelligent  attention. 
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Collins'  Course  in  Show  Card  Writing 


First  of  a  series  of  articles 
specially  prepared  for  this 
journal. 


Opportunity  to 
Master  Card 
Writing. 


We  have  just  completed  arrange- 
ments for  a  series  of  articles  on 
show  and  window  card  writing. 
The  man  who  will  prepare  them 
is  one  of  the  most  competent  card  writers  in  Canada, 
and  each  article  will  give  a  lesson  in  the  art  which  is 
now  becoming  so  important  in  every  up-to-date  store. 

Even  those  who  are  fairly  proficient  in  the  art  of 
card  writing  will  find  the  series  helpful,  for  in  card 
writing,  as  in  nearly  everything     else,     no     one     ha» 
reached  the  point  beyond  which  it  is  not  possible  to| 
make  further  advancement.  f 

To  clerks  the  art  of  card  writing  opens  up  a  field  of 
practically  unlimited  possibilities. 

The  first  of  the  series  begins  with  this  issue,  and  we 
would  strongly  recommend  that  they  be  carefully 
studied  by  employers  and  employees  alike. 

Those  who  have  not  yet  acquired  facility  in  card 
writing  should  diligently  apply  themselves  to  the  task 
of.  working  out  the  instructions  contained  in  each 
article. 

As  these  series  will  run  for  some  time  everyone  who 
follows  the  course  of  instructions  laid  down  will  soon 
have  acquired  a  fair  measure  of  proficiency. 

The  lessons  will  be  so  plain  and  simple  that  the  ver- 
iest tyro  will  be  able  to  follow  them. 
•     •     • 

The  marvelous  strides  made  in  advertising  in  the 
past  few  years  have  created  a  tremendous  demand  for 
letterers  and  show  card  writers.  That  show  cards  have 
become  a  potential  factor  in  all  retail  stores  is  now 
generally  conceded  by  all  progressive  and  up-to-date 
business  men.  For  window  displays  they  lend  an  air 
of  completeness  akin  to  the  finishing  touches  an 
artist  completes  his  picture  with.    They  are  capable  of 


Fig.  1.— Actual  size  of  brushes  required. 

saying  "much  in  little,"  and  silently  saying  it  all  the 
time  they  are  on  di.splay.  In  fact  many  merchants 
recognize  show  cards  to  be  as  important  a  part  of  their 
business  as  their  newspaper  advertising  or  the  hiring 
of  proper  help. 
There  are  many  people  who  possess  enough  of  the 


necessary  talent  to  become  very  proficient  in  this  most 
interesting,  fascinating  and  .remunerative  art,  if  Ihey 
had  the  opportunity  to  obtain  instruction.  The  demand 
for  good  show,  card  writers  far  exceeds  the  supply.  The 
young  man  who  can  letter  and  write  a  neat  and  attract- 
ive show  card  and  price  ticket,  is  not  only  in  a  position 


^k 


Fig.  2— Spread  of  the  brush. 

to  secure  and  hold  a  situation,  but  will  be  able  to  com- 
mand a  better  salary  than  if  he  lacked  these  qualifica- 
tions. 

This  course  will  give  a  series  of  lessons  so  plain  and 
understandable  that  beginners  will  have  little  difBculty 
in  making  rapid  jirogress  right  from  the  start.  The 
aim  will  be  the  greatest  possible  advancement  with  the 
least  possible  effort.  The  clerk  or  student  in  card 
writing  has  not  an  abundance  of  time  at  his  disposal, 
therefore  it  is  important  that  the  most  rapid  progress 
be  made.  So  this  course  is  designed  to  assist  the 
student  to  become  proficient  in  the  work  in  the  most 
rapid  manner,  for  "Time  is  the  essence  of  a  card 
writer's  success,"  to  paraphrase  a  legal  sentence. 

Material  Needed 

There  is  little  material  needed  for  beginners,  even 
though  we  shall  aim  to  get  them  started  as  soon  as 
possible  with  actual  work.  For  practice  work  procure 
some  sheets  of  manilla  wrapping  paper  or  blank  news- 
paper; a  ruler;  pencil  and  good  rubber.  You  will 
require  two  or  three  red  sable  brushes  that  will  work 
nice  and  flat.  These  brushes  are  sized  by  numbers, 
but  unfortunately  there  is  no  standard  and  no  two 
makers  number  of  size  their  brushes  the  same.  You 
will  need  them  to  work  from  one-sixteenth  of  an  inch 
in  width  to  half  or  five-eighths  of  an  inch.  With  a 
little  practice  you  will  be  able  to  manipulate  a  brush 
to  work  at  various  widths.  For  example,  the  brush 
with  which  you  can  do  a  %  in.  stroke  you  will  be  able 
to  do  a  Vi  in.  stroke.  Figure  1  shows  the  actual  size 
brushes  you  will  need.     These  will  guide  you  in  mak- 
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Plate  7.— Plain  block  capitals  and  numerals.    How  strolling  is  done. 


ing  your  selection.  Do  not  buy  cheap  brushes.  The 
expensive  brushes  work  the  best  and  most  rapidly, 
wear  the  longest,  give  the  best  all  round  satisfaction, 
and  are  by  far  the  cheapest  m  the  end. 

Making  the  Colors 

All  the  colors  you  will  need  for  awhile  is  black.  You 
can  make  a  splendid  jet  black  color  that  dries  quickly, 
flows  freely,  and  leaves  an  intensely  flat,  black  surface. 
Take  shellac,  4  oz. ;  borax  2  oz. ;  water  one  quart,  and 
boil  till  disolved.  Add  2  oz.  gum  Arabic  disolved  in 
hot  water.  (3  or  4  oz.  of  liquid  mucilage  will  answer). 
Add  lamp  black,  about  2  oz.,  and  dissolve  about  a  half 
package  of  black  dye  according  to  directions  on  the 
package,  and  stir  it  into  the  mixture.  Boil  this  for  five 
minutes  and  strain  through  a  coarse  cloth  when  suffi- 
ciently cool  to  handle. 

Styles  of  Letters 

It  is  important  that  the  styles  of  letters  show  card 
writers  should  use  should  be  thosp  that  can  be  easily 
and  quickly  made,  as  this  will  ^usure  rapidity.  The 
beginner  is  too  liable  to  make  too  fancy  letters  and 
too  fancy  cards.  It  must  be  remembered  that  the 
cards  most  in  demand  to-day  are  those  plain  in  char- 
acter, that  can  be  read  at  a  glance.  They  should  be 
lacking  in  fussiness,  for  the  main  object  of  a  card  is 
to  make  an  announcement.  If  the  card  is  made  too 
artistic,  or  fussy,  or  over  elaborate  in  design,  then  the 
attention  is  detracted  from  the  main  object  of  the  card 
— the  announcement— to  that  of  the  artisticness. 


The  styles  of  letters  shown  in  Plates  7  and  8  are  ex- 
ceptionally good  for  practice  work.  It  can  be  said 
that  these  two  styles  are  the  foundation  of  all  other 
alphabets  or  styles  of  letters.  Any  fancy  letters  uscid 
are  but  embelishments  of  these.  Capital  letters  are 
known  as  "upper  case,"  and  small  letters  as  "lower 
case."  Names  of  letters  or  different  styles  of  alphabets 
are  bard  to  determine,  as  authorities  differ  on  this 
matter.  However,  the  name  of  a  letter  is  not  so  import- 
ant as  its  proper  formation.  Plate  No.  7  is  called  by 
some,  the  Egyptian  type,  by  others,  the  "Plain  Block." 

For  practice,  take  j'our  scribbler  or  other  plain  piece 
of  paper,  and  rule  top  and  bottom  lines  about  %  of  an 
inch  apart.  Then  make  the  alphabet  with  single  strokes 
of  your  lead  pencil.  This  is  to  familiarize  yourself 
with  the  formation  of  the  letters.  After  you  are  quite 
sure  of  the  formation,  try  to  make  them  with  your 
brush.  Rule  upper  and  lower  lines  about  three  inches 
apart  on  your  manilla  or  other  paper.  Lay  out  roughly, 
with  single  strokes  of  the  load  pencil,  the  letters  you 
wish  to  make.  DO  NOT  laj'-  the  letters  out  carefully 
with  the  pencil.  Merely  a  suggestion  of  the  shape. 
The  letters  of  Plates  7  and  8  were  all  made  with  the 
brush  without  one  stroke  of  a  pencil  lay-out,  except  the 
upper  and  lower  ruled  lines.  Take  your  widest  brush 
and  after  dipping  into  the  color  spread  it  out  Avell, 
as  shown  in  Fig.  2,  turning  it  gently  back  and  forth 
as  j'ou  press  it  down.  This  will  inake  it  stay  in  a 
"spread"  shape  or  flat,  which  is  necessary  for  good 
work.  After  dipping  your  brush  in  color  always  flatten 
or  smooth  it  out  on  a  piece  of  cardboard.     Note  this 
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Plate— Lower  case  alphabet  plain  letters. 
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piece  of  board  in  Fig.  3.  Twrn  one  edge  of  this  card 
up  about  %  of  an  inch,  and  cut  two  or  three  Y-shaped 
notches  in  it  to  lay  the  brushes  in  when  not  in  use. 
This  prevents  them  from  rolling  over  your  work  or 
onto  the  floor.  The  top  of  your  work  table  should 
be  about  level  with  the  bottom  of  "your  elbows  when 
you  are  s  eated  at  work.  This  gives  you  great  freedom 
with  your  arms.  Now  take  the  brush  in  your  hand,  as 
shown  in  Fig.  3,  and  proceed  to  make  the  letters  you 
have  roughly  laid  out  with  the  pencil.  Note  the  arrow 
marks  on  the  alphabets  of  Plates  7  and  H.  These  are 
numbered  in  the  order  the  strokes  are  to  be  made.  A 
quick  movement  is  best  in  making  the  strokes  as  it  not 


Fig.  3.— Materials  and  how  to  begin  work. 

only  gives  you  speed,  but  you  will  learn  to  make  a 
straighter  line  than  if  you  made  the  movement  slowly. 
These  letters  were  all  made  with  one  stroke  of  the 
brush.  For  letters  of  this  size,  rest  your  brush  hand 
on  the  other  one,  as  shown  in  Fig.  3.  This  position  has 
many  advantages.  It  gives  you  great  freedom  of  move- 
ment. It  also  raises  your  brush  the  proper  height  from 
your  work,  which  is  very  important  in  working  lar^e 
letters.  Practise  these  letters  in  Plates  7  and  8  until 
you  are  very  familiar  with  their  construction. 

Never  leave  your  brushes  for  any  length  of  time 
after  using  without  thoroughly  cleaning.  Do  this  with 
clear,  cold  water  by  shaking  them  in  it  and  drying 
with  a  cloth. 


HINTS  TO  BUYERS 

Items  from  Manufacturers,  Jobbers, 
and  Agents 


BE  A  VOICE— NOT  AN  ECHO 

1913  is  gone.  What  was  your  score?  Did  you  make 
a  noise  like  success?  We  are  starting  on  another 
year.  Let  us  get  together  and  be  "  voices. "  A  "  voice ' ' 
is  original — an  "echo"  is  one  who  copies  the  ideas  of 
others. 

The  Richards  Glass  Co.,  of  Toronto,  are  specialists 
in  druggists'  glassware.  They  are  doing  their  utmost 
to  be  "voices"  in  their  line,  and,  judging  from  the  busi- 
ness they  are  favored  with,  the  drug  trade  appreciate 
their  efforts.  During  the  past  year  they  have  sold  over 
six  thousand  cases  of  their  celebrated  King  Graduated 


R  Ovals.  This  is  a  very  large  quantity  when  you  take 
into  consideration  that  they  have  seventeen  other  styles 
of  R  bottles. 

They  were  the  first  in  Canada  to  adopt  the  corru- 
gated cell  packing.  It  is  the  "voice"  in  packing.  They 
do  not  cork  their  bottles  for  two  reasons — ^first  of  which 
is  that  it  would  cost  the  druggist  more  than  he  can  do 
this  service  for  himself.  The  other  reason  is  that  corks 
lose  their  resistance  after  once  being  used,  and  even 
if  they  were  put  very  lightly  in  the  bottles,  still  the 
weight  of  the  other  bottles  resting  on  them  would 
serve  to  force  them  further  in. 

Get  their  prices  before  you  buy.  Their  motto  is :  "Be 
a  voice — not  an  echo." 


AUTOSALES  GUM  &  CHOCOLATE  CO. 

The  Autosales  Gum  &  Chocolate  Co.,  107  Atlantic 
Ave.,  Toronto,  have  a  neat  counter  stand  for  the  use 
of  dealers  who  handle  their  goods,  which  proves  an 
effective  display  medium  for  their  different  lines.  It 
is  arranged  to  show  their  Colgan's  Chips,  Frozen  Mints 
and  Dentine,  and  does  so  to  advantage.  It  can  be 
placed  on  top  of  the  counter  or  show  case  and  occupies 
but  a  comparatively  small  space. 


THE  ONTARIO  CORK  CO. 

Mr.  A.  A.  Brooks,  of  the  Ontario  Cork  Company,  To- 
ronto, is  now  calling  on  the  trade  in  Ontario  with  their 
line  of  quality  corks.  Mr.  Brooks  has  had  35  years 
of  experience  in  the  cOrk  business,  and  is  therefore  well 
equipped  to  serve  the  best  interests  of  the  trade  in 
this  line.  They  put  special  emphasis  on  their  prompt 
and  careful  attention  to  orders,  as  well  as  the  quality 
of  their  goods.  The  head  office  is  at  31-83  Front  St., 
Toronto 


WILLIARD  CHOCOLATE  AGENCY 

Williard's  Chocolates,  Ltd.,  corner  Grange  and  Spa- 
dina  Ave.,  Toronto,  will  gladly  send  to  druggists  in 
towns  in  which  Williard's  Chocolates  are  not  now 
represented,  a  pound  box  of  delicious  ass'^rted  choco- 
lates to  compare  with  other  makes.  They  ask  drug- 
gists to  write  for  particulars  of  exclusive  agencies. 
They  can  help  you  secvire  the  high  grade  chocolate 
trade. 


SPECIAL  OFFER  OF  THE  INGRAM  CO. 

The  Frederick  F.  Ingram  Co.  have  a  special  offer 
for  druggists,  in  which  they  are  giving  $1.50  in  mer- 
chandise to  each  dealer  who  will  displ.ay  their  striking 
new  cut-out.  It  is  a  handsome  lithographed  affair  in 
13  colors,  28  inches  high,  28  inches  Irmg  and  6  inches 
wide.  It  shows  some  beautiful  girls  and  connects  them 
up  with  the  Ingram  goods  in  siuch  a  way  as  to  attract 
attention  and  make  sales.  Full  particulars  of  the  offer 
are  given  in  their  advertisement  in  this  issue. 


DRUG  TRADE  NEWS 

The  H.  C.  Red  Label  Chemical  Co..  of  Canada,  Ltd., 
Montreal,  has  been  incorporated  at  $250,000. 

The  California  Perfume  Co ,  of  Canada,  Ltd.,  Mont- 
real, has  received  Dominion  incorporation.  The  cap- 
ital stock  is  $10,000. 

Martz,  Limited,  of  Hamilton,  drug  and  proprietary 
medicine  manufacturers,  have  received  Ontario  incor- 
f'-ation.  The  capital  stock  is  $40,000,  and  the  pro- 
visional directors  are  H,  E.  Hawkins,  Burwell  Griffin 
and  H,  P.  Teeter. 
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FORMULARY 

special  'Preparatiom  for  the  ^Druggists 


LABORATORY  HINTS 

For  the  Druggist 


Hand  Lotion 

Powdered  Gum  Tragaeanth 1  dram 

Rectified  Spirits   iy2  oz. 

Mix  and  shake  well.     Then  add: 

Glycerin  1  dram 

Water  enough  to  make 8  oz. 

Shake  well  and  perfume  to  suit.  Distilled  extract  of 
Witch  Hazel  may  replace  some  of  the  water  if  so  de- 
sired. 

Vanishing  Cream 

Stearic   acid    4  lbs.  12  ozs. 

Glycerin 8  lbs.     8  ozs. 

Distilled  water   14  pints 

Stronger  ammonia  water 4  ozs.  6  drs. 

Cologne  spirit 1  pint 

Oil  of  hyacinth 6  drops 

Oil  of  jasmine  (artificial)   4  drams 

Artificial  musk  (crystal) 20  grains 

Terpineol 2  ozs. 

Melt  the  stearic  acid  on  a  waterbath  at  75  deg.  to 
80  deg.  C.  Heat  2  lbs.  of  glycerin  with  12  pints  of 
water  to  the  same  temperature;  add  the  ammonia 
water,  and  pour  slowly  into  the  melted  stearic  acid, 
with  constant  stirring.  Mix  the  rest  of  the  glycerin 
and  water,  and  heat  to  80  deg.  C;  pour  this  into  the 
first  mixture,-  with  constant  stirring ;  maintain  the  tem- 
perature and  continue  the  stirring  for  about  15  minutes. 
Remove  from  the  heat  and  beat  until  cold.  Mix  the 
perfuming  materials  with  the  spirit  and  slowly  add  this, 
with  constant  beating,  to  the  cream. 

Chilblain  Liniment 

(1) 

Menthol 80  grains 

Chloroform 1  fl.  ounce 

Liniment  of  camphor 1  fl.  ounce 

Liniment  of  belladonna, 

enough  to  make     8  fl.  ounces 

(2) 

Chloroform   2  fl.  drams 

Liniment  of  belladonna 1  fl.  ounce 

Oil  of  eajuput  2  fl.  drams 

Compound  tincture  of  benzoin 4  fl.  drams 

Strong  tincture  of  capsicum   2  fl.  drams 

Soap  Liniment,  enough  to  make.  ...  6  fl.  ounces 

Snuff  for  Colds 

Men  thol 3       grains 

Boric   acid    1       dram 

Bismuth  subearbonate    I^A  drams 

Powdered  benzoin li^  drams 

Sodium  bicarbonate   10       grains 

Magnesium  carbonate    25       grains 

Powdered  orris    1       ounce 

Furniture  Polish 

Oil  of  turpentine 3       ounces 

Linseed  oil   6       ounces 

Dilute  acetic  acid 3       ounces 

Alcohol 3       ounces 

Butter  of  antimony   y^  ounce 

Mix  the  linseed  oil  gradually  with  the  turpentine, 
vthen  the  alcohol  and  the  other  ingredients.  To  be  ap- 
plied with  a  §oft  cloth,  using  considerable  friction. 


To  Remove  Specks  from  a  Liquid 

Little  things  frequently  cause  considerable  annoy- 
ance in  the  dispensing  room.  For  instance,  have  you 
ever  been  annoyed  in  a  rush  to  find  a  chip  of  cork,  or 
some  other  little  specks  in  the  bottle  of  medicine  which 
you  have  just  filled.  If  it  is  a  thick  preparation  like 
syrup  or  glycerine,  this  is  particularly  troublesome, 
especially  if  the  particles  are  so  small  that  they  pass 
through  the  meshes  of  the  sieve.  A  writer  in  the 
Bulletin  of  Pharmacj'  points  how  these  can  be  removed 
in  a  simple  little  way — by  the  use  of  a  soda  straw. 
Hold  the  straw  vertically  with  the  forefinger  over  the 


top  end  and  plunge  it  down  into  the  bottle  directly  over 
the  speck.  Remove  the  forefinger,  and  the  chip  will 
pass  up  into  the  tube  Replace  the  forefinger,  and  the 
straw  may  be  removed  without  losing  the  contents  and 
the  offending  particle.  The  idea  is  illustrated  in  figure 
A  of  the  accompanying  cut. 

To  Ascertain  Depth  of  Liquid  in  Barrel 

This  idea  suggests  a  method  of  finding  out  the  depth 
of  liquid  in  a  barrel  or  some  similar  container,  where 
the  liquid  is  not  visible  to  the  eye.  Take  a  glass  tube, 
and  insert  it  in  the  opening  of  the  container  and  push 
It  down  until  it  reaches  the  bottom.  The  liquid  will 
rise  in  the  tube  to  a  similar  height  as  in  the  barrel. 
Then  the  thumb  can  be  placed  over  the  top  end  of 
the  tube,  and  on  withdrawing  the  tube  from  the  barrel, 
the  depth  of  the  liquid  is  evident. 

To  Remove  Covers  from  Screw  Top  Cans  i 

The  unscrewing  of  stubborn  covers  on  large  screw 
top  cans  has  frequently  proved  harmful  to  the  fingers. 
Daniel  M.  Grosh,  in  the  Druggists'  Circular,  tells  how 
to  unscrew  them  without  danger.  A  two-foot  section 
of  broom-handle  with  a  leather  strap  fastened  on  with 
two  screws,  as  sketched  in  Fig.  B  of  accompanying  cut, 
forms  an  apparatus  which  may  be  adjusted  to  different 
sizes  of  can  tops  by  means  of  the  buckle,  and  will 
prevent  many  bad  cuts,  A  little  rosin  on  the  strap  will 
increase  its  grip. 
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The  Retail  Druggist  Gets  Encouraging  Reception 

The  many  messages  of  congratulation  and  encouragement 
that  have  poured  in  demonstrate  that  Canadian  druggists 
feel  the  neea  of  a  paper  like  The  Retail  Druggist. 


WE  wish  to  thauk  the  many  retail  druggists  in  Can- 
ada who  have  so  kindly  extended  congratulations 
to  us  on  the  appearance,  value  and  general  excel- 
lency of  the  first  issue  of  The  Detail  Druggist.  The 
many  favorable  comments  that  we  have  received  dem- 
onstrate that  the  druggists  of  Canada  feel  the  need  of  a 
paper  such  as  The  Retail  Druggist — one  specializing  on 
business  methods,  and  of  practical  value  to  the  dealer 
who  seeks  more  business  and  profit — and  at  the  same 
time  giving  the  necessary  attention  to  the  professional 
or  technical  side  of  the  business. 

Such  complimentary  and  encouraging  words  as  we 
have  received,  spur  us  on  to  greater  effort  in  our  work 
of  making  this,  the  most  valuable  paper  of  its  kind  pub- 
lished. Again  let  lis  say  "Thank  you."  We  will 
try  to  show  our  appreciation  of  your  kind  words  and 
wishes,  by  turning  out  a  paper  that  you  will  look  for- 
ward to  eagerly  each  month. 

Our  contemporaries  both  in  Canada  and  the  United 
States  have  had  some  nice  things  to  say  about  us,  for 
which  we  are  also  thankful. 

What  Other  Drug  Papers  Say  About  Us. 
The  Canadian  joiimal  published  in  that  Province  that 
lies  nearest  the  setting  sun — The  British  Columbia  Phar- 


JUST  A  SAMPLE  OF  THE  MANY. 

Many  thanks  for  your  sample  copy  of  The 
Retail  Druggist  of  Canada. 

Tt  looks  good  to  us — here's  your  dollar. 
More  power  to  you. 

J.  D.  Higinbotham  &  Co.,  Ltd. 
Lethbridge,  Alta. 


maceutieal  Record — says  regarding  us  :  "The  Retail 
Druggist  of  Canada,  published  by  the  Commercial 
Pr^^ss,  .S2  Colborne  Street,  Toronto,  is  the  latest  addition 
to  pharmaceutical  journalism  in  Canada.  It  is  the 
product  of  these  progressive  days — eominercialism — 
and  'will  supply  the  need'  by  'specializing  on  business 
methods.'  We  congratulate  the  management  on  the 
initial  issue." 

Congratulations  From  United  States,  Too. 

The  Pharmaceutical  Era,  of  New  York,  says :  "We 
have  examined  the  first  issue  of  your  journal  with 
much  pleasure.  We  congratulate  you  on  the  creditable 
production  of  same." 

The  Bulletin  of  Pharmacy,  Detroit,  in  an  editorial 
says:  "The  Retail  Druggist  of  Canada  is- a  new  jour- 
nal, bom  in  Toronto  a  few  weeks  ago.  The  editor  is 
Wm.  J.  Bryans.  Please  notice  the  final  's'  in  the  gen- 
tleman's name,  and  do  not  jump  to  any  sensational  con- 
clusions. Our  new  contemporary  is  devoted  to  the 
commercial  interesrts  of  the  druggist,  and  is  a  lively  and 
attractive  periodical." 

Christmas  Message  from  Western  Canadian  Pharmacist 

We  were  particularly  pleased  with  the  Christmas  mes- 
sage received  from  the  Western  Canadian  Pharmacist 


of  Winnipeg  on  this,  our  first  Christmas  in  drug  paper 
journalism.  It  was  a  unique  and  novel  one,  sent  with  the 
compliments  of  J.  Werner,  editor,  and  Miss  0.  A.  Over- 
all, artist  and  assistant  editor.      In  addition  to  breath- 


PHOTOGRAPHS  WANTED. 

The  Retail  Druggist  aims  to  be  the  clearing 
house  for  new  ideas  in  interior  and  window  dis- 
play. Photographs  is  one  of  the  ways  of  mak- 
ing this  possible.  For  this  reason,  we  solicit 
from  druggists  in  all  parts  of  Canada,  good 
photographs  of  their  window  displays  and 
store  interiors.  Send  yours  along.  Address 
them  to  The  Retail  Druggist,  32  Colborne 
Street,  Toronto,  Out. 


ing  of  friendliness  and  good-will,  it  gave  a  sample  of 
the  artistic  work  of  Miss  Overall  and  the  poetic  genius 
of  Mr.  Werner,  who  has  just  recently  taken  over  the 
editorship  of  the  Pharmacist,  succeeding  C.  W.  Camp- 
bell. The  sketch  showed  the  New  Year's  Messenger 
bearing  the  greetings  of  the  Western  Canadian  Pharma- 
cist to  the  editor  of  The  Retail  Druggist.  The  latter  is 
depicted  with  spectacles  and  flowing  locks,  seated  at 
his  desk  in  shirt  sleeves,  industriously  engaged  in  turn- 
ing out  "copy."  A  copy  of  The  Retail  Druggist 
hangs  from  a  nail  driven  into  the  side  of  the  desk.  The 
message  which  accompanied  the  drawing  was  as 
follows  : — 

Dear  Bro.  Bryans  : — 

(Does  the  W.  J.  stand  for  William  Jennings?) 
Dear    Bryans,     the     Western     Canadian     Pharmicist 
messenger  is  here. 
He  has  brought  his  greetings,  from  afar — and  may 
be  weary  and  foot-sore ; 
He  brings  wishes  of  "A  Happy  Christmas,"    and    "a 
Bright  New  Year," 
And  for  a  bountiful    and  properous    "one-nine-one- 
four." 


Passing  Business  Thoughts 

By  W.  L.  E. 

One  cannot  lag  in  business,  any  more  than  one  can 
lag  in  a  race,  and  expect  to  win  the  highest  honors. 


He  who  in  his  advertisements  tells  his  customers 
that  which  he  does  when  he  is  talking  to  them  face 
to  face  about  his  goods  is  doing  good  advertising. 


The  confidence  customers  have  in  the  retailer  with 
whom  they  deal  is  bom  of  the  experience  they  have 
had  with  him. 

While  sand  finds  no  place  in  sugar  it  ts  still  a 
necessity  in  merchants  who  would  do  things. 
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SMOKERS'  SUPPLIES,  CIGARS  and  TOBACCO 

-  ^^^1     The  Department  thai  Attracts  the  Men  to  the  Drug  Store    I  


HINTS  FOR  THE  TOBACCO  DEPARTMENT 

Keep  your  goods  in  the  right  condition  and  display 
them  in  the  most  efficient  manner. 

Try  to  size  up  your  customers'  tastes  as  to  nature 
of  cigars,  cigarettes  and  tobacco  they  like. 

Use  enough  show  cards.  They  are  always  good  sales- 
men. 

Never  pawn  off  a  poor  cigar  on  a  customer  because 
he  seems  to  be  a  transient.  He  may  be  a  prospect  for 
a  steady  customer. 

Don't  contradict  a  customer  as  regards  quality  of 
certain  lines.     Suggest  another  brand. 


PROMOTING    CIGAR    BUSINESS    BY    WINDOW 
DISPLAY 

"I  was  not  any  too  well  satisfied  with  my  own  work 
as  a  window  dresser,  -when,  after  two  or  three  months, 
it  seemed  to  have  failed  to  arouse  any  great  interest^ 
or  to  have  brought  about  any  increase  in  sales,  when 
one  day  the  owner  of  the  store  said  to  the  senior 
clerk : 

"_'I  am  afraid  that  v/e  are  stuck  on  that  lot  of 
stogies,  none  of  our  customers  seem  to  care  for  them, 
and  they  are  not  moving  at  all. ' 

"This  remark  was  not  addressed  to  me,  but  it  sunk 
in  deep  just  the  same,  and  set  me  to  thinking  that  here 
was  a  real  opportunity  for  mo  to  prove  that  window 
displays  were  worth  while,  if  I  could  only  originate 
something  striking  that  would  cause  these"  stogies  to 
move. 

Cigars  Displayed  in  Wheelbarrow 

"What  I  finally  did  was  this:  In  the  centre  of  one 
of  the  windows  I  placed  a  new  wheelbarrow,  borrowed 
for  the  occasion  from  a  neighboring  hardware  store. 
This  barrow  I  loaded  with  boxes  of  stogies,  heaped 
high,  those  on  top  opened  so  as  to  show  the  stogies  to 
the  best  advantage.  At  the  back  of  the  window  I 
placed  a  large  bulletin,  reading :  'WE  ARE  SELLING 
LOADS  OF  STOGIES,  AND  THEY  ARE  GIVING 
LOADvS  OF  SATISFACTION.'  On  the  boxes  in  the 
barrow  I  had  conspicuous  price  cards  quoting  the  price 
of  the  stogies  both  in  small  quantities  and  by  the  box. 

"On  a  telegraph  blank  form  I  pasted  a  clipping 
from  a  daily  newspaper  which  stated  that  many  million- 
aires in  Pittsburg,  who  could  afford  to  buy  the  finest 
imported  cigars,  had  the  stogie  habit  and  smoked  them, 
not  from  motives  of  economy,  but  because  they  really 
liked  them  better  than  cigars. 

Worked  off  the  Stickers  / 

"This  telegraph  blank  bearing  the  clipping  I  pasted 

upon  the  inside  of  the  window  glass  at  a  height  where 

it  could  be  conveniently  read  by  a  person  standing 

outside.    Then  across  the  front  of  the  window  near  the 

top,  in  letters  large  enough  to  be  easily  seen  half  way 

across  the  street,  I  had  a  streamer  bulletin  which  read : 

"  'WHAT  EVERY  SMOKER  OUGHT  TO  KNOW.' 

"There  was  nothing  else  in  the  window,  and  the 

display  was  so  distinctly  different  from  any  that  ever 

appeared  in  a  window  of  that  store  before  that  it 

attracted  attention  from  the  start  and  made  people 

talk,     It  was  arranged  Sunday  night  and  remained 


for  one  week.  The  Monday  sales  of  stogies  amounted 
to  about  $2,  and  there  was  a  slight  increase  nearly 
every  day  until  Saturday,  when  the  sales  of  stogies 
jumped  up  to  approximately  $12,  the  total  sales  for 
the  week  on  this  line  amounting  to  nearly  $25. 

Caused  Permanent  Demand 

"The  display  was  removed  at  the  end  of  the  week, 
but  there  was  more  or  less  call  for  stogies  from-  that 
time  on  until  we  had  disposed  of  the  entire  lot  for 
which  for  a  good  many  months  there  had  been  abso- 
lutely no  sale.  As  customers  continued  to  ask  for 
stogies,  it  was  deemed  advisable  to  place  another  order. 

"When  the  new  order  of  stogies  arrived,  I  arranged 
another  display,  devoting  an  entire  window  to  the 
goods,  with  a  big  bulletin  reading: 

"  'FRESH  SHIPMENT  OF  STOGIES— JUST 
ARRIVED.' 

"Stogies  continued  one  of  our  staple  lines  from  that 
time  on,  and  as  there  had  been  no  perceptible  falling 
off  in  the  sales  of  five-cent  cigars,  the  total  sales  of 
the  store  had  been  practically  increased  by  the  stogie 
business  thus  created. 

"But  what  satisfied  me  more  than  anything  else  M'as 
the  fact  that  T  had  demonstrated  to  the  owner  and  to 
the  senior  clerk  that  special  window  displays  could 
actually  create  business,  and  move  goods  that  might, 
otherwise  become  stickers  and  shelf-warmers." 


DESCRIPTIVE  MATTER  FOR  THE  CIGAR  AD. 

The  man  who  smokes  and  smokes  well  and  appre- 
ciates the  best  is  the  man  we're  after.  Try  us  once — it 
will  mean  all  the  time. 

Be  careful  that  you  don't  burn  good  money  for  bad 
cigars.  The  only  way  to  be  sure  about  it  i.s  to  buy  your 
cigars,  cigarettes  and  tobacco  at  this  establishment. 
You'll  never  get  left — you'll  always  be  put  right. 

Here  is  a  pipe  such  as  you  have  long  looked  for — a 
pipe  that  Avill  tickle  the  connoisseur  and  delight  the 
every  day  smoker,  as  it  is  a  genuine  briar  pipe — walnut 
coloi — bulldog  shape. 

The  more  you  know  about  cigars  the  better  it  is  for 
us — the  better  it  is  for  you.  If  you  are  not  a  judge  of 
cigars  you  must  trust  the  manufacturer.  Here  is 
where  reputation  comes  in  play.  The  Blank  cigar  is 
madft  by  a  large  successful  house,  whose  reputation 
for  producing  high  grade  goods  has  long  been  estab- 
lished.   The  high  standard  of  this  cigar  is  maintained. 


BUILDING  UP  THE  CIGAE  TRADE 

An  important  factor  in  the  cigar  department  is 
steady  customers.  It  takes  good  values  to  bring  people 
back.  It  is  good  business  to  keep  them  coming,  for 
if  they  buy  cigars,  they  are  liable  to  become  interested 
in  other  lines.  The  cigar  business,  besides  paying  a 
direct  profit,  is  a  splendid  medium  through  which  to 
sell  other  goods. 

There  are  smokers  who  are  quick  to  recognize  good 
quality  in  a  cigar,  and  again  there  are  many  who 
do  not  know  just  what  they  want.  Suggestion  becomes 
valuable  in  a  case  like  this;  and  it  is  a  good  thing 
to  be  able  to  talk  intelligently  about  the  cigar  you 
recommend. 
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Every  Druggist  in  Canada 

can  add  prestige  to  his  cigarette  department — and 
add   dollars   to   his   cash   register,   by   handling 

FATIMA 


TURKISH  BLEND 


CIGARETTES 


Retail 


20  for  25c 
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Fancy  Goods,  Novelties  and  Photographic  Supplies 

A  Jepaiiment  of  mears  and  methnJa  of  increasing  business  in  photographic  sup- 
plies,  pennants,  plying  cards,    pens,  ink,  sporting   goods,    novellia,  china,    eic. 

1 

CLEANING  OUT  THE  LEFT  OVERS 

AFTER  the  Christmas  season,  the  dealer  generally 
finds  himself  with  a  number  of  odd  lines  on 
hand.  He  would  do  well  to  make  an  effort  to 
clear  these  out,  because  in  not  a  few  cases  they  repre- 
sent the  major  portion  of  the  profits  of  the  Christmas 
trade. 

The  writer  knows  of  a  druggist  in  a  fair  sized  town 
who  does  a  big  Christmas  trade  each  year  in  toys  and 
fancy  goods,  but  who,  at  the  turn  of  the  year,  finds 
all  the  profits  of  the  festive  season's  trade  tied  up  in 
odd  lots  of  stock,  the  greater  portion  of  which  he  stores 
away  until  another  season  rolls  around. 

How  different  is  the  method  of  another  dealer.  He 
also  generally  has  considerable  stock  left  over,  because 
he  does  a  big  Christmas  business.  He  does  not  pack 
it  up  and  store  it  away,  however,  just  as  soon  as  Christ- 
mas is  over.  Instead,  he  arranges  it  nicely  within  the 
store,  puts  in  some  window  displays  and  generally 
makes  a  supreme  effort  to  clean  up  the  odds  and  ends. 
The  result  is  that  he  reduces  the  stock  considerable  by 
his  post-holiday  sale,  and  thus  has  a  much  smaller 
amount  of  money  tied  up  in  dead  stock  during  the 
year. 

Fancy  Goods  and  Novelties  all-the-year-round 

The  druggist,  however,  should  get  away  from  the 
idea  that  Christmas  is  the  only  season  for  fancy  goods 
and  novelties.  There  is  no  reason  why  they  should 
not  sell  the  whole  year  round,  and  they  do  with  the 
dealers  who  give  them  sufficient  prominence.  It  is 
attention  to  these  lines  that  makes  sales  during  the 
entire  year. 

Even  some  of  the  most  Christmasy  novelties  are 
called  for  occasionally  during  other  times  of  the  year, 
and  therefore  the  dealer  in  storing  them  away  should 
arrange  them  in  such  a  way  that  he  will  be  able  to 
easily  locate  any  desired  article  at  any  time.  This  can 
be  made  possible  by  a  little  system  in  putting  away. 


THE  SALE  OP  CUT  GLASS 

Nothing  can  give  a  greater  degree  of  finish  or  more, 
appearance  of  good  taste  to  a  perfectly  appointed  room 
or  table  than  the  presence  of  a  few  articles  in  cut  glass 
that  have  been  selected  with  due  regard  to  quality. 
The  rich,  brilliant  effect  produced  by  the  scintillating 
rays  from  a  thousand  points  serves  to  add  lustre  to 
every  other  article  of  adornment,  and  on  this  account 
is  explained  the  reason  why  cut  glass  has  maintained 
its  place  among  the  most  fastidious  and  exclusive 
people.  There  is,  however,  the  necessity  of  exercising 
great  care  in  the  purchase  of  cut  glass,  as  in  no  other 
line  does  quality  determine  to  such  an  extent  the  value 
of  the  article.  Only  the  most  perfect  blanks  must  be 
used  in  cutting,  as  only  thickness  and  weight  admit  of 
great  depth,  and  the  utmost  care  is  required  in  polish- 
ing in  order  that  the  lines  of  the  designs  may  be  true. 

Originality  in  designs,  and  perfection  in  execution, 
combined  with  the  extraordinary  brilliancy  to  which 
the  glass  is  polished,  have  secured  for  cut  glass  a  pre- 


mier position  as  most  suitable  for  gifts,  most  perfect 
for  ornamentation  and  most  correct  in  the  furnishing 
of  the  home.  In  the  production  of  this  ware  the  Can- 
adian manufacturer  is  well  to  the  front. 


PUSH    PHOTOGRAPHIC    SUPPLIES    DURING 
WINTER  MONTHS 

Do  not  let  your  efforts  for  business  in  the  photo- 
graphic department  go  down  with  the  temperature. 
Instead,  as  business  does  not  flow  to  you  as  easily  as 
during  the  summer,  make  a  special  bid  for  it.  There 
should  be  interest  in  amateur  photography  the  whole 
year  round,  and  there  would  be  to  a  considerable  extent 
if  druggists  would  not  allow  their  attention  to  this 
department  to  decrease. 

Beauty  in  Winter  Scenes 

There  is  a  good  deal  to  be  admired  in  winter  scenes, 
and  there  is  something  to  them  that  appeals  to  nearly 
everyone.    Why  not  use  this  fact  to  your  own  benefit 


Pictures  of  Winter  Scenes 

Appeal  to  Everyone 

You  have  probably  noticed  that  there  is  a  something 
about  winter  scenes  that  is  specially  appealing.  Have 
you  any  good  ones  in  your  collection  ? 

If  not,  now  is  the  time  to  get  busy  with  the  camera — 
the  winter  touch  is  on  wood  and  field. 

To  secure  the  best  results — and  who  is  there  but  who 
wants  the  best — you  must  have  a  dependable  camera 
and  use  dependable  films. 

We  Keep  the  Dependable  Kind 

Get  your  camera  and  your  supplies  from  us.  Consult 
us  regarding  your  photographic  work. 


R.  J.  GRAHAM 


DRUGGIST 
17  George  St. 


Susgestion  for  an  ad.  to  arouse  Interest  in  photography  during  winter. 

in  pushing  the  sale  of  photographic  supplies  now? 
Take  a  few  pictures  of  winter  scenes  yourself  and  place 
them  where  customers  wiU  see  them.  They  will  soon 
get  interested. 

"Do  you  love  nature?"  was  the  heading  on  a  camera 
ad  of  Alex.  Stewart,  of  Guelph,  Ont.,  not  long  ago. 
The  introduction  read,  "If  you  do,  you  will  surely 
want  to  take  some  pictures.  The  best  time  to  take 
views  is  at  this  season  of  the  year  when  there  are  so 
many  contrasts  of  light  and  shade."  The  ad  then 
went  on  to  point  out  that  the  best  pictures  could  be 
taken  with  their  kodaks. 


The  man  who  is  going  to  make  his  store  absolutely 
neeessaiy  to  the  piiblic  is  going  to  do  it  by  service  not 
by  price. 
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Our  Travellers  are  now  Calling 


With  Xmas  and  New  Year  Lines 

Biggfest  and  best  lines  we  ever  had  to  show. 
Special  prices  for  Import  orders. 
Look  through  the  line  when  traveller  calls. 
Valentine,    Easter     and    St.     Patrick    lines     are 

complete. 
Catalogue  of  these  for  the  asking. 

Pennants  and  Cushions 


Especially    attractive    in    design  and  well  made. 
Place    your   order    now  for  Spring  and  Summer    . 
delivery. 

Write  for  catalogue  of  these  lines 

Pugh  Specialty  Company,  Limited 

38-42  Clifford  St.     Toronto,  Ont. 


THE  ERA 

DOSE  BOOK 

FIFTH  EDITION 
Revised  and  Enlarged 


Price  75  cent*  per  copy,  postpaid 


With  Appendix  giving  percentnges  of  Alcohol  end  Quantities  of  Narcotics  in 
U.S. P.  and  N.F.  Preparations,  snpplyins  jupt  the  iiiformation  required  to  label 
these  preparations  so  they  will  comply  with  the  FEDERAL  FOOD  AND  DRUGS 
ACT.     Adopted  as  a  standard  by  pharmaceutical   associations. 

The  Fifth  Edition  of  this  valuable  reference  work  brings  the  posology  of  the 
materia  medica  down  to  date,  and  includes  all  of  the  Newer  Remedies  and  Syn- 
thetics that  have  been  introduced  within  recent  years. 

Contents:  Dose  List:  Percentage  Solutions;  Dose  Equivalents:  Veterinary 
Doses;  incompatibles;  properties  of  Remedial  Agents;  Drops  in  Fluidram;  Solu- 
bilities; Latin  Words  and  Phrases;  Specitic  Gravities  of  Metals;  Latin  Cardinal 
and  Ordinal  Numbers;  French  and  German  Prescription  terms;  Poisons  and  Their 
Antidotes;  International  Atomic  Weights;  Specific  Gravities  of  Official  Substances; 
The  Metric  System;  Mathematical  Memoranda;  Boiling  Point  of  Water  at  Different 
Barometer    Readings;    Thermometric    Equivalents:    Hydrometer    Tables;    Appendix. 

The  Era  Dose  Book  is  in  handy  form  for  reference,  saves  time  in  prescribing 
and  dispensing,   and  makes  accuracy  easy. 

THE   RETAIL  DRUGGIST  OF  CANADA 

32  COLBORNE  STREET,  TORONTO 


Plates,  Papers,  and  Films 

Wellington  goods  sell  quickly  and  require 
no  handling  except  handing  out.  Let  us 
write  you  the  whole  proposition. 

Free  Booklets  on  request 

Wellington  &  Ward 

Montreal 
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DRUGGIST  SUNDRIES  and  TOILET  GOODS 


A  department  of  Perfumes,  Toilet  Goods,  Rubber  Goods,  Brushes,  Combs,  Etc.       p 


PROMOTING  SALE  OF  TOILET  SOAPS 

THERE  are  good  opportunities  for  every  druggist 
in  the  sale  of  toilet  soaps,  but  there  are 
quite  a  few  dealers  who  are  not  living  up 
to  their  opportunities  in  this  direction.  While 
with  some  druggists,  this  forms  an  important  depart- 
ment, in  other  instances,  it  is  a  line  that  hardly  pays 
interest  on  investment.    Why  is  this? 

Good  Display  Increases  Sales 

We  do  not  have  to  seek  far  for  the  reason.  It  is 
generally  easily  discernible  to  the  person  visiting  their 
respective  stores.  In  the  one  place,  there  is  extensive 
display,  and  you  are  impressed  with  the  fact  that  toilet 
soaps  are  sold.  In  the  other  store  you  may  probably 
have  to  enquire  to  be  sure  that  this  line  is  handled.  It 
is  kept  to  the  Tear  of  the  store,  or  in  some  other  position 
where  it  cannot  be  seen.  The  way  to  build  up  a  trade 
in  toilet  soaps  is  to  keep  them  out  where  people  will 
be  constantly  reminded  of  them,  and  where  you  will  be 
reminded  to  suggest  the  line  to  customers.  A  window 
occasionally  devoted  to  the  line  will  generally  prove 
profitable. 

Liberal  Advertising  by  Manufacturers 

The  liberal  advertising  campaign  which  has  been 
carried  on  for  some  time  by  makers  of  toilet  soaps  of 
all  kinds,  medicinal  and  otherwise,  has  created  a  demand 
for  the  better  sorts  of  soaps,  and  retailers,  as  a  rule, 
are  now  fully  alive  to  the  profitable  business  that  can 
be  secured  by  taking  advantage  of  this  campaign  of 
publicity. 

Not  only  are  manufacturers  spending  large  sums  of 
money  in  creating  a  demand  for  their  products,  but 
they  are  vying  with  each  other  in  producing  soaps  of 
good  quality,  to  the  manifest  advantage  of  the  public 
at  large. 

Attention  to  Appearance  of  Packages 

Responding  to  one  of  the  newest  and  best  develop- 
ments of  merchandising,  manufacturers  are  also  devot- 
ing a  large  amount  of  time  and  money  in  improving  the 
appearance  of  their  packages,  many  of  them  going  to 
considerable  expense  in  employing  artists  and  designers 
for  original  sketches  and  designs  for  wrappers  and 
boxes.  The  result  of  this  has  been  that  many  of  the 
packages  of  toilet  soaps  now  on  the  market  are  really 
beautiful  and  artistic  and  a  pleasure  to  handle. 

Buyers  who  take  advantage  of  this  action  on  the 
part  of  manufacturers  and  who  liberally  stock  up  and 
properly  display  these  tempting  and  artistic  packages, 
will  undoubtedly  find  themselves  well  repaid  by  the 
business  they  will  surely  secure. 


The  idea  of  interesting  customers  by  giving  them 
information  regarding  the  source  of  goods  is  a  valuable 
one.  The  ad  can  be  used  to  good  advantage  for  this 
purpose,  and  the  salesmen  in  serving  customers  can 


PLAN  OF  FEATURING  SPONGES 

The  Regina  Trading  Co.,  of  Regina,  .Sask.,  in  one  of 
their  ads  recently  had  a  "sponge  talk"  explaining  some 
interesting  features  of  the  sponge,  and  using  this  as 
a  foundation  for  announcing  the  fact  that  their  drug 
department  was  offering  a  special  line  of  sponges  from 
Turkev. 


Sponge  Talk 

Our  Druggist  explains  that  the 
Sponge  is  a  flexible,  fixed,  torpid, 
polymorphous  animal  composed  of 
small  spines  interwoven  together 
and  clothed  with  a  gelatinous  flesh, 
full  of  small  mouths  on  its  surface, 
by  which  it  absorbs  and  ejects  water. 
Sponges  inhabit  the  bottom  of  the 
sea,  where  they  are  fixed  to  rocks. 
The  finest  Spong-es  are  those 
brought  from  the  Mediterranean. 

Our  Drug  Department  has  just 
imported  direct  from  Turkey  a  ship- 
ment of  these  fine,  soft,  silky,  Baby 
Sponges  and  they  are  now  on  sale, 
priced  at 25c.,  35c.  and  50c. 

Bath  Sponges  range  in  price  from 
75c.  to  $7.00 


Sponge  talk  given  in  their  ad.  by  Regina  firm. 

interest  them  by  giving  out  bits  of  information  like 
this.  Customers  respect  the  dealer  or  salesman  who 
knows. 


PARCEL  POST  STARTS  FEB.  10 

Tt  is  announced  that  the  Parcels  Post  system  in  Can- 
ada will  be  inaugurated  on  February  10.  The  zone  sys- 
tem, as  applied  for  the  purpose  of  the  Parcels  Post  is 
a  double  one.  The  territory  around  every  post  office 
within  a  20-mile  radius  will  constitute  a  local  zone  and 
will  have  a  lower  rate  than  for  the  provincial  zones. 
The  local  zone  rate  will  allow  the  dealers  in  the  smal- 
ler centres  to  compete  with  the  large  stores  in  the  big 
centres. 

The  Local  Zone  Rates 

The  local  zone  rate  will  be :  One  pound,  5  cents ;  two 
pounds,  cents;  three  pounds,  7  cents;  four  pounds,  8 
cents ;  five  pounds,  10  cents ;  six  pounds,  12  cents ;  seven 
pounds,  14  cents;  eight  pounds,  16  cents;  nine  pounds, 
18  cents;  ten  pounds,  20  cents;  eleven  pounds,  22  cents. 
Eleven  pounds  is  the  weight  limit,  but  for  the  first 
three  months  only  up  to  six-pound  weight  will  be 
accepted. 

Under  the  lower  rate  for  the  local  zone,  dealers  in 
the  small  centres  should  be  able  to  make  considerable 
use  of  parcels  post  in  extending  business.  The  Retail 
Druggist  will  give  hints  on  this  in  next  issue. 


Use  show  cards  on  those  lines  to  which  you  wish 
particularly  to  direct  attention — to  the  lines  that  are 
the  most  seasonable,  or  Avhich  have  special  features 
that  should  attract. 
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We  Will  Give  You  $1.50,  in  Merchandise,  if 
You  Will  Display  Our  Striking  New  Cut-Out 


This  Handsome 

Display  is 

Lithographed  in 

13  Printings 

By  the  Beautiful  New 

Offset  Process 


28  Inches  High 

by 
28  Inches  Long 

and 
6    Inches  Deep 

These  Striking 

Beauties  Will  Draw 

Attention  to  Your 

Store  and  Identify 

You  With  the  Ingram 

Advertising  Campaign 


SPECIAL  OFFER  No.  17 

SIMPLY  cur  OUT  THIS  COUPON,  FILL  OUT,   PASTE  IT  ON  A  POST  CARD  AND  MAIL    IT  TO  US 


Please  send  me  through  my  jobbi-r  : — One-Half  doz.  Milkweed  Cream           -  $2.00 

One-Half  doz.  Velveola  Souveraine    -  2.00 

One-Fourth  doz.  Velveola  Souveraine  Free 

direct  by  Parcel  Post,  for  displaying  the  new  Ingram  cut-out. 

Please  include  this  Window-Display  group,  printed  in  1 3  printings,  also  other  display  advertisiog  materials  and  plenty  of  samples 

Name Address 

City State 

Jobber's  Name  Address 


=« 


ItigrrG[m's 

TOILET  SPECIALTIES 

have  maintained  leadership  in  their  special  field  for  over  a  quarter  of  a  century.  Their  supreme  quality  is  the 
result  of  the  best  materials  money  can  buy — prepared  with  the  skill  of  long  experience,  and  applied  science  that  is 
the  best  of  modern  methi'ds:  In  short,  the  purity  and  efficiency  of  Ingram  products  have  convinced  the  public  on 
this  side  of  the  water  that  tney  need  not  buy  imported  toilet  specialties  because  the  best,  at  any  price,  is  here  at 
home,  in  products  of  the  Ingram  Laboratory. 
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J.  P.  Lawrason 

25  Toronto  Street 

makes  a  specialty  of  selling  Drug 
Stocks  and   locating   Druggists. 

If  you  have  a  Stock  you  wanttoiell,  or  if  you  want  to  buy  a  bus- 
iness, write  or  call.  I  might  give  you  a  suggestion  that  would  solve 
the  problem.  I  have  helped  others  and  might  help  you.  Benk, 
Wholesale  and  Retail  References. 

J.  P.  Lawrason,  Druggist,  Toronto,  Ont. 

illlillllllllllllllilliilllllilllllillllllllllllllllillilliiiillillllll 
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Current  Prices — Drugs  and  Chemicals 


Acetanilid lb  $0 .  40 

Acid — Carbolic    lb  16  Vi 

Citric lb  .67 

SalicyUc     lb  .55 

Alcohol — B.   P gal.  5.10 

Wood .  gal.  1 .  00 

Ammonium — Brom lb  .85 

Iodide     lb  3.40 

Atropine    Sulph    dr.  .70 

Acid- — Acetic                          lb  .12 

ArBenious,    lump    lb  .35 

Commercial     lb  .12 

Benzoic,     Eng.       (from 

benzoin)      oz.  .30 

German     oz.  .10 

Boric     lb  .15 

Gallic      lb  .90 

Ilydrobromic      lb  .35 

Hydrocyanic     oz.  ,12 

Xiactic,  concentrated   .  .  lb  1 .  20 

Mariutic     tb  .05 

Chem.   pure    lb  .20 

Kitric    lb  .12 

Chcm.    pure     25 

Oleic     lb  .50 

Oxalic     lb  .13 

Phosphoric,    syrupy    ..lb  .50 

Dilute     lb  .16 

Sulphuric    Vb  .04 

Chem.   pure    lb  .20 

Aromatic     lb  .60 

Tannic    lb  .85 

Tartaric,   powdered    ...  lb  .38 

Adeps  Lanae   lb  .40 

Albolene      lb  .30 

Alois    oz.  .20 

Alum lb  .03 

Ammonia-^Arom.     Spts      lb  .65 

Amyl  Ar  otate lb  .50 

Am;^l    Nitrite     oz.  .20 

Antipyrine      oz.  .40 

Antimony,    black   powd.      lb  .12 

And   potas.    tart    lb  .40 

Apomorphia     gr.  .05 

Arrowroot,    Bermuda    ...  lb  .85 

.  .Tamaicii     lb  .20 

Aristol   (see  Di-Thymol)    oz.  1.75 

Aspirin     oz.  .65 

Blsmnth — Sub.    cajrb    ...lb  3.25 

Sub.  nit    lb  3 .  00 

Balsam.    Canada    lb  .75 

Copaiba     lb  .75 

Peru     lb  8.25 

Tolu     lb  .45 

Borax     lb  .06 


P.)wdered    lb  .07 

Brouioform     oz.  .  15 

Bromine oz.  .10 

Caffeine    lb  4.60 

Citrate     lb  S.30 

Camphor     lb  .65 

Chloroform  com lb  .40 

Cocaine,    H.C.L oz.  3.25 

Codeine    Phos 01.  4.15 

CocOM    Butter     lb  .60 

t'admium.    Bromide    ....oz.  .12 

Iodide     oz.  .45 

Calcium    Chlor.,    crystals,  lb  .30 

Sticks     lb  .75 

Capsicum     lb  .20 

Powdered      lb  .25 

Car'ion,    Bisulphide     ....lb  .18 

Cerium    Oxalate    oz.  .16 

Chalk,    French,    powd. ...tb  .06 

Precipitated      lb  .10 

Prepared     lb  .06 

Chloralmid     oz.  .45 

Chloral    Hydrate    lb  1.05 

Cinchonine,    Muriate    ...oz.  .25 

Sulphate     oz.  .25 

Cinchonidia,     Sulphate.  ..oz.  .45 

Cloves    lb  .30 

Powdered      lb  .35 

Cochineal,     S.G lb  .70 

Black    lb  .50 

Collodion    lb  .55 

Colocynth     lb  .50 

Powd  ered      lb  .70 

Copper,    Carbonate    lb  .85 

Sulphate     lb  .08 

Oxide    lb  ,55 

Copperas     lb  .01 

Cotton,  absorbent lb  .23 

Cotton  Seed  Oil lb  1.00 

Cream  Tartar,   powdered,  lb  .28 

CreoUn     lb  .60 

Ether,    Acetic     lb  .60 

Nitrous,    Spirits    lb  .45 

Sulphuric.    725    lb  .45 

Glycerine    lb  .27 

Gum    Aloes,    Barb     lb  .20 

Powdered     lb  .30 

Cape      lb  .20 

Powdered     lb  .30 

Socot     lb  .80 

Powdered     lb  .40 

Arabic,     Select     lb  .45 

Powdered lb  .50 

Benzoin     lb  .50 

Catechu    lb  .20 

Powdered     lb  .25 


Gamboge     lb  1.35 

Powdered     lb  1 .  50 

Guaiacum   tb  .45 

Myrrh     lb  .45 

Tumarac     lb  1 .  50 

Tragacanth     lb  1.20 

Herb — 

Horehound,  in  ozs.    ...lb  .28 

Lobelia     lb  .20 

lodofom     oz.  .40 

Iodine,    commercial     ....oz.  .35 

Resublimed      ,..oz.  .35 

Iron,   carbonate,  precipit.tb  .15 

Saccharated lb  .35 

Citrate   and   Ammo- 
nium      lb  .90 

Quinine   and   Strj'ch- 

nine    oz.  .27 

And    Strychnine    oz.  .20 

Iodide,    Syrup    lb  .40 

Sulphate,    pure    lb  .08 

Lithium — carb lb  1 .  50 

Citrate    !b  1 .  54 

Salicylic     lb  1 .  50 

Menthol    lb  7 .  50 

Mercury — Sub.    CUor lb  1.02 

Bicblor lb  .92 

Amm.    chlor lb  1.10 

Morphine  Sulph   oz.  3.60 

Milk    Sugar    tb  .25 

Oil — ^Aniseed     tb  2 .  48 

Bergamot     lb  7.00 

Cedar    lb  .40 

Cloves     lb  2.26 

Eucalsrptns     lb  .90 

Peppermint,  American,  lb  6.00 

Santal  E.  I lb  7. 00 

Oil — Coriander     oz.  .75 

Cotton  Seed gal.  1.40 

Croton     lb  1 .  75 

Cubeb     lb  1.75 

Fennel    oz.  .20 

Fusel     tb  .80 

Hemlock     tb  .45 

.Juniper  wood lb  .40 

.Tuniper,   berries    oz.  .15 

Origanum      tb  .40 

Pennyroyal     lb  2.00 

Sassafras    tb  .70 

Ointment   Mercurial    .  .  tb  .70 

Belladona     tb  .60 

Blue    tb  .75 

Canthar    lb  1.00 

Carbolic     lb  .40 

Citrine      lb  .40 


Gallae lb 

Ointment- — 

Galls   and   Opium    . . .  .  tb 

Iodine lb 

Comp lb 

Resin     lb 

Sulphur    tb 

Zinc  Oxide lb 

Pepsin    lb 

Phenacetine     lb 

Potassium — Bromide     ...  lb 

Iodide     lb 

Protropin    (and  Formin)   oz. 

Quinine   Sulph    oz. 

Besorcln     lb 

Senna     lb 

Soda — Brom lb 

Iodide lb 

Salicyl    lb 

Soda,   Ash    ....keg  or  cask 

Caustic drum  or  tb 

Sodium.     Acetate     lb 

Benzoate     tb 

Spermpceti     lb 

Strychnine      oz. 

Sulphate     oz. 

Strontium,  bromide,  crys..tb 

Powdered     lb 

Terpin   hydrate    lb 

Thymol      lb 

Trional     oz. 

Turpentine,    spirits     . . .  gal. 

Venice     tb 

Urotropiii    (and  Formin)  oz. 

Tablets,    20'8    box 

Veratria     oz. 

"Verdigris     ...  lb 

Wax  Ceraeine    lb 

Baytberry     lb 

Camaubs    lb 

.lapan    lb 

Paraffine lb 

White    No.    1    lb 

No.   2    lb 

Yellow    tb 

Zinc,   chloride,  fused   . .  .oz. 

Iodide     oz. 

Oxide     lb 

Slearate     oz. 

Compound     oz. 

Aristol     oz. 

Ichtbyol      oz. 

Sulphate,    ptire    tb 

Common      tb 

Sulphocarbolate     tb 


.50 

2.00 

.80 

.75 

.80 

.40 

.40 

4.20 

.96 

.57 

3.85 

.20 

.34 

.90 

.20 

.70 

4.26 

.50 

.2% 

.2% 

.25 

.90 

.55 

.90 

.90 

.80 

2.50 

1.10 

4.00 

1.20 

.70 

.12H 

.20 

2.25 
.80 
.80 
.40 
.70 
.25 
.15 
.65 
.45 
.45 
.10 
.65 
.15 
.20 
.50 

8.00 
.80 
.10 
.06 
.80 
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News  From  Coast  to  Coast  of  Interest  to  Druggists 


IVhat  is  going  on  all  over  Canada  of  in- 
terest to  men  engaged  in  the  retail  trade 


DRUG  TRADE  OF  PRINCE  EDWARD  ISLAND. 

By  U.S.  Consul  Wesley  Frost 

CKARLOTTETOWN,  P.E.I.— Most  of  the  leading 
druggists  of  Prince  Edward  Island  put  up  in  some  part 
their  own  special  brands  of  chemical  compounds  under 
their  own  names.  The  largest  single  class  of  such 
goods  comprises  veterinary  preparations,  condition 
powders,  spavin  cures,  and  similar  compounds;  and 
since  the  Province  is  almost  exclusively  agricultural 
these  items  constitute  probably  one-half  of  the  total. 
The  remaining  share  consists  of  family  remedies,  such 
as  cough  medicines,  blood  tonics,  toilet  lotions  and 
pastes,  etc.  The  annual  aggregate  for  the  city  of 
Charlottetown  is  estimated  at  well  over  $15,000  worth 
of  these  locally  prepared  chemical  goods. 

Some  Features  of  P.  E.  I.  Trade. 

The  largest  establishment  on  the  Island  manufactures 
several  thousand  dollars'  worth  of  drug  specialties  and 
supplies  a  large  number  of  small  country  stores ;  while 
nearly  all  the  Charlottetown  druggists  dispose  of  some 
of  their  products  to  the  country  trade.  One  benefit  of 
this  small-scale  manufacture  lies  in  furnishing  occupa- 
tion for  employees  during  odd  moments  and  throughout 
the  dull  winter  season,  hut  a  stronger  incentive  is  the 
desire  for  certain  exclusive  features  to  lend  distinctive- 
ness and  advertisement  to  the  trade  of  each  druggist. 
Since  there  are  now  a  number  of  large  outside  firms 
offering  to  local  druggists  the  exclusive  agency  for 
highly-advertised  lines  of  remedies,  there  is  less  ob.ject 
in  local  preparation  of  drug  manufacturers. 

Many  compounds  bearing  the  names  of  Island  chem- 
ists are  manufactured  for  the  latter  by  wholesale  firms 
in  central  Canada,  either  according  to  confidential  for- 
mulae furnished  by  the  vendors  or  otherwise.  As  in 
the  case  of  the  advertised  outside  specialties,  this  prac- 
tice has  a  strong  tendency  to  discourage  the  manufac- 
ture of  pharmaceutical  products  within  this  Province. 
It  is  the  consensus  of  opinion  that  such  manufacture 
will  steadily  decrease  here. 

A  number  of  the  firms  supplying  the  Prince  Edward 
Island  trade  are  branches  of  American  houses,  which, 
it  is  said,  put  up  preparations  bearing  the  names  of 
Island  druggists.  Several  purely  Canadian  concerns 
also  have  a  good  share  in  the  Island's  drug  trade.  All 
of  these  firms  send  travelling  representatives  to  the 
Province  at  least  two  or  three  times  in  each  year. 


EXPRESS  COMPANIES  RE  PARCEL  POST. 

MONTREAL.— Officials  of  both  the  Dominion  and  Can- 
adian Express  Companies  stated  that  they  certainly  had 
no  intention  of  taking  the  initiative  in  reducing  rates 
as  the  result  of  the  inauguration  of  the  new  parcel  post 
system.  They  say  the  Railway  Commission  already 
has  cut  the  rates  to  the  lowest  limits  for  profitable  work- 
ing. On  behalf  of  the  American  Express  Co.,  it  was 
pointed  out  that  it  had  complied  since  February  1  with 
the  order  of  the  Interstate  Commerce  Commission,  and 
made  a  reduction  of  25  per  cent,  on  parcels  coming  from 
the  United  States  into  Canada. 


J.  J.  Mclaughlin  of  Toronto  passes  away. 

TORONTO.— After  a  valiant  fight  against  the  malady 
which  undermined  his  health  for  the  past  ten  years, 
John  J.  McLaughlin,  President  of  the  J.  J.  McLaughlin 
Co.,  Ltd.,  Toronto,  passed  away  at  his  home  in  Toronto 
on  Jan.  28. 

Distinction  in  Pharmacy. 

The  deceased  had  a  distinguished  career.  He  was 
born  in  Oshawa,  Ont.,  about  50  years  ago,  and  received 
his  primary  education  at  the  high  school  there.  Later 
he  came  to  Toronto  and  entered  the  Ontario  College  of 
Pharmacy,  from  which  he  graduated  with  high  honors. 


Late  Mr.  J.  J.  McLaughlin. 

achieving  the  distinction  of  carrying  off  the  gold  medal 
and  various  other  honors  during  his  course.  He  later 
took  a  post-graduate  course  in  New  York  City,  and 
later  engaged  in  industrial  life. 

Success  in  Business  Life. 

So  rapidly  did  he  rise  that  the  firm  with  which  he 
had  associated  himself  sent  him  to  Europe  to  make  a 
special  study  of  industrial  conditions  there.  On  his 
return  from  the  European  trip  he  settled  in  Toronto, 
where  he  first  became  connected  with  the  soda  water 
business  in  a  small  way  in  Berti  street.  His  business 
grew  to  such  an  extent  that  he  was  forced  to  erect  a 
new  plant  in  Shei-bourne  Street.  Later  he  identified 
himself  with  the  McLaughlin,  Gourlay  Company  in 
Louisa  Street  in  the  manufacture  of  soda  fountains  and 
interior  decorations. 

During  the  last  decade  Mr.  McLaughlin  suffered 
much  from  lung  trouble  and  a  heart  affliction,  and  in 
search  of  health  he  visited  California,  Florida,  Muskoka, 
and  even  went  as  far  as  Italy.  His  condition,  however, 
became  steadily  worse.  He  gave  much  of  his  time  to 
the  study  of  civic  affairs.      He  was  a  scholarly  man 
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and  delighted  in  reading,  spending  much  of  his  time 
with  his  books.  He  is  survived  by  a  widow  and  two 
sons,  Donald  and  Roland,  and  one  daughter,  Marjorie. 
The  two  younger  children  are  still  attending  school, 
while  the  eldest  son  is  connected  with  his  father's  busi- 
ness, which  will  be  continued  by  him. 


SOLICITING  DRUG  BUSINESS  BY  MAIL. 

VICTORIA,  B.C.— The  Terry  Mail  Order  Drug  Store 
is  the  name  of  a  local  concern  that  is  trying  to  reach 
out  for  business  by  soliciting  trade  in  drugs  by  mail 
from  outside  points.  For  instance,  they  recently  ran 
an  advertisement  in  a  Vancouver  paper,  which  read  : — 

"If  you  will  cut  out  this  advertisement  and  attach  it 
to  your  order  we  will  prepay  the  charges  on  anything 
you  wish  in  the  drug  line.  Send  enough  money  to  be 
sure  and  cover  your  purchase  and  any  balance  will  be 
returned  to  you." 

AN  AD.  FROM  PRINCE  EDWARD  ISLAND. 

SUMMERSIDE,  P.E.I.— "Don't  let  a  cold  get  a 
hold"  is  the  heading  on  an  advertisement  of  P.  N. 
Enman.  The  body  of  the  ad.  reads  : — "The  best  way 
to  avoid  having  a  cold  is  to  take,  when  the  first  symp- 
toms appear,  something  that  will  prevent  its  develop- 
ment. If  you  don't  do  this  it's  generally  a  long  fight 
and  the  cold  may  use  you  up  before  you  get  the  best  of 
it.  Our  quinine  tablets,  if  taken  as  soon  as  first  symp- 
toms of  a  cold  appear,  will  at  once  stop  the  cold's  ad- 
vance. If  you  neglect  yourself  until  the  cold  is  devel- 
oped, there's  nothing  better  that  you  can  take — there's 
nothing  that  will  cure  it  quicker — thorough  cure  usually 
in  24  hours. 


UNUSUAL  DESIGN  ATTRACTS  ATTENTION 
TO  AD. 

BELLEVILLE,  ONT. — Recognizing  that  any  unusual 
design  in  an  advertisement  attracts  more  attention  than 
if  it  is  along  ordinary  set  lines,  McKeown's  Drug  Store 
of  this  city  recently  used  an  ad.  of  rather  novel  con- 
struction. lAn  outline  of  a  huge  bottle  covered  their 
entire  advertising  space,  and  in  the  centre  a  variety  of 
goods  with  prices  was  listed  in  a  manner  which  made 
the  price  list  appear  as  if  it  were  a  label  on  the  bottle. 
At  the  top  of  the  bottle  was  the  inscription  "Watch 
this  bottle  for  low  prices  on  drug  store  goods." 


FATHER  OF  SNACK  CLUB  PASSES  AWAY. 

One  of  the  travelers'  best  friends  died  in  January 
in  the  person  of  Wm.  Algie,  of  Alton,  Ont.,  father  of 
the  Drummers'  Snack  Club.  It  was  on  his  invitation 
that  the  first  of  this  club's  novel  outings  was  held, 
and  it  has  since  become  an  annual  affair  that  is  looked 
forward  to  by  every  member.  Mr.  Algie  was  a  pop- 
ular after-dinner  speaker,  and  it  was  only  a  little  over 
a  month  ago  that  he  delighted  members  of  the  Snack 
Club  with  a  vigorous  speech  on  Canada  at  their  annual 
banquet.  He  was  a  man  who  gathered  about  him 
many  friends  and  he  will  long  be  remembered  for  his 
big-heartedness  by  all  who  knew  him. 


ASK  HIGHER  PEDLARS'  FEE 

At  the  next  session  of  the  Saskatchewan  Legislature 
the  Retail  Merchants'  Association  of  that  province  will 
present  a  bill  asking  for  radical  changes  in  matters  per- 
taining to  licenses  for  hawkers,  pedlars  and  transient 
traders.  Some  of  the  changes  which  are  to  be  asked 
for  in  the  bill  include: 


1.  That  the  hawkers'  and  pedlars'  license  fee  be 
raised  to  $250.00. 

2.  That  all  hawkers  and  pedlars  be  compelled  to  wear 
in  plain  sight  their  license  numbers. 

3.  That  all  hawkers'  and  pedlars'  license  fees  be  col- 
lected before  they  be  permitted  to  offer  goods  for  sale 
under  penalty  of  default  thereof. 

4.  That  the  transient  traders'  license  fee  be  raised  to 
$500,  but  that  surety  bonds  be  accepted  in  lieu  of  cash 
and  the  difference  between  the  license  fee  and  the  busi- 
ness space  tax  for  the  full  year  be  replaced  in  the  event 
of  them  remaining  for  that  length  of  time. 


DRUGGIST  MAKES  USE  OP  PARCEL  POST. 

ST.  MARY'S,  ONT.— Prank  E.  MacLean  of  this 
town  started  in  to  make  use  of  parcel  post,  the  first 
week  of  its  operation,  by  offering  to  pay  postage  on 
goods  purchased,  the  lower  rate  for  the  20-mile  local 
zone  giving  him  an  advantage  in  this  direction  over  the 
mail  order  houses  in  the  larger  centres. 

The  local  paper  was  used  to  draw  public  attention  to 


Maclean's  Drug  Store 


Establltbed   1854 


Parcel    Post    Starts 
This  Week 

Pbone  or  Hail  Your  Order  to  Us  I 

Our  Mail  Order  Business  is  grow- 
ing. It's  a  couTenience  that  our 
Rural  Customers  appreciate.  Don't 
deprive  yourself  of  anything  you 
need  in  DRUGS,  TOILET  AR- 
TICLES, RUBBER  GOODS,  PRE- 
SCRIPTIONS, STOCK  REMEDIES, 
&c.,  &c. 

All  orders  receive  prompt  perEouai 
attention. 

We  Prepay  Postage 

Frank  E.  Maclean 

Successor  to  John  Maclean 

Druggist     PliODe  106  St.  Marys 


Ad.  of  St.  Mary's,  Ont..  dru(;gist  wlio  is  mak- 
ing use  of  parcel  post. 

the  inauguration  of  parcel  post,  and  convenience  of 
sending  in  orders  by  mail  was  pointed  out  to  rural  cus- 
tomers. 

The  local  paper  commented  in  a  rather  humorous 
strain,  though  with  much  wisdom,  on  the  idea  as  fol- 
lows: "Now,  reader,  on  the  rural  route,  'take  your 
medicine. '  Instead  of  skipping  a  pill  for  four  consecu- 
tive nights,  as  you  have  been  doing  and  then  taking 
four  at  a  jump  after  you  got  to  town,  you  can  take  one 
regularly  as  the  night  comes  until  your  troubles  cease." 


THE  DRUG  EXPOSITION  IN  NEW  YORK. 

NEW  YORK  CITY.— The  first  annual  exposition  of 
chemicals,  drugs  and  foods  held  in  Madison  Square 
Garden,  Jan.  20  to  26,  was  well  attended  by  pharma- 
cists and  druggists,  the  majority  of  whom  naturally 
came  from  New  York  State.      The  exposition  was  under 
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the  auspices  of  an  Exposition  Company,  and  the  attend- 
ance was  assisted  by  the  holding  of  meetings  of  Various 
pharmaceutical  associations  in  New  York  at  the  same 
time.  The  public  were  admitted  at  certain  periods, 
and  on  such  occasions  there  was  a  large  attendance.  In- 
deed the  crush  became  so  great  on  Friday  night  of  the 
expositioij  that  the  Fire  Prevention  Bureau,  fearing 
loss  of  life  in  case  of  fire  or  accident,  gave  an  order  to 
admit  no  more.  It  was  estimated  that  15,000  were  in 
the  building  at  the  time,  and  6,000  more  seeking  ad- 
mittance. 

Many  Interesting  Exhibits. 

The  main  floor  was  given  up  entirely  to  exhibits  of 
nuniufaeturers  and  to  the  collective  exhibition  of  the 
Now  York  State  Pharmaceutical  Association.  There 
was  an  interesting  exhibit  of  U.S.P.  and  N.F.  prepara- 
tions and  of  the  processes  of  preparing  the  same,  ar- 
ranged by  a  Committee  of  the  State  Association.  In 
preparing  this  exhibit,  this  committee  had  the  co-opera- 
tion of  many  of  the  pharmacists  and  societies  of  great- 
er New  York.  The  National  Pharmaceutical  Society 
maintained  a  booth  at  which  goods  donated  for  its 
bazaar  were  sold. 

Some  Unique  Features. 

The  Brooklyn  College  of  Pharmacy  presented  an  in- 
teresting exhibit  of  pharmaceuticals,  chemicals  and 
drawings  prepared  by  its  students.  An  old  wooden 
mortar.  119  years  old,  attracted  attention.  A  model 
dispensing  table  was  also  shown,  as  well  as  an  interest- 
ing display  of  crude  drugs,  and  drug  papers.  Demon- 
strations of  urine  anaylsis,  and  examples  of  the  old- 
time  and  modern  systems  of  prescription  filing  were 
other  features  of  this  unique  drug  exposition. 

On  the  evening  of  Jan.  22,  a  propagandic  meeting 
was  held,  attended  by  about  300  druggists,  with  the 
idea  of  a  concentrated  effort  for  the  advancement  of 
the  interests  of  the  druggist. 


DR.  PIERCE  OF  BUFFALO  PASSES  AWAY— WAS 
WIDELY  KNOWN. 

Dr.  Ray  Vaughn  Pierce,  of  Buffalo,  N.Y.,  well  known 
to  druggists  throughout  Canada  and  the  United  States, 
died  in  Florida  on  Feb.  4.  Dr.  Pierce  was  bom  at 
Stark,  N.Y.,  in  1840. 

Energetic  and  Studious. 

Sixty  or  seventy  years  ago  that  portion  of  New 
York  State  was  little  more  than  a  wilderness,  and  af- 
forded o"nly  the  most  crude  and  meagre  educational 
opportunities.  As  a  boy,  Dr.  Pierce  was  both  energetic 
and  studious,  and  difficulties  did  not  dismay  him,  (|uali- 
ties  which  characterized  him  all  through  his  long  and 
successful  career.  He  got  what  education  he  could 
from  the  facilities  at  hand,  and  then  went  to  Cincin- 
nati and  later  to  Philadelphia  to  eijuip  himself  for  the 
practice  of  medicine.  When  he  was  21  years  old  lie 
opened  an  otfice  in  Hydetown,  Pa.,  where  he  practised 
two  years,  and  three  years  more  at  Titusville. 

Saw  Commercial  Possibilities  in  Medicine. 

The  commercial  possibilities  of  medicine,  in  the  mean- 
time had  appealed  to  the  young  physician,  and  he. evi- 
dently had  that  in  mind  when  in  1866  he  moved  to 
Buffalo  and  opened  an  office  on  Main  Street.  His  busi- 
ness increasing,  he  moved  after  two  or  three  years  to 
Seneca  Street,  and  gradually  built  up  a  big  commercial 
business. 
*  Dr.  Pierce  Wag  elected  to  the  State  Senate,  in  which 


he  served  during  the  winters  of  1877  and  1»78.      While 
a  member  of  the  Senate,  he  resigned  to  accept  a  nom- 
ination on  the  Republican  ticket  to  Congress  and  was 
elected.      He  later  gave  his  entire  attention  to  his  busi- 
ness again,  and  built  up  a  big  institution. 
Dr.  Pierce  some  years  ago  purchased  a  pretty  Florida 


The  late  Dr.  Pierce,  who  passed  away  on  Feb.  4. 

Island,  and  it  was  there  that  he  died.  He  is  survived 
by  Mrs.  Pierce  and  two  sous,  Dr.  V.  Mott  Pierce  and 
Ralph  W.  Pierce. 


WILL  TRY  TO  SUPPRESS  ILLICIT  SALE  OF  CO- 
CAINE AND  MORPHINE 

CALGARY,  ALTA. — Tliat  a  widespread  campaign 
will  be  inaugurated  in  Southern  Alberta  with  the  object 
of  curtailing  the  illicit  sale  of  drugs  was  the  statement 
made  to  a  local  newspaper  by  a  prominent  police  official. 

He  said  that  the  projected  general  investigation  and 
clean-up  would  be  very  difficult,  but  stated  that  the 
authorities  had  well  substantiated  information  to  the 
effect  that  there  was  a  wholesale  trafficking  of  drugs  in 
the  smaller  towns.  He  stated  that  the  co-operation  of 
the  mounted  police  would  be  enlisted. 

"In  the  city  of  Calgary  it  is  veiy  difficult  for  cocaine 
and  morphine  fiends  to  get  the  drugs,"  stated  the  offi- 
cial. "I  do  not  say  that  all  the  drug  dives  have  been 
closed  up  in  this  city,  but  I  will  say  that  they  have  been 
greatly  reduced,  and  there  are  very  few,  if  any,  here 
now.  But  the  dope  fiends,  determined  to  get  their 
drugs,  are  going  to  the  smaller  towns  for  them.  This 
is  common  knowledge  to  both  the  city  and  provincial 
police.  A  surprisingly  large  illicit  traffic  is  being  car- 
ried on  in  these  smaller  places,  where  druggists  and 
the  doctors  are  working  in  collusion,  the  police  are 
advised.  The  drug  users  are  certainly  getting  large 
(luantities  of  the  drug.  While  it  is  held  that  they  must 
have  it  once  they  become  addicted  to  the  habit,  the 
reckless  and  greedy  traffic  being  conducted  merely  for 
the  money  that  can  be  made  is  most  destructive  and 
vicious." 


THE  value  of  a  man  from  his  chin  down  to  his  feet 
averages  about  $1.00  a  day.  The  difference  in 
the  value  of  men  is  from  the  chin  up  to  the  top 
of  the  head;  in  fact,  the  real  value  in  earning  power 
is  from  the  nose  up  to  the  top  of  the  head;  for  so 
many  use  the  space  between  the  chin  and  nose  over- 
time. 
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Campaign  to  Prevent  Deaths  and  Accidents  From  Poisons 

There  have  been  so  many  accidents  from  poisons  that  the  drug  trade 
feel  the  need  of  a  campaign  of  prevention — Ontario  College  of  Phar- 
macy  have   interested  themselves — Some  suggestions   put  forward.  • 


THE  question  of  deaths  and  suffering  from  poisons 
has  been  receiving  a  good  deal  of  publicity  of 
late,  due  to  the  many  accidents  of  this  nature 
that  have  been  reported  in  the  daily  news- 
papers. Indeed,  they  have  become  so  numerous,  that 
men  connected  with  the  drug  trade  throughout  the 
country  have  deemed  it  advisable  to  put  forth  some  ef- 
fort to  reduce  the  number  of  accidents  of  this  kind.  The 
drug  trade  are  necessarily  deeply  interested  because 
reflections  are  cast  upon  them  by  such  accidents.  The 
laws  with  which  druggists  have  to  comply  are  already 
numerous  and  stringent  enough,  and  if  accidents  from 
poisons  keep  on  increasing,  there  will  be  a  general  pub- 
lic demand  for  more  stringent  laws  concerning  their 
sale.  The  daily  newspapers  have  already  had  a  good 
deal  to  say  in  this  regard. 

A  Letter  of  Warning  From  O.C.P. 

The  Ontario  College  of  Pharmacy  have  interested 
themselves  in  the  question,  and  the  council  at  their  semi- 
annual meeting  in  November  decided  to  have  a  letter 
of  caution  sent  out  to  druggists  in  regard  to  corrosive 
sublimate  tablets,  carbolic  acid,  etc.,     and     exhorting 


POISON 


"^CARBOLIC   ACID 

ANTIDOTE — Lime  Water  in  copious  draughts; 
(emetics  of  sulphate  zinc;  flax  seed  tea. 

T.  E.  McLELLAN,  DRUGGIST, 
99  MAIN  STREET,  GALT 

DATE  SOLD  BOUGHT  FOR 

Special  poison  label  of  T.  K.  McLellan  of  Gait,  Ont. 

them  to  observe  the  present  law  and  always  have  a  well- 
kept  poison  book  to  present  to  the  purchaser  for  signa- 
ture when  such  sales  are  made.  The  letter  which  has 
been  sent  out  was  as  follows  : — 

More  Strigent  Laws  Threatened. 

"In  the  printed  proceedings  of  the  November  Coun- 
cil meeting  you  will  notice  that  the  Infringement  Com- 
mittee directed  me  to  write  you  regarding  the  sale  of 
corrosive  sublimate  tablets,  which  has  lately  been  taken- 
up  by  the  press,  and  an  attempt  has  been  made  to  fur- 
ther restrict  the  sale  by  'more  stringent  laws  than  mere- 
ly registering  same  by  entering  the  name  of  the  pur- 
chaser and  the  purpose  for  which  it  is  used,  also  the 
name  of  the  persons  introducing  the  purchaser,  if  the 
party  is  not  known  to  the  druggist  making  sale  of  same. 

"The  Committee  is  of  the  opinion  that,  all  should 
adhere  strictly  to  this  law,  not  only  in  regard  to  the 
sale  of  corrosive  sublimate  tablets,  but  also  other  pois- 
ons named  in  the  schedule,  and  if  the  purchasers  of 
?uch  deadly  poisons  for  suicidal  and  other  bad  intents 


are  given  to  understand  that  they  must  tell  the  purpose 
for  which  the  poisons  are  to  be  used,  that  the  pur- 
chase of  same  will  not  be  so  easy. " 

Advocate  a  Well-kept  Poison  Book. 

"Considerable  fault  is  being  found  by  the  druggists 
because  so  many  stringent  laws  are  being  made  restrict- 
ing their  business,  and  if  you  do  not  want  further  re- 
strictions, our  advice  is  to  observe  the  present  law  and 
always  have  a  well-kept  poison  book  to  present  to  the 
purchaser  for  signature  when  such  sales  are  made." 

"The  fact  that  the  law  regarding  the  sale  of  strych- 
nine has  always  been  observed  by  the  druggists  and  has 
proven  an  educator  to  the  public  for  the  careful  hand- 
ling of  same,  we  feel  that  the  same  educating  is  now 
necessary  in  regard  to  handling  and  using  of  corrosive 
sublimate  tablets,  carbolic  acid,  etc." 

' '  Thanking  you  in  anticipation  of  your  immediate  at- 
tention and  co-operation  in  this  matter." 

Many  Accidents  from  Carbolic  Acid. 

One  poison  that  has  been  the  cause  of  many  deaths 
and  accidents  is  carbolic  acid,  and  it  behooves  the 
druggists  to  exercise  more  care  and  use  their  best  ef- 
forts to  reduce  the  number  of  accidents  from  this  cause. 
If  something  is  not  done  in  the  way  ot  curbing  acci- 
dents from  this  cause,  it  will  mean  that  the  public  will 
demand  an  amendment  to  the  Pharmacy  Act  in  an  ef- 
fort to  reduce  their  frequency.  Registrar-Treasurer 
W.  B.  Graham,  of  the  Ontario  College  of  Pharmacy,  has 
felt  that  some  effort  along  this  line  is  essential,  and  has 
sent  out  the  following  letter  to  druggists  in  Ontario  :^ — 

"It  is  appalling  to  read  in  the  newspapers  almost 
every  day  of  deaths  and  serious  accidents  resulting 
from  the  use  of  carbolic  acid.  Many  laws  have  been 
made  for  the  safety  of  the  lives  of  the  general  public, 
also  inventions  and  appliances  used,  as  well  as  societies 
formed  for  educating,  such  as  the  Canadian  Safety 
League,  etc.,  and  yet  carbolic  acid  seems  to  be  too  eas- 
ily secured  in  spite  of  our  present  poison  registration 
of  same." 

Advocates  Use  of  Special  Poison  Bottle. 

"T,  therefore,  feel  it  my  duty  to  .suggest  that  you 
should  take  time  to  warn  the  purchasers  of  its  dangers, 
and  to  sell  it  in  special  containers  such  as  blue-burred 
bottles  and  stoppers,  or  some  other  special  patent  poison 
bottles  and  stopper  which  will  remind  the  user  of  its 
dangerous  contents." 

"If  you  will  act  on  this  .suggestion,  you  will  find  your 
customers  will  appreciate  your  efforts  in  their  behalf 
and  without  objection  will  pay  you  the  extra  charge 
which  should  be  made  for  the  same.  You  will  also 
gain  prestige  in  the  community,  if  you  do  it  now  of  your 
own  accord,  and  thus  grasp  the  necessity  of  the  situa- 
tion without  waiting  for  the  Government  to  make  a  law 
to  force  you  to  do  it.  I  know  of  druggists  who  have 
adopted  this  idea,  and  they  report  very  little  trouble  in 
getting  their  customers  to  accept  the  special  bottle  for 
this  purpose." 

"Hoping  this  suggestion  will  have  the  desired  effect 
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and  your  earnest  co-operation,  without  amending  the 
Pharmacy  Act  to  accomplish  same,  believe  me  to  re- 
main." 

Public  Would  Appreciate  Special  Bottles  and  Labels. 

Mr.  Graham  condemns  the  sale  of  carbolic  acid  to 
the  public  in  bottles  that  have  nothing  distinctive  or 
outstanding  about  them  to  warn  or  remind  a  person  of 
their  deadly  contents.  He  points  out  that  frequently 
it  is  sold  in  bottles  very  similar  to  those  in  which  ex- 
tracts are  sold  to  the  public,  and  there  is,  therefore, 
great  liability  of  it  being  mistaken  for  some  harmless 
and  ordinary  household  preparation.  True,  the  labels 
always  announce  its  poisonous  nature,  but  frequently 
a  person,  while  in  a  hurry  or  in  the  dark  gives  little 
attention  to  the  label,  and  sometimes  these  labels  are 
not  as  distinctive  as  they  might  be.  He  advises  drug- 
gists to  send  out  carbolic  acid  in  a  bottle  distinctive  in 
regard  to  color  and  shape,  and  thinks  that  customers 
would  appreciate  the  safeguard  and  be  willing  to  pay 
the  extra  charge  which  would  have  to  be  made  for  such 


Photograph  of  poison  bottle  with  a  bell  alarm  on 
it,  proposed  as  a  guard  against  people  accident- 
ally picking  up  a  poison  bottle  in  the  dark. 

a  special  bottle.  He  points  out  that  such  a  bottle  when 
once  purchased  could  be  used  again  for  a  similar  pur- 
pose. 

Work  to  Prevent  Accidents  From  Poisons. 

Many  lives  have  been  lost  or  endangered  by  the  care- 
less handling  of  various  kinds  of  poisons  in  the  home. 
Frequently  it  is  the  case  that  the  blame  is  erroneoiisly 
placed  on  the  druggist  who  supplied  it,  when  he  has  not " 
been  responsible  in  the  least,  but  the  gross  carelessness 
of  the  persons  handling  it,  has  been  the  cause.  Never- 
theless, the  very  fact  that  the  blame  is  sometimes  shift- 
ed onto  him,  should  cause  the  druggist  to  be  interested 
in  any  means  that  will  tend  to  prevent  accidents  of 
this  kind.  The  matter  has  been  given  considerable 
prominence  in  the  daily  papers,  owing  to  the  number 
of  deaths  from  this  cause,  and  a  number  of  suggestions 
for  prevention  have  been  put  forth. 

Some  Ways  and  Means  Suggested. 

The  druggist  himself  should  put  forth  every  effort  to 
prevent  the  internal  use  of  poisons  by  mistake  or  care- 
lessness.     The  label  of  a  distinctive    character    is    a 


valuable  aid  in  this  direction,  while  many  druggists 
make  a  practice  of  warning  customers  whenever  poison 
is  purchased,  regarding  its  use.  It  has  been  suggested 
that  poisonous  tablets  be  given  a  peculiar  shape,  differ- 
ent from  ordinary  tablets.  Another  suggestion  is 
that  the  bottle  be  provided  with  a  stopper  from  which 
a  number  of  needle  points  project,  so  that  the  stopper 
cannot  be  removed  without  pricking  the  fingers. 

Alarm  on  Poison  Bottles  Suggested, 

Many  accidents  result  from  the  careless  person  \)'n:k- 
ing  up  a  wrong  bottle  from  his  medicine  chest  in  the 
dark.  The  suggested  needle  arrangement  on  the  stop- 
per would  be  a  preventive  In  a  ca.so  like  this,  while  still 
another  suggestion,  an  illustration  of  which  is  shown 
here,  is  to  provide  the  bottle  with  bells  thai  will  sound 
a  warning  when  it  is  picked  up. 

While  the  problem  is  one  of  general  public  interest,  it 
is  one  of  particular  importance  to  the  druggists,  be- 
cause of  the  reflections  frequently  east  on  them  as  a 
result  of  such  accidents.  It  would  be  well,  therefore, 
for  this  reason,  as  well  as  for  the  humane  side  of  the 
question,  to  give  some  study  to  ways  and  means  of  pre- 
venting any  such  deaths  or  suffering. 


DRUG  FIENDS  PLOTTED  AGAINST  DRUGGIST 
AND  DOCTOR 

LETHBRIDGE,  ALTA.— The  case  agaist  J.  D.  Hig- 
inbotham,  druggist,  of  this  city,  who  was  charged  with 
having  taken  a  part  in  the  supplying  of  morphine  and 
cocaine  to  two  drug  fiends,  was  withdrawn  without 
an  iota  of  evidence  being  taken  when  the  case  came  up 
at  Calgary  on  Feb.  16,  and  Dr.  McNally  was  honorably 
discharged.  It  appears  that  Mr.  Higinbotham  and  Dr. 
McNally  were  the  victims  of  a  plot  on  the  part  of  the 
two  drug  fiends — Pettipiece  and  Johnston.  During  the 
ease  Pettipiece  made  the  startling  assertion  that  he  had 
been  obtaining  the  "stuff"  by  this  route  for  two  years, 
and  that  he  obtained  as  high  as  two  ounces  at  a  time. 

Changed  Prescription  From  Grains  to  Ounces 

It  appears  that  Pettipiece  tried  to  buy  cocaine  from 
Higinbotham 's  last  November  for  the  first  time,  and  was 
refused  without  a  prescription.  Pettipiece  and  John- 
ston, his  companion,  then  went  to  Dr.  McNally  who 
took  pity  on  them  as  they  were  wrecks,  and  gave  them 
a  prescription  for  enough  to  tide  them  over  until  they 
could  reach  Calgary.  They  clevely  changed  the  sym- 
bol for  grains  to  ounces,  and  Higinbotham 's  filled  the 
prescription. 

In  January  Mr.  Higinbotham  got  a  letter  from  Petti- 
piece asking  for  a  refill  of  the  prescription,  and  that  it 
be  sent  C.O.D.  The  druggist  called  up  Dr.  McNally, 
who  r-  '  iM;d  to  have  anything  to  do  with  it,  so  Mr.  Hig- 
inbotiidiu  refused  to  fill  the  prescription,  and  wrote 
Pettipiece  telling  him  so,  and  telling  him  to  cut  out  the 
habit. 

These  were  the  facts  brought  out  when  the  case  was 
heard  at  Calgary.  The  prescriptions  were  put  under  a 
microscope  and  the  magistrate  was  satisfied  that  altera- 
tions had  been  made.  While  the  case  against  Higin- 
botham fell  flat,  nevertheless  there  was  much  news- 
paper publicity  before  the  real  facts  were  made  known. 
This  made  Mr.  Higinbotham  appear  in  a  false  light, 
whereas  no  drugs  of  such  a  nature  are  ever  filled  with- 
out prescriptions.      He  is  very  strict  on  this  score. 


Nobody's  advertising  begins  to  pay  right  at  the  out- 
set. You  will  have  to  spend  i|uite  a  little  money  be- 
fore much  begins  to  come  back, 
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NEWS  OF  THE  BUSINESS  WORLD 


=1  Comment  on  Current  Events,  by  W.  L.  Edmonds 


Business  Men  and       Business  men  can  scarcely  view 
Agricultural  Credits,    with    uninterest    the    movement 
going  on  far  and  wide  for  a  solu- 
tion of  the  rural  credit  problem. 

The  handicap  under  which  farmers  on  this  continent 
have  been  laboring  in  obtaining  advances  on  their  crops 
and  live  stock  is  becoming  more  and  more  serious.  It 
wasn't  so  bad  when  it  was  customary  for  farmers  to 
get  a  year's  credit  from  the  local  storekeepers.  But 
that  custom  is  gradually  disappearing.  With  his  pro- 
fits so  small  the  retailer  cannot  afford  to  give  credit 
for  twelve  months  and  particularly  when  interest  on 
overdue  accounts  is  not  collected. 

But  with  politicians,  financial  men  and  business  men 
generally,  as  well  as  the  farming  community,  all  inter- 
esting themselves  in  creating  a  remedy  for  the  farmers' 
inequalities  in  regard  to  financial  accommodation,  it 
requires  no  prophetic  eye  to  perceive  the  dawn  of  bet- 
ter conditions. 

In  Canada  a  decided  step  was  last  year  made  in  this 
direction  when  the  new  Banking  Act  provided  that 
"the  bank  may  lend  money  to  a  farmer  upon  the 
security  of  his  threshed  grain  grown  upon  the  farm." 
Farmers  in  the  West  are  also  trying  to  help  themselves 
by  creating  means  of  financing  through  mediums  other 
than  the  existing  chartered  banks. 
•     «     *     « 

Financing  Farmers  In  the  United  States  the  subject 
in  Europe.  of  rural  credits    is    also    being 

given  much  consideration  and 
the  German  and  French  systems  are  being  carefully 
studied  by  experts  with  a  view  to  providing  a  remedy. 

In  Germany  a  dozen  neighbors  get  together  and  form 
a  loan  association.  With  their  joint  property  as  security 
they  go  to  a  banker  and  borrow  the  money  they  may 
require.  Bt)nds  are  then  issued  against  the  property 
which  is  secured  by  the  general  mortgage.  The  money 
obtained  from  these  bonds  is  loaned  to  farmers  who 
need  to  borrow.  The  rate  of  interest  paid  by  the 
farmers  borrowing  is  sometimes  even  lower  than  that 
paid  by  manufacturers  in  the  usual  way.  This  is  a  sys- 
tem that  finds  a  good  deal  of  favor  in  both  Canada 
and  the  United  States. 

One  of  the  schemes  being  proposed  in  the  United 
States  approximates  to  the  French  system.  It  is  sug- 
gested that  each  individual  State  should  issue  farm 
mortgage  bonds  similar  to  those  now  based  on  railway 
property.  The  money  thus  produced  would  be  devoted 
to  loans  on  farm  property  to  the  amount  of  60  per  cent, 
of  its  value.  In  France  the  limit  is  33  1-3  to  40  per 
cent.  The  interest  the  farmer  would  pay  would  not  be 
.more  than  4  per  cent. 

With  financing  facilities  for  the  farmers  improved 
and  the  rates  of  interest  lower,  it  naturally  follows  that 
benefit  will  also  accrue  to  the  mercantile  interests. 


The  Knack  of 
Getting  Together 


The  freight  rate  war  among  the 
Atlantic  steamship  companies  is 
said  to  have  petered  out.     War 

of  this  kind  usually  does  peter  out  before  hostilities 

have  been  going  on  for  long. 

Steamship  men  seem  to  possess  the  happy  knack  of 


being  able  to  call  off  a  war  before  much  damage  has 
been  done. 

It  is  a  pity  business  men,  and  particularly  retailers, 
do  not  possess  the  same  happy  knack.  They,  year  after 
year,  go  on  waging  bitter  warfare  cutting  prices  and 
striving  by  might  and  main  to  drive  each  other  out  of 
business. 

True,  a  better  day  seems  to  be  dawning.  Business 
men  are  realizing  that  even  if  they  can  only  get  ac- 
quainted and  rub  shoulders  asperities  disappear,  and 
the  inclination  to  cut  prices  modifies. 

Though  the  millenium  in  business  may  still  be  a  long 
distance  away,  it  is  some  satisfaction  to  know  that  the 
tendency  is  more  in  that  direction  than  away  from  it. 

•  •     •     • 

Treatment  of  Sick  The  health  of  those  who  go  down 
Sailors.  to  the  sea  in  ships  is  well  looked 

after  by  the  Canadian  Govern- 
ment. The  report  of  the  Deputy  Minister  of  Marine, 
recently  issued,  shows  that  during  the  year  1912  salt 
water  seamen  to  the  number  of  3,187  were  medically 
treated  at  the  different  ports.  This  was  175  more  than 
during  the  previous  year. 

The  Government  does  not,  howe'vfer,  appear  to  have 
been  out  of  pocket  by  the  transaction,  for  while  the 
expenditure  was  $52,175  the  receipts  were  $63,663. 

Seamen  themselves  do  not  contribute  to  the  sick  and 
distressed  mariners'  fund.  That  is  obtained  by  a  levy 
of  1^20.  a  ton  on  every  vessel  entering  any  port  in  Que- 
bec, Nova  Scotia,  New  Brunswick,  Prince  Edward  Is- 
land and  British  Columbia.  Vessels  of  the  burden  of 
100  tons  and  less  pay  duty  once  in  each  calendar  year 
and  vessels  of  more  than  100  tons  contribute  three  times 
a  year.-  Vessels  not  pf  Canadian  register  do  not  need 
to  contribute  unless  they  so  desire.  The  system  does 
not  apply  to  vessels  on  the  inland  waters  ©f  Ontario. 

•  •     •     * 

A  Good  Scheme.  Heads  of  departments  of  a  num- 

ber of  mercantile  and  financial 
concerns  in  New  York  are  brought  together  every  two 
weeks  to  listen  to  addre.sses  on  efficiency  and  to  discuss 
business  problems. 

The  idea  is  an  exceedingly  good  one.  If  properly 
conducted  its  possibilities  are  great.  No  one  person 
possesses  a  monopoly  of  either  ideas  or  experiences, 
and  when  a  group  of  practical  men  are  brought  to- 
gether for  free  and  open  discussion  great  benefit  to  all 
participating  must  result. 

It  is  a  scheme  which  might  be  undertaken  by  business 
men  everywhere.  Those  in  small  towns  may  not  have 
at  hand  the  facilities  for  employing  it  that  large  cities 
have,  but  even  if  the  place  was  so  small  that  only  half 
a  dozen  business  men,  heads  of  departments  and  clerks 
could  be  got  together  it  would  be  a  good  thing.  Not 
only  would  those  who  participated  benefit,  but  better 
business  conditions  generally  in  the  locality  would 
naturally  follow. 

•  •     •     • 

Rescuing  the  Canada's    forty    life-saving    sta- 

Perishing.  tions  cost  the  country  $98,843  in 

1912.    All  of  them  did  not  engage 

in  life-saving,  but  six  pf  them  saved  147  lives  and  five 
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rescued  five  crews.  This  was  a  good  return  on  the 
investment.  A  couple  hundred  lives  is  worth  a  good 
deal — even  from  the  utilitarian  standpoint  of  a  business 
man. 

The  story  regarding  wrecks  and  casualties  is  not  so 
favorable:  from  the  wreck  of  294  vessels  the  loss  in 
money  was  $1,118,670  and  in  lives  59. 


Reviving  In-  Before  a  great  while    we    shall 

terest  in  probably  see  Canada  swept  by  a 

Technical  technical  education  revival.       A 

Education.  despatch  from  Ottawa  says  that 

the  fourth  volume  of  the  report  of 
the  Royal  Commission  on  Industrial  Training  and  Tech- 
nical Education  will  shortly  be  issued.  This  will  com- 
plete the  set,  and  we  may  then  expect  that  those  who 
arc  interested  in  the  subject  will  apply  themselves  to 
the  task  of  mastering  the  contents  of  the  volumes. 

The  recommendations  of  the  Commission  are  already 
known.  Briefly  they  suggest  the  establishing  by  the 
Dominion  Government  of  two  development  funds,  one 
of  $350,000  a  year  to  promote  pre-vocational  training, 
and  another  of  $3,000,000  a  year  to  supplement  local 
efforts  in  providing  vocational  education  for  those  who 
are  past  public  school  age. 

As  a  result  largely  of  the  investigation  of  the  Royal 
Commission,  who  visited  a  hundred  places  in  Canada, 
eight  foreign  countries  and  made  transcripts  of  the 
evidence  of  1,471  persons,  Canada  is  gradually  waking 
up  to  the  fact  that  in  technical  education  and  vocation- 
al training  we  are  away  behind  many  other  countries. 

This  should  touch  our  pride  and  stimulate  our  effort. 


Excellent  Canada  possesses    excellent    ma- 

Material,  terial  upon  which  to  work.      The 

Royal  Commission  estimates  that 
there  are  387,000  boys  and  girls  in  this  country  between 
the  ages  of  fourteen  and  seventeen  who  are  not  attend- 
ing any  school.  If,  we  are  told,  the  proportion  of  at- 
tendance of  this  number  of  boys  and  girls  conld  be 
brought  up  to  that  of  many  areas  in  England,  Scot- 
land, Ireland  and  Germany,  no  less  than  213,000  of  them 
would  be  continuing  their  education  at  suitable  classes 
after  they  had  begun  to  earn  their  living.  We  may 
imagine  what  this  means  to  the  industrial  development 
of  the  country. 

In  the  boys  and  girls  of  Canada  we  have  the  human 
material.  In  intelligence,  aptness  and  initiation  no 
country  possesses  better.  It  is  rather  to  our  humilia- 
tion that  we  have  not  done  better  with  it. 

Montreal,  Toronto  and  Halifax  are  making  laudable 
efforts  to  establish  eflficiency,  and  throughout  Nova 
Scotia  the  vocational  night  school,  at  which  practical 
lessons  are  given  by  practical  mechanics  and  others, 
splendid  work  is  being  done. 

But  Canada  is  at  best  only  playing  at  the  game.  We 
haven't  yet  realized  either  our  actual  condition  in  re- 
gard to  technical  education  and  vocational  training, 
or  our  sense  of  duty  to  the  full. 


The  Evangel  Dr.  J.  W.  Robertson,  Chairman 

of  Technical  of  the  Royal  Commission,  is  now 

Education.  going  up  and  down  the  country 

preaching  the  evangel  of  techni- 
cal education.  He  realizes  that  the  report,  excellent 
and  all  as  it  may  be,  will  not  in  itself  bring  about  that 


industrial  efficiency  which  the  necessities  of  the  coun- 
try demand. 

Public  opinion  must  be  stirred,  for  the  Federal  and 
Provincial  Governments  will  only  keep  pace  with  what 
they  deem  the  demands  of  the  people. 

To  get  ahead  of  public  opinion  may  sometimes  be  the 
•luality  of  individuals,  but  of  Governments,  never.  They 
only  move  as  the  spirit  of  public  opinion  impels  them. 

A  movement  is  now  on  foot  to  organize  technical  edu- 
cation associations  throughout  Canada  whose  object 
will  be  to  not  only  stir  up  public  opinion,  but  to  back 
up  the  recommendations  of  the  Royal  Commission  in 
regard  to  Federal,  Provincial  and  local  aid  in  regard  to 
establishing  technical  and  vocational  schools. 

We  may  naturally  expect  that  the  leaders  in  this 
movement  will  be  the  manufacturers.  As  a  class  they 
have  the  most  to  gain,  and  from  the  interest  many  of 
them  tiave  already  exhibited,  there  can  be  no  doubt 
where  they  will  stand  in  this  great  industrial  move- 
ment, which  promises  soon  to  be  under  substantial 
heading. 


Worth  Three  Mil 
lions  an  Ounce. 


A  hospital  in  Germany  recently 
bought  a  milligram  of  radium, 
paying  for  it  at  the  rate  of  three 
million  dollars  an  ounce.  An  ounce  is  not  very  much, 
but  there  isn't  a  business  man  in  the  world,  let  alone 
in  Canada,  who  has  even  a  (|uarter  of  an  ounce  of  the 
precious  metal  in  stock.  And  what  is  more,  it  is  one 
of  the  few  things  that  he  is  not  expected  to  keep  in 
stock. 


Cold  Storage  and 
Dyspepsia. 


Toronto's  Medical  Health  Officer 
has  been  making  an  inspection 
of  cold  storage  systems  in  the 
"Queen  City."  He  reports  that  the  conditions  are  any- 
thing but  royal.  In  fact  the  condition  of  some  of  the 
plants  is,  he  indicates,  a  menace  to  public  health.  Con- 
sumers who,  after  eating  cold  storage  poultry  and  fish, 
have  found  it  necessary  to  hasten  to  the  drug  store  for 
dyspeptic  panaceas  discovered  this  long  ago. 


Probable  Political 
Sickness. 


If  it  be  true,  as  the  commis- 
sioners assert,  that  the  Transcon- 
tinental Railway  is  costing  the 
country  $40,000,000  more  than  it  should,  some  of  the 
politicians  are  likely  to  feel  sick  before  a  great  while. 
Unfortunately  their  sickness  will  not  be  of  a  character 
to  benefit  the  drug  stores  of  the  country,  for  no  drug 
has  yet  been  discovered  that  is  a  specific  for  political 
complaints  caused  by  revelations  of  this  kind. 


WHAT  TO  DO  FOE  MORE  TBADE 

During  the  entire  winter,  toilet  preparations  for 
ciiapiied  skin  will  be  in  demand.  Keep  them  to  the 
front. 

A  semi-private  location  for  your  rubber  goods  depart- 
ment is  appreciated  by  the  women. 

Chamois  vests  sell  well  during  the  cold  weather. 
Tell  customers  about  them. 

What  about  a  letter  to  lady  customers  featuring 
your   perfumes   and  toilet   preparations? 

Many  druggists  do  an  apjireciable  trade  in  absorbent 
cottons,  gauzes,  bandages,  etc. 

People  frequentl.v  would  buy  nail  brushes  if  re- 
minded of  them.  Why  not  a  display  now  and  again 
on  the  main  counter  f 
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Canada's  New  Parcel  Post  System 

An  Outline  of  it's  Provisions — Not  all  the  Department  Stores 
Desire — Local  Zone  System  should  help  Country  Retailers — 
The  Parcel  Post  Systems  of  Great  Britain  and  the  United 
States — Railways  get  a  million  dollars  more  for  carrying  mails. 


Canada  has  at  last  got  a  parcel  post  system.  Post- 
master-General Pelletier  inaugurated  it  on  February  10. 

On  the  whole  the  system  is  a  moderate  one.  It  does 
not  promise  to  give  the  department  stores  all  the  ad- 
vantage they  seek.  It  is  likely  for  that  reason  to  be 
less  harmful  to  the  retail  trade  than  might  have  been 
feared.  On  the  other  hand  the  20-mile  zone  provision 
should  be  a  distinct  advantage  to  the  retail  trade 
throughout  the  country. 

The  Bill  empowering  the  Postmaster-General  to 
create  the  system  was  first  read  in  the  House  in  May, 
1913,  and  later  in  the  year  was  passed  by  both  houses 
of  Parliament.  The  Act  was  very  brief,  consisting  of 
only  27  lines,  and  its  most  specific  provisions  were  the 
clauses  stipulating  the  weight  and  size  of  parcels,  and 
that  the  system  should  go  into  operation  on  proclama- 


Thia  is  how  the  Parcel  Post  System  vas  viewed  in  the  United 
States.  It  Is  to  be  hoped  that  in  practice  it  will  not  turn  out 
this  way  for  the  small  dealer  in  Canada. 

tion  of  the  Governor-in-Council.  The  matter  of  rates 
and  regulations  were  left  to  the  discretion  of  the  Post- 
master-General. 

Zones  Based  on  Provincial  Boundaries. 

Following  the  example  set  by  the  United  States  a 
little  over  a  year  ago,  the  Canadian  authorities  have 
adopted  the  zone  system.  The  zones  are  not,  however, 
based  upon  the  same  principle  as  those  in  vogue  in  the 
United  States.  Here  the  zones  are  governed  by  the 
Provinces ;  there  by  the  system  of  mileage. 

In  addition  to  the  local  zone,  with  every  post  office 
as  a  centre  with  a  special  rate  for  twenty  miles  dis- 
tance, there  will  be  the  Provincial  zone,  with  the  three 
Maritime  Provinces  of  Nova  Scotia,  New  Brunswick 
gind  Prince  Edward  Island  counting  as  one  zone.        In 


sending  a  parcel  across  the  continent  there  will  be  an 
additional  charge  for  each  additional  zone  or  Province 
through  which  a  parcel  passes. 

There  will  thus  be  seven  Provincial  zones,  namely, 
Ontario,  Quebec,  the  Maritime  Provinces,  Manitoba, 
Saskatchewan,  Alberta  and  British  Columbia. 

Rates  in  Local  Zones. 

The  local  zone  of  20  miles  will  be  somewhat  limited 
in  its  operation  for  three  months,  it  being  stipulated 
that  until  May  the  maximum  weight  of  parcel  shall  not 
exceed  six  pounds.  The  object  of  this  is  to  prevent 
congestion  at  the  beginning.  At  the  expiration  of  the 
three  months  parcels  for  local  distribution,  like  those 
for  the  Dominion  as  a  whole,  may  be  mailed  up  to  the 
maximum  weight  of  eleven  pounds  or  not  greater  in 
size  than  seventy-two  inches  in  length  and  girth  com- 
bined.     Then  the  local  rate  will  be  : 

One  pound — Five  cents. 

Two  pounds — Six  cents. 

Three  pounds — Seven  cents. 

Four  pounds — Eight  cents. 

Five  pounds — Ten  cents. 

Six  pounds — Twelve  cents. 

Seven  pounds — Fourteen  cents. 

Eight  pounds — Sixteen  cents. 

Nine  pounds— Eighteen  cents. 

Ten  pound — Twenty  cents. 

Eleven  pounds — Twenty-two  cents. 

During  the  organization  period  covering  the  months 
of  February,  March  and  April,  an  additional  fee  of  five 
cents  to  be  prepaid  in  postage  stamps,  will  be  charged 
on  each  parcel  mailed  for  local  delivery  in  places  where 
the  letter  carrier  system  is  in  operation. 

Chief  Superintendent  Ross  says  that  as  far  as  Toron- 
to is  concerned  there  will  be  either  two  or  three  deliver- 
ies daily  in  the  down-town  districts,  and  one  daily  in 
the  outlying  districts.  Arrangements  have  been  made 
with  cartage  concerns  with  this  end  in  view. 

Provincial  Zone  Bates. 

The  rates  within  the  Province  of  Ontario,  and  beyond 
the  20-mile  limit,  begin  at  10c  for  the  first  pound  to  50c 
for  the  eleven-pound  maximum.  When  posted  in  On- 
tario for  points  in  Quebec  or  Manitoba  the  rates  begin 
at  10c  for  the  first  pound,  running  up  to  70c  for  the 
eleven  pounds.  When  to  the  Maritime  Provinces  or 
Saskatchewan  12c  for  the  first  pound  up  to  28c  for 
three  pounds  and  8  per  lb.  additional  up  to  eleven 
pounds.  When  to  Alberta  12e  for  first  pound,  24c  for 
second  pound  and  10c  for  each  additional  pound  up  to 
the  eleven-pound  maximum.  When  to  British  Colum- 
bia the  rate  for  the  first  pound  is  12c,  two  pounds  24c 
and  12c  for  each  additional  pound.  The  reader  -will, 
however,  get  a  more  complete  grasp  of  the  Provincial 
zone  rate  from  a  study  of  the  accompanying  table. 

A  parcel  post  packet  may  be  insured  within  Canada 
up  to  an  amount  of  $25,  or  the  actual  value  of  the  con- 
tents when  less  than  that  amount  upon  payment  of    a 
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fee  of  five  cents  in  postage  stamps,  and  up  to  $50  on  a 
paj'ment  of  ten  cents. 

The  Postmaster-General's  Explanation. 

The  Postmaster-General,  in  a  statement  issued,  offers 
an  explanation  of  the  provisions  of  the  system.  In 
part  it  reads  as  follows  :  "The  first  or  local  rate  is  5 
cents  for  the  first  pound,  and  1  cent  for  each  additional 
pound  or  fraction  thereof  up  to  four  pounds,  and  2 
cents  for  each  subsequent  pound  up  to  eleven  pounds 
within  a  radius  of  twenty  miles  from  the  place  of  mail- 
ing, irrespective  of  Provincial  boundaries.  This  is  to 
give  local  merchants  an  advantage  within  their  own 
neighborhood,  and  also  farmers  and  gardeners  who  can 
use  the  mails  for  sending  produce  to  their  local  market 
at  a  low  rate. 

"A  parcel  of  eleven  pounds  can  be  sent  twenty  miles 
for  2  cents  a  pound,  and  this  should  give  the  farmers 
a  decided  advantage  in  marketing  eggs  and  other  per- 
ishable matter.  It  will  also  give  a  decided  advantage 
to  the  country  merchant  over  the  departmental  stores. 
The  farmer  can  send  out  goods  in  parcels  up  to  eleven 
pounds  to  his  customers  at  2  cents  a  pound,  while  if 
the  same  goods  were  ordered  from  a  departmental 
store  or  any  other  business  concern  more  than  twenty 
miles  distant,  it  would  cost  about  5  cents  a  poiuid  for 
postage. 

"The  next  rate  is  fixed  for  the  Province  in  which  an 
article  is  posted.  For  the  first  pound  the  rate  is  10 
cents,  and  each  additional  pound  4  cents.  The  cost  of 
handling  a  one-pound  parcel  is  approximately  the  same 
as  that  of  two  or  three  pounds,  and  consequently  it  was 
necessarj'  to  fix  a  minimum  rate  for  the  first  pound  con- 
siderably higher  than  the  average  rate  for  theadditional 
pounds  included  in  the  weight  of  a  parcel. 

"For  an  adjacent  Province  the  rate  of  10  cents  for 
the  first  pound  will  apply,  but  for  each  additional  pound 
an  extra  charge  of  2  cents  will  be  imposed, 
making  the  rate  10  cents  for  the  first  pound 
and  6  cents  for  each  subsequent  pound.  Beyond  the 
Province  adjoining  the  one  in  which  a  parcel  is  mailed, 
an  additional  2  cents  a  pound  will  be  imposed  for  each 
Province  that  has  to  be  crossed  to  the  destination  of  the 
parcel  up  to  a  maximum  charge  of  12  cents  a  pound." 

Rates  Not  Satisfactory  to  Department  Store. 

It  is  rather  significant  that  adverse  criticisms  of  the 
parcel  post  rates  come  chiefly  from  the  daily  news- 
papers in  Toronto,  who  carry  the  advertisements  of  the 
large  department  store.  The  Star,  for  example,  de- 
mands that  the  rates  must  be  cheaper.  Here  is  in  part 
what  it  says  : 

"Mr.  Pelletier's  parcel  post  rates  will  have 
to  be  very  much  reduced  if  the  system  is  to 
be  of  any  substantial  value.      His  rates     for 


the  20-mile  zone  are  actually  higher  than  the 
American  rates  for  the  150-mile  zone.  Both 
begin  at  five  cents  a  pound  and  increase  one 
cent  a  pound  up  to  four  pounds.  But  after  that, 
while  the  American  rate  is  one  cent  for  each 
additional  pound,  the  Canadian  rate  is  two 
cents.  The  result  is  that  the  American  Gov- 
ernment will  carry  an  11-pound  parcel  150 
miles  for  16  cents,  while  the  Canadian  Gov- 
ernment will  carry  a  parcel  of  the  same  weight 
only  20  miles  for  22  cents. 

"Moreover,  the  limit  in  the  United  States 
is  50  pounds,  while  the  limit  in  Canada  is  only 
11  pounds. 

' '  The  Canadian  rate  for  the  Province  of  On- 
tario is  ten  cents  for  the  first  pound,  and  fifty 
cents  for  eleven  pounds.  The  American  rate 
for  600  miles  is  47  cents  for  11  pounds.  In 
regard  to  long  distances,  therefore,  the  com- 
parison is  somewhat  more  favorable  to  Canada. 

"But  the  main  defect  of  the  Canadian  plan, 
as  now  explained,  is  that  there  is  no  provision 
for  a  zone  of  about  150  miles,  which  would  be 
most  useful  for  communication  between  the 
farmer  and  the  city  housekeeper.  The  twenty- 
mile  limit  is  too  small ;  there  ought  to  be  some- 
thing between  that  and  the  Provincial  limit, 
which  in  Ontario  might  be  a  thousand  miles." 

While  it  does  not,  of  course,  specifically  say  so,  it  is 
quite  apparent,  reading  between  the  lines,  that  its  real 
concern  is  for  the  department  store.  No  one  believes 
for  a  moment  that  the  20-mile  local  zone  will  be  accept- 
able to  the  department  store.  Even  150  miles,  for 
that  matter,  would  be  altogether  too  limited  for  its 
ramifications.  It  wasn't  satisfactory  at  any  rate  to  the 
mail  order  houses  in  the  United  States.  They  want- 
ed a  flat  rate  which  would  allow  them  to  ship  a  parcel 
a  mile  or  two  thousand  miles  at  the  same  figure.  They 
had  the  temerity,  six  months  after  the  zone  system 
went  into  operation,  to  ask  the  post  office  authorities  at 
AVashington  for  a  flat  rate. 

' '  The  ideal  system, ' '  they  said, ' '  would  be  a  bulk  rate 
whereby  shippers  could  drive  a  dray  load  of  packages 
on  the  scales  and  pay  at  so  much  a  pound  or  ton. ' ' 

Of  course,  it  would  be  fine — fine  for  the  mail  order 
house.  But  for  the  country  merchant  a  different 
thing  altogether. 

It  is  quite  evident  Hon.  Mr.  Pelletier  does  not  con- 
template adopting  a  flat  rate,  now,  or  at  any  other 
time.  "  If , "  he  says, ' '  a  flat  rate  were  fixed  that  would 
not  entail  too  great  a  loss  to  the  Department  in  carry- 
ing parcels  from  one  end  of  the  Dominion  to  the  other, 
or  even  from  the  centre  Provinces  to  the  extreme  east 
to  west,  the  rate  would  be  too  high  for  comparatively 
short  distances  or  even  between  points  within  the  same 


The  rates  of  postage  in  ©ntario  under  the  new  parcel  post  which  will  be  inaugurated  on  Feb.  10,  will  be  as  follows: 

Addressed  to                                                                 lib.    2  lbs.   3  lbs.   4  lbs.   5  lbs.  6  lbs.   7  lbs.   8  lbs.   9  lbs.  10  lbs.  11  lbs. 

.^ny  post  office  within  20  miles*  including  place  of 

mailing $0.05  $0.06  $0.07  $0.08  $0.10  $0.12  $0.14  $0.16  $0.18  $0.20  $0.22 

Any  post  office  beyond  20  miles  but  within  the  Prov- 
ince of  Ontario 10       U     .   18       .22       .26  .30       .34       .38       .42       .46       .60 

Any  post  office  in  Quebec  or  Manitoba 10     .16       .22       .28       .34  .40       .46       .52       .58       .64       .70 

Any  post  office  in  Saskatchewan  or  Maritime  Prov- 
inces   12     .20       .28       .36       .44  .52       .60       .68       .76       .84       .92 

Any  post  office  in  Alberta 12     .24       .34       .44       .54  .64       .74       .84       .94     1.04     1.14 

Any  post  office  in  British  Columbia 12       24       .36       .48       .60  .72       .84       .96     1.08     1.20     1.32 

The  maximum  charge  on  any  parcel  shall  not  exceed  1  cent  an  ounce. 

*This  rate  also  obtains  in  cases  where  the  20  mile  area  extends  into  an  adjacent  Province. 
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Province,  and  the  only  practical  plan  appeared  to  be 
the  zone  system,  under  which  the  rates  are  graduated 
according  to  the  distance  a  parcel  will  have  to  be  car- 
ried." 

Hon.  Mr.  Pelletier  was  brought  up  in  a  country 
store,  and  he  is  evidently  desirous  of  protecting  the 
country  retailer  as  much  as  possible.  It  is  to  be  hoped 
he  will  not  depart  from  it. 

The  Country  Merchant  and  His  Local  Zone. 

As  to  whether  or  not  the  country  retailer  will  benefit 
from  the  local  zone  rate — which  will  enable  him  to  send 
a  pound  parcel  twenty  miles  for  five  cents  or  eleven 
pounds  the  same  distance  for  twenty-two  cents — de- 
pends altogether  on  himself. 

The  large  retailers  in  the  United  States  have  been 
taking  advantage  of  the  local  rates,  but,  unfortunately, 
retailers  generally  have  not.  It  is  to  be  hoped  this 
will  not  be  the  case  in  Canada. 

The  twenty-mile  zone  provides  the  retailer  with  the 
machinery  necessary  to  enlarging  his  local  trade.  It 
is  up  to  him  to  utilize  it. 

The  United  States  Parcel  Post  System. 

It  is  over  thirteen  months  since  the  parcel  post  sys- 
tem went  into  operation.  Since  then  many  changes 
have  been  made.  When  it  went  into  operation  the 
following  were  the  rates  : 

Each  Ad- 
ditional 
First  Pound  or 

Fob  Delivery  in—  Pound         Fraction 

Zone.  Cents.  Cents. 

1.  Area  within    fifty  miles    radius    of 

centre  of  "unit  of  area 5  3 

2.  Outside  first  zone  within  150  miles. .  6  4 

3.  Outside  second  zone  within  300  mile .  7  5 

4.  Outside  third  zone  within  600  miles .  8  6 

5.  Outside  fourth  zone  with  1,000  miles .  9  7 

6.  Outside  fifth  zone  within  1,400  miles.  10  9 

7.  Outside  sixth  zone  within  1,800  miles  11  10 

8.  Outside  seventh  zone 12  12 

Sixth  months  after  these  rates  went  into  force  the 
maximum  weight  of  parcels  was  increased  to  twenty 
pounds.  A  reduction  was  al.so  made  in  the  rates  in 
the  first  and  second  zones.  These  reductions  were  from 
one  to  two  cents  a  pound,  and  went  into  force  August 
15.  The  railways  protested  that  this  reduction  would 
mean  a  loss  to  them  of  $15,000,000  to  $20,000,000  a  year. 
A  C.O.D.  system  was  also  adopted,  whereby  on  payment 
of  an  additional  fee  of  10c  collections  would  be  made. 

At  the  beginning  of  the  present  year  another  change 
was  Hiade  in  the  maximum  weight  of  the  parcel  to  be 
carried,  the  limit  being  fixed  at  fifty  pounds,  an  in- 
crease of  355  per  cent,  since  the  system  went  into  opera- 
tion.     And  it  is  felt  that  the  end  is  not  yet. 

Alleged  Profit  in  Parcel  Post  System. 

The  Postoffice  Department  at  "Washington  has  pub- 
lished a  statement  in  which  it  claims  a  profit  of  $30,000,- 
000  on  the  first  year's  operations  of  the  parcel  post  ser- 
vice. There  are  many  who  doubt  the  correctness  of 
this,  and  hold  that  the  efficiency  of  the  general  post 
office  system  has  been  impaired.  But  one  thing  to 
be  remembered  is  that  the  railways  of  the  United 
States  received  no  extra  remuneration  for  carrying  the 
parcels  mailed  under  the  system  until  it  was  in  opera- 
tion, and  then  the  increase  accorded  was  very  small. 

The  railways  in  Canada  have  been  paid  about  two 
million  dollars  annually  for  carrying  the  regular  mails. 
They  asked  that  when  the  parcel  post  system  came  into 


operation  they  be  allowed  an  additional  four  millions. 
They  finally,  however,  agreed  to  accept  an  additional 
million,  or  about  three  millions  all  told. 

As  the  railways  of  Canada  had  up  to  June,  1912,  re- 
ceived in  land  grants  56,000,000  acres,  and  in  money 
grants  $208,000,000,  they  can  afford  to  be  magnanimous 
in  their  charges  for  carrying  the  mails  of  the  country. 

Seven  Hundred  Million  Parcels. 

The  parcels  carried  by  the  mails  in  the  United  States 
last  year  numbered  700,000,000,  or  nearly  eight  per 
head  of  population.  If  the  Canadian  mails  carry  as 
many  per  head  of  population  the  number  will  be  about 
64,000,000.  The  actual  number,  however,  will  prob- 
ably be  much  lower. 

Probable  Effect  on  Express  Rates. 

The  express  companies,  according  to  an  interview  in 
one  of  the  daily  papers,  do  not  think  that  the  parcel 
post  system  will  greatly  interfere  with  their  operations. 
That,  however,  remains  to  be  seen.  Express  compan- 
ies in  the  United  States,  on  the  other  hand,  estimate 
their  loss  from  the  first  year's  operation  of  the  parcel 
post  system  at  between  $5,600,000  and  $7,000,000.  But 
it  is  rather  significant  that  the  new  express  rates,  which 
went  into  operation  in  the  United  States  recently,  are 
lower,  according  to  the  New  York  Journal  of  Com- 
merce, than  those  ruling  under  parcel  post. 

British  Parcel  Post  Bates. 

The  following  table  shows,  reduced  to  cents,  the  par- 
cel post  rate  in  vogue  in  Great  Britain.  It  approxi- 
mates, it  will  be  noticed,  very  closely  to  our  local  zone 
rate. 

Cents. 


For  a   parcel  not   exceeding  1    lb. 
Exceeding  1  lb  and  not  over  2  lbs. 


2 

3 
5 

7 

8 

9 

10 


3 

5 
7 
8 
9 
10 
11 


6 
8 
10 
12 
14 
16 
18 
20 
22 


Eleven  pounds  is  the  limit  allowed,  and  in  size  the 
combined  length  and  girth  of  any  parcel  must  not  ex- 
ceed six  feet. 


Passing  Thoughts  on  Business 

BY  W.  L.  E. 

Judicious  advertising  minimises  the  influence  of 
Hard  Times. 

While  the  Wittier  does  not  yet  show  any  disposition 
to  leave  us  it  is  not  too  early  to  prepare  for  the 
advent  oj  Spring  trade. 

A  lot  of  business  daily  slips  past  the  door  of  retailers 
who  are  not  active  enough  to  arrest  it. 

The  store  window  is  not  a  policeman,  but  there  is 
nothing  like  it  to  arrest  the  attentioti  of  passers-by. 

If  there  is  any  time  when  character  counts  for  most 
in  the  business  world,  it  is  when  the  purse  strings 
are  drawn  tight  in  the  money  market. 
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NEWS  OF  THE  TRADE 

From  Coast  to  Coast 


Andrew  Broder  has  given  notice  of  a  resolution  that 
fto  will  introduce  into  the  Dominion  House  for  the 
abolition  of  the  mannfacture  and  sale  of  cigarettes  in 
Canada. 

Quebec  and  Maritime  Provinces 

0.  H.  Ijtnonrneau  &  t-"o..  druggists.  Montreal,  have 
recently  registered. 

The  "drug  business  of  the  estate  of  Thos.  C.  Donald, 
Hampton.  N.H..  has  been  taken  over  by  Prank  S.  Corap- 

ton. 

The  Standard  Drug  Co.,  Ltd.,  Sydney,  N.S.,  suffered 
loss  by  smoke  and  water  in  a  fire  which  took  place  in 
iiiid-Pebruary. 

Ontario 

J.  J.  Jepson,  London,  Out.,  has  sold  to  the  Taylor 
Drug  Co. 

JHessrs.  Reid  &  Wright  have  opened  a  new  drug  store 
on  Bloor  Street,  near  Dovercourt  Road,  Toronto. 

A  huge  lorry  was  backed  through  a  plate  glass  win- 
dow in  the  Carter.  Drug  Store  at  697  West  Queen  St.. 
Toronto,  on  Peb.  20,  when  the  horses  became  frightened 
l)v  a  motor  car  running  into  the  lorry. 
"  The  B.  J.  Johnson  Soap  Co.,  Ltd.,  Toronto,  manufac- 
turers of  Palmolive  products,  have  received  Dominion 
incorporation.  The  capital  stock  of  the  company  is 
*!  00,000. 

T.  B.  Mitchell  was  elected  president  of  the  Oshawa 
Board  of  Trade,  and  headed  the  committee  from  that 
town  which  attended  the  convention  of  the  Associated 
Boards  of  Trade  of  Ontario,  which  met  in  Toronto  on 
Peb  24. 

H.  P.  Broughton.  Sault  Ste.  Marie;  0.  H.  Hewitt, 
of  Blind  River,  and  H.  S.  Campbell,  of  North  Bay,  at- 
tended the  curling  Bonspiel  at  Sudbury,  and  along 
with  Walter  Madill.  of  the  H.  K.  Wampole  Co.,  Toronto, 
had  en  enjoyable  time. 

T.  T.  Barnes  is  now  operating  two  stores  in  Sault 
Ste.  Marie,  having  purchased  the  business  of  the  J.  H. 
McDonald  Co.  The  latter  stock  has  been  moved  to  a 
location  opposite  the  International  Hotel. 

Manitoba 

Newton's  Pharmacy,  Crystal  City,  Man.,  has  sold 
to  Armitage  &  Corbett. 

Clarke  Bros.  &  Co.,  Ltd.,  wholesale  stationers,  have 
received  authority  to  increase  their  capital  stock  from 
.1(100,000  to  $200,000. 

The  Le  Pas  Drug  Co.,  Le  Pas.  Man.,  have  commenced 
the  erection  of  their  new  building  on  the  .site  occupied 
by  them  previous  to  the  fire. 

Saskatchewan 

E.  T.  Jessop,  druggist,  Tugaske,  Sask.,  has  sold  to 
P.  J.  Scotehmer. 

A  new  drug  store  has  been  opened  in  the  Maple  Leaf 
Block,  Regina,  Sask.,  by  A.  Campbell. 

The  Luseland  Pharmacy,  Luseland,  Sask.,  was  de- 
.stroyed  by  fire  on  Peb.  1.  The  loss  is  estimated  at 
.+4.000,  while  insurance  of  $3,000  was  carried. 

Alberta 
Robert    Murray    has   opened   a    drug   store    at   Port 
Sniith,  Alta. 


McEwen  &  Mclvor  Drug  Co.,  of  Calgary,  Alta.,  has 
opened  a  large  branch  store  at  718  Third  St. 

The  Mooney  Drug  Co.,  Edmonton,  Alta.,  opened  a 
new  drug  store  at  the  corner  of  Albany  and  24th  Streets, 
on  Peb.  14.  P.  C.  S.  Wilson  is  the  manager.  A  com- 
plete line  of  drugs,  stationery  and  toilet  goods  is  being 
carried. 

The  Prancis  Drug  store,  Praneis,  Alta.,  was  destroyed 
by  a  fire  in  that  town  on  Peb.  13.  The  total  loss  of  the 
drug  store  and  stock  is  set  at  $7,000,  and  is  partially 
insured. 

Watson,  Campbell  &  Smith,  Ltd.,  have  succeeded  the 
Donnelly.  Watson  &  Brown  Co.,  Calgary,  Alta.,  and 
are  now  located  in  the  premises  on  Eleventh  Ave.  The 
new  firm  are  handling  lines  similar  to  those  dealt  in  by 
the  old  firm,  including  Moir's  confectionery  and  Jones' 
supplies.  They  also  sell  soda  fountains  and  fountain 
supplies. 

British  Columbia 

Merryfield  &  Dack  have  opened  their  fourth  store 
in  Victoria,  B.C. 

A.  C.  MacLennan  has  opened  a  new  store  on  Colum- 
bia Avenue,  New  Westminster,  B.C. 

Lewis  W.  Hall,  of  the  Central  Drug  Store,  Victoria, 
B.C.,  has  returned  from  a  month's  trip  to  California. 


INTERVIEW  WITH  GOVERNMENT  OFFICIALS 
REGARDING  LEGISLATION 

A.  J.  Johnston,  of  Sarnia,  Ont.,  chairman  of  the  Leg- 
islation Committee  of  the  Canadian  Pharmaceutical 
Association,  and  G.  E.  Gibbard,  of  Toronto,  waited  on 
Government  officials  at  Ottawa  this  month  in  regard  to 
matters  on  legislation,  recommended  by  the  C.P.A. 
at  their  annual  convention  in  August  last,  to  be  taken 
up  with  the  Government.  They  were  accompanied  by 
Registrar  W.  B.  Graham,  of  the  O.C.P.,  Toronto,  who 
was  in  Ottawa  in  connection  with  his  annual  inspec- 
tion onf  the  cocaine  records. 


ASK  FOR  RIGHT  TO  APPEAL 

A.  J.  Johnston,  of  Sarnia,  Ont.,  was  in  Toronto  on 
Peb.  10,  and  waited  on  the  Provincial  Secretary's  De- 
partment in  reference  to  the  amendment  to  the  Act 
respecting  the  sale  of  alcohol  by  druggists,  recom- 
mended by  the  Council  of  the  O.C.P.  at  their  semi- 
annual meeting.  They  want  an  amendment  to  permit 
druggists  the  right  to  appeal  in  ease  of  convictions  by 
the  magistrate.  Under  the  act  at  the  present  time,  the 
magistrate's  decision  is  final.  It  is  hoped  that  some- 
thing in  this  direction  will  be  incorporated  in  the 
amendments  to  the  Act  brought  in  at  the  present  ses- 
sion. 


J.  H.  H.  JURY  IN  GOOD  HEALTH  AGAIN 

Druggists  throughout  Canada  will  be  pleased 
to  learn  that  Jno.  H.  H.  Jury,  of  Bowmanville, 
Ont.,  who  was  president  of  the  Canadian  Phar- 
maceutical Association  last  year,  and  who  was 
chosen  as  president  of  the  Ontario  College  of 
Pharmacy  this  year,  is  in  good  health  again. 
Mr.  Jury  left  three  months  ago  for  an  extended 
trip  to  the  Old  World  in  search  of  better  health. 
Writing  to  The  Retail  Druggist  from  Cairo, 
Egypt,  under  date  of  Jan.  20,  Mr.  Jury  says: 
"Glad  to  say  T  am  quite  well  again  and  having 
a  good  time.  Leaving  for  Palestine  to-morrow." 
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1913-14  CLASS  OF  O.O.P.  HOLD  ANNUAL  DANCE 

The  1913-14  Class  of  the  Ontario  College  of  Phar- 
macy, Toronto,  held  their  annual  dance  in  the  Metro- 
politan Club  Rooms  on  Friday  evening,  Feb.  20.  The 
event  was  a  most  successful  and  brilliant  one.  The 
attendance  was  large,  while  the  decorations  and  the 
gowns  worn  combined  to  make  the  scene  a  beautiful 
and  brilliant  one.  The  out-of-town  guests  included: 
Mr.  and  Mrs.  Alex.  Stewart,  of  Guelph;  Norman  Mc- 
Hardy  and  Miss  Parkinson,  of  Woodstock,  and  J.  L. 
Austin,  of  Lansdowne.  The  patronesses  present  were 
Mrs.  Graham  and  Mrs.  (Dr.)  Chambers., 


small  things  that  the  clerk  may  find  to  do,  but  the  cus- 
tomer, nevertheless,  makes  a  mental  note  of  them  and 
they  help  in  binding  the  customer  to  the  store  or  the 
salesman.  The  cost  is  small  when  compared  with  the 
results. 


EXAMINATIONS  AT  O.C.P.  BEGIN  APEIL  29 

The  regular  annual  examinations  of  the  Ontario 
College  of  Pharmacy  will  begin  in  the  College  Build- 
ing, St.  James'  Square,  and  Victoria  Hall,  Queen  St. 
East,  Toronto,  on  Wednesday,  April  29,  this  year  and 
end  Friday,  May  8.  Intending  candidates  must  apply 
to  the  registrar  and  pay  the  examination  fee  of  $10 
not  later  than  Apr.  16,  and  furnish  written  evidence  of 
having  served  the  full  term  of  four  years  with  a  regu- 
larly (lualified  pharmaceutical  chemist.  Application 
forms  may  be  obtained  from  the  registrar,  who  will 
shortly  issue  the  time-table  for  the  examinations. 

The  Examiners 

Henry  Watters,  of  Ottawa,  is  presiding  examiner. 
Those  on  the  staff  of  examiners  are :  T.  N.  Sampson, 
dispensing;  R.  D.  Dymond,  Phm.B.,  practical  chemis- 
try; W.  W.  Gibson,  practical  pharmacy;  P.  Bawden, 
botany;  A.  E.  Drewery,  Phm.B.,  prescription;  M.  R. 
McFarlane,  Phm.B.,  chemistry;  J.  S.  Armitage,  Phm.B., 
materia  medica;  W.  Enony,  pharmacy. 


SO  EASY  WHEN  IT  IS  EXPLAINED 

A  woman  riding  in  a  Philadelphia  trolley-car  said 
to  the  conductor:  "Can  you  tell  me,  please,  on  what 
trolley  cars  I  can  use  these  exchange  slips?  They  mix 
me  up  somewhat. 

"They  really  shouldn't,  madam,"  said  the  polite  con- 
ductor. "It  is  very  simple:  East  of  the  junction  by 
a  westbound  car  an  exchange  from  an  eastbound  car 
is  good  only  if  the  westbound  car  is  west  of  the  junc- 
tion formed  by  said  eastbound  car.  South  of  the  junc- 
tion formed  by  a  northbound  car  an  exchange  from  a 
southbound  ear  is  good  south  of  the  junction  if  /the 
northbound  car  was  north  of  the  junction  at  the  time 
of  issue,  but  only  south  of  the  junction  going  south  if 
the  southbound  car  was  going  north  at  the  lime  it  was 
south  of  the  junction.    That  is  all  there  is  to  it." 


VALUE  OP  COURTEOUSNESS  ON  PART  OF  CLERK 

"Several  years  ago,"  said  a  salesman  recently,  "I 
was  employed  in  a  departmental  store.  Now  the  clerks 
in  these  establishments  are  not  always  as  obliging  or 
polite  as  they  might  be,  but  I  realized  that  it  did  not 
cost  anything  and  as  it  helped  in  sales,  T  was  always 
as  courteous  as  possible.  One  day  a  lady  came  to 
my  counter  and  I  succeeded  in  selling  her  quite  a  good 
sized  bill  of  goods.  When  she  had  finished  she  enquir- 
ed my  number  and  I  began  to  wonder  what  I  had  done 
to  offend  her,  thinking  that  she  was  going  to  report  me 
for  some  offence. 

Customer  Came  Back  to  Him. 
"However,  I  heard  nothing  of  it  until  about  a  week 
later,  the  manager  of  my  department  walked  up  to 
my  counter  with  this  same  lady  and  said,  "This  is  the 
number  you  inquired  for."  I  thought  that  I  was  sure- 
ly in  for  it,  but  I  found  out  dift'erently.  The  lady  told 
me  that  I  was  the  first  clerk  who  had  ever  been  really 
civil  to  her  in  the  store,  and  .she  had  inquired  my  num- 
ber so  that  she  might  come  to  me  each  time  she  came 
to  purchase.  Now,  my  courtesy  brought  that  lady  back 
to  my  counter  many  times  to  be  served,  while  her  in- 
quiry of  the  manager  for  me  had  placed  me  most  favor- 
ably in  his  opinion." 

Costs  Little,  but  Bring  Big  Returns. 

It  certainly  pays  the  clerk  to  be  courteous.  Not 
only  should  he  be  civil,  but  should  do  all  in  his  power  to 
oblige  customers.  A  store's  patronage  depends  upon 
the  service  given  and  nothing  is  so  much  appreciated  by 
customers  than  these  little  obliging  acts  of  the  clerk. 
It  maj'  be  only  opening  the  door  for  the  customer  to 
pass  out,  tying  a  parcel  extra  well,  or  many  of  the  other 


NEWS  NOTES  OF  INTEREST  TO  DRUGGISTS 

Heber  Cook  has  been  elected  managing  director  of 
the  Roberts,  Chillman  Co.,  Ltd.,  Hamilton,  Ont. 

D.  Nairn  is  now  managing  the  estate  of  W.  A.  R. 
Mason,  Markham,  Ont. 

0.  F.  Sexsmith,  of  the  1912-13  Class  of  O.C.P.,  has 
purchased  the  business  of  P.  Cavanagh,  at  Bruce  Mines, 
Ont. 

F.  C.  Griffiths,  gold  medallist  of  1912-13  Class  of 
O.C.P.,  is  now  managing  director  of  Owl  Drug  Stores, 
Ltd.,  at  1189  Bloor  St.  W.,  Toronto. 

Mr.  &  Mrs.  Walter  Wilson,  Leamington,  Ont.,  were 
in  Toronto  on  Feb.  21,  attending  the  funeral  of  Mrs. 
Wilson's  sister. 

Vj.  E.  Nasmyth,  who  has  been  out  of  the  drug  business 
for  a  number  of  years,  is  opening  up  a  store  again  in 
Stratford,  Ont. 


ON  TO  WINNIPEG  THIS  YEAR 

CPh.A.  mtcti  in  Winnipeg  In  August 

WINNIPEG— (Special  to  The  Retail  Drug- 
gist)— A  special  general  meeting  of  the  Mani- 
toba Pharmaceutical  Association  was  held  here 
on  Feb.  11,  the  attendance  being  the  largest  in 
the  history  of  the  association.  The  various 
committees  necessary  to  arrange  for  the  annual 
convvention  of  the  Canadian  Pharmaceutical 
Association,  to  be  held  in  Winnipeg  this  sum- 
mer, were  appointed  and  will  commence  work 
immediately.  The  date  set  for  the  convention 
will  probably  be  the  week  commencing  August 
17.  This  is  not  definite,  but  if  it  meets  with 
the  approval  of  the  executive,  will  be  the 
one  selected. 

A  large  and  successful  convention  is  looked 
forward  to  this  year.  Winnipeg  is  centrally 
located  in  respect  to  the  territory  which  the 
association  includes.  There  are  many  impor- 
tant questions  to  come  up  this  year,  while  the 
members  of  the  Manitoba  Association  are  very 
enthusiastic  and  are  planning  and  working 
hard  to  make  this  year's  convention  a  most  suc- 
cessful one. 
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Push  Toilet  Many  druggists    have    a    much 

Preparations.  larger  business  in  toilet  prepara- 

tions than  others.  What  is  the 
reason  for  this  ?  It  is  explained  by  the  greater  at- 
tention given  to  the  promotion  of  their  sale  by  some 
druggists.  The  demand  for  toilet  preparations  is  by 
no  means  a  set  quantity.  It  can  be  increased  by  the 
use  of  proper  methods.  Live  druggists  are  proving 
this  to  be  true  every  week  in  the  year. 

pjspecially  with  women  customers,  and  they  form  a 
large  percentage  of  drug  store  patrons,  there  are  great 
possibilities  for  the  extension  of  toilet  goods  sales.  Most 
women  take  much  pride  in  their  personal  appearance, 
thus  opening  up  for  the  druggist  a  good  field  for  busi- 
ness. By  intelligent  suggestion  over  the  counter,  or 
by  window  or  advertisement,  he  can  appeal  to  the  wo- 
men in  such  a  way  as  to  make  much  larger  sales  in  face 
creams,  pure  soaps,  talcum  powders,  skin  lotions  and 
general  toilet  preparations  than  would  otherwise  be 
possible. 

There  are  some  druggists  who  put  forth  considerable 
effort  in  this  direction,  and  yet  fail  to  make  a  bid  for 
toilet  goods  trade  among  the  men.  This  is  a  field 
worth  developing,  especially  all  those  lines  of  shaving 
supplies,  commonly  carried  in  stock  by  the  druggist. 

Toilet  lines  are  seasonable  and  saleable  all  the  year 
round,  but  the  present  is  a  particularly  good  season  for 
their  sale.  With  old  Father  Winter  still  occupying 
the  centre  of  the  stage,  and  March  winds  waiting  in 
the  wings  for  their  part  in  the  weather  drama  the  pre- 
sent is  an  opportune  time  for  the  druggist  to  feature 
toilet  preparations  strongly. 


The  majority  of  drug  stores  to- 
day have  relegated  the  shelf 
bottles  to  the  back  room,  but 
there  are  still  those  who  have  not 
realized  that  the  old  days  with  the  pretty  globes  of 
colored  water  in  the  show  windows  and  a  long  array 
of  bottles  on  the  shelves,  are  passing,  as  the  wooden 
Indian  has  disappeared  from  in  front  of  the  cigar  store, 
and  bruin  from  the  fur  shop.  The  shelves  in  the  main 
part  of  most  stores,  are  in  keeping  with  the  advancing 
merchandising  methods  of  to-day,  being  put  to  better 
use. 

What  use  are  the  shelf  bottles  anyway  ?  They 
acquaint  customers  with  the  fact  that  it  is  a  drug  store 
— which  they  know  before  they  entered.  A  big  array 
of  glass  bottles  with  their  Latin  inscriptions  does  noth- 
ing but  make  the  customer  suspicious,  as  when  they 
ask  for  some  line,  and  the  clerk  pours  it  out  of  a  bottle 
bearing  a  name  that  makes  them  think  that  they  are 
not  getting  what  they  ask  for.  They  are  not  liable  to 
induce  customers  to  purchase  additional  goods,  and 
that  is  one  of  the  big  problems  of  the  druggist. 

Much  could  be  said  regarding  the  convenience  as 
well  as  the  economy  in  the  matter  of  space,  by  having 
the  shelf  bottles  arranged  systematically  and  all 
together  in  a  space  to  the  rear,  but  the  most  important 
argument  for  this  abolition  from  the  front  of  the  store 
is  that  they  occupy  space  that  could  be  put  to  better 
advantage  in  displaying  and  featuring  other  lines  that 
would  mean  more  business  for  the  store.  If  in  their 
place,  displays  of  the  many  side  lines  carried  in  the 
drug  store  are  made,  the  result  will  be  a  more  attrac- 
tive store  and  an  increase  in  sales. 

Clwerful  salespeople  make  a  cheerful  store  and 
cheerful  buyers,  and  cheerful  buyers  part 
with  their  money  a  good  deal  easier  than  the 
other  kind. 


Combating  the 
Price-Cutting  Evil. 


In  the  last  issue  of  The  Retail 
Druggist  there  appeared  an  edi- 
torial headed,  "Let  the  price-cut- 
ters show  their  hand,"  in  which  we  advocated  that 
established  dealers  should  not  be  too  hasty  in  jumping 
into  the  cut-rate  game,  when  new  firms,  supposed  to 
be  price  cutters,  invaded  their  field,  but  should  wait  for 
the  new  firm  to  show  their  hand. 

A  subscriber  in  Western  Ontario  takes  this  to  refer 
to  his  city  where  a  cut-rate  firm  recently  made  its 
debut,  and  writes  to  explain  that  in  their  city  the  new- 
comers were  the  first  to  make  a  great  display  of  price- 
cutting.  One  of  the  established  firms  did  advertise 
in  their  regular  space,  a  cut-price  on  a  certain  line  of 
goods,  but  this  was  done  for  one  day  only.    This,  how- 
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ever,  was  seized  upon  by  the  price-cutters  and  made 
the  excuse  for  their  mad  campaign  of  price-cutting, 
says  this  subscriber  and  it  was  not  until  after  their 
first  big  splash  appeared  that  other  firms  fell  in  line. 

It  is  unfortunate  that  the  price-cutters  were  given 
any  excuse  for  a  start  in  price-cutting,  but  subsequent 
events  go  to  show  that  it  would  probably  have  made 
little  difference,  for  their  methods  indicate  that  if  they 
had  not  found  an  excuse,  they  would  have  made  one. 

Wherever  the  price-cutter  makes  his  appearance, 
there  is  always  a  difference  of  opinion  as  to  the  best 
policy  to  adopt  to  combat  the  evil.  One  thing,  however, 
is  certain.  Attention  to  ((uality  of  goods  and  service 
will  always  prove  a  big  factor  in  holding  trade.  Goods 
that  can  be  depended  on,  and  service  that  pleases,  al- 
ways builds  for  good  business. 

The  clerk  may  call  his  position  a  berth,  but 
let  him  know  that  it  is  no  place  to  go  to  sleep  in. 

Set  Your  Aim  Their  bantam  hen  was  the  pride 

High  Enough.  of  the  family,  but  it  laid  a  very 

small  egg.  This  disgusted  the 
younger  son,  especially  one  day  when  his  father  brought 
home  an  ostrich  egg.  This  egg  disappeared,  but  the 
father,  on  visiting  the  henhouse,  found  it  above  the 
bantams'  nest  with  a  note  written  by  his  son,  which 
read:  "Keep  your  eye  on  this,  and  do  your  darndest." 

The  youngster  thought  that  if  the  bantam  hen  would 
only  aim  for  something  bigger,  that  it  would  produce  a 
larger  egg.  There  is  a  good  deal  in  this  line  of  phil- 
osophy, llaviug  a  high  aim,  and  doing  our  best  to 
achieve  it,  has  an  important  bearing  on  results. 

In  setting  his  ideal  for  the  year  in  the  matter  of  sale!, 
and  profits,  the  dealer  should  put  it  high  enough.  If 
our  aim  can  easily  be  reached,  there  is  not  the  same 
incentive  to  aggressiveness,  as  if  we  kneAV  we  had  to 
hustle  from  start  to  finish  in  order  to  attain  it. 

Every  sound  business  should  show  some  increase 
from  year  to  year.  Knowing  the  amount  of  his  sales 
for  1913,  the  dealer  should  set  his  ideal  for  1914  some- 
what higher.  It  is  not  well  to  set  a  figure  that  there  is 
little  hope  of  attaining,  but  it  should  at  least  be  high 
enough  to  keep  the  dealer  "going"  in  order  to  reach  it. 

Don't  sit  down  hi  the  meadow  and  wait  for 
the  cow  to  come  up  and  be  milked.  Go  after 
the  cow. 


Value  of  an 
Attractive  Store 


That  the  neat,  clean,  bright 
and  otherwise  attractive  store 
•  has  an  appreciable  value  in  the 
promotion  of  trade  is  a  fact  that  no  dealer  will  deny. 
In  the  face  of  this  generally  acknowledged  truth,  it  is 
surprising  that  many  d.ealers  do  not  give  more  atten- 
tion to  this  particular.  They  believe,  apparently,  but 
do  not  act  on  their  belief. 

A  store  is  judged  by  its  appearance.  If  you  set  out 
to  buy  an  article,  you  pick  out  an  establishment  that 
is  bright  and  clean  because  you  believe  that  you  are 
likely  to  find  goods  of  quality  in  such  a  store.  The 
good  appearing  store  attracts  customers  to  it. 

Then  again  the  more  goods  are  sold  where  they  are 
presented  to  advantage,  and  this  cannot  be  done  in  a 
dark,  untidy  or  unclean  store.  Presented  in  the  proper 
way,  goods  will  to  a  considerable  extent  sell  themselves. 
This  is  where  the  store  with  attractive  display  facilities 
wins  out  . 

Recognizing  this  fact,  the  merchant  should  give  some 
study  to  ways  and  means  by  which  the  appearance  of 
the  store  may  be  enhanced.    It  will  mean  more  trade. 


Teach  Greater  interest  in  their  clerks 

the  Clerk.  is    something    that    is    badly 

needed  on  the  part  of  many 
druggists  to-day.  In  some  instances,  the  clerk  is  not 
exactly  getting  a  square  deal.  "When  he  hires  with  a 
merchant,  he  does  not  receive  a  very  princely  salary 
on  the  start,  but  this  is  supposed  to  be  made  up  for 
by  the  training  which  he  expects  to  receive  from  the 
merchant,  which  will  make  him  a  more  valuable  em- 
ployee, and  enable  him  to  cojnmand  and  be  worth  a 
better  wage. 

Yet  it  is  frequently  the  case  that  a  dealer  will  engage 
a  young  man,  green  in  the  business,  put  him  behind 
the  counter  and  expect  him  to  work  out  his  own  salva- 
tion with  practically  no  training  beyond  a  few  hints 
and  suggestions  the  first  morning  he  starts  in. 

The  clerk  will  perhaps  in  the  course  of  events  acquire 
a  certain  knowledge  of  himself,  but  it  comes  slowly 
in  this  way,  and  experience  is  always  a  dear  teacher. 
This  experience  is  paid  for  not  only  by  the  clerk,  but 
by  the  employer  as  well ;  as  it  comes  out  of  his  pocket 
in  the  smaller  profits  than  would  be  the  case  if  the 
clerk  were  more  efficient. 

The  clerk  requires  to  be  taught,  and  it  is  the  drug- 
gist's duty  to  teach  him.  It  is  sometimes  argued  by  the 
dealer  that  the  clerk  is  apparently  not  interested  in  the 
business — that  he  is  merely  putting  in  the  time.  Then, 
the  best  way  to  get  him  interested  is  to  give  him  a 
greater  knowledge  of  the  business.  No  one  is  very 
much  in  love  with  anything  that  they  don't  under- 
stand. The  clerk  as  he  becomes  better  acquainted  with 
the  ways  of  doing  things  properly  in  the  store,  and 
is  given  an  insight  into  some  of  the  details  of  the  busi- 
ness, will  take  a  deeper  interest  in  it. 

Teach  the  clerk — especially  the  younger  clerk.  Treat 
him  as  if  you  expected  him  to  stay  with  you  and  make 
good — not  as  if  he  might  get  bounced  any  minute. 

The  little  bell  on  the  cash  register,  when  busi- 
ness is  brisk,  hammers  out  a  tune  as  sweet  to 
the  dealer's  ear  as  ^'■Home,  Sweet  Home." 


Sacrificing  Profits 
for  Volume. 


Not  a  few  merchants  in  aiming 
for  vohime  of  business  forget 
about  profits,  that  important 
and  needful  factor  in  every  successful  business.  They 
seem  to  think  that  as  long  as  they  secure  the  volume, 
that  profits  will  look  after  themselves.  Here  they  fool 
themselves. 

Not  only  are  they  doing  a  great  deal  of  work  for 
a  small  or  perhaps  no  return,  but  they  are  taking  trade 
which  their  brother  dealers  could  and  would  handle 
with  profit.  A  recent  visitor  to  our  office  complained 
of  such  a  dealer  in  his  town,  following  this  dog-in-th» 
trianger  policy.  Just  for  the  mere  satisfaction  of  tak- 
ing the  trade  away  from  the  other  druggists,  this  dealer 
seemed  willing  to  handle  it  without  a  sufficient  profit. 
He  was  not  making  any  money  himself,  and  he  was  pre- 
venting the  other  dealers  from  making  any. 

This  craze  for  a  big  volume  of  business  has  been  the 
downfall  of  not  a  few  merchants,  and  the  curse  of 
many  others.  The  man  who  would  put  his  money 
into  a  farm  and  go  out  and  dig  just  for  the  mere  plea- 
sure of  digging  would  be  looked  upon  as  a  fool.  What 
is  to  be  said  of  the  merchant  who  does  business  just  for 
the  sake  of  doing  it? 

It  is  a  commendable  thing  to  aim  for  big  business, 
and  every  ambitious  merchant  should,  but  in  accomp- 
lishing his  aim,  profits  should  not  be  sacrificed.  A  man 
is  in  business  to  make  money,  so  what  does  he  profit 
if  he  seciires  more  trade  than  any  other  dealer  in 
town,  but  makes  nothing  on  it? 
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How  He  Made  His    He  is  a  rash    man    who    to-day 

Business  Grow.  thinks  that  the    limit    has    been 

reached  in  anything.  This  is  true 

of  business  enterprises  as  well  as  in  the  field  of  science. 

As  a  matter  of  fact,  most  thoughtful  men  are  in- 
clined to  the  belief  that  in  business  at  any  rate  possi- 
bilities are  only  limited  by  the  will  power  and  resource- 
fulness of  those  who  are  in  command. 

The  business  of  a  retailer  in  a  back  country  store  in 
Ontario  had  reached  a  stage  beyond  which  the  pro- 
prietor was  beginning  to  wonder  whether  or  not  further 
growth  was  possible.  He  had  not  reached  the  point  at 
which  he  had  abandoned  hope.  He  wasn't  made  of 
that  kind  of  stuff.  But  during  his  meditations  he  felt 
that  even  if  there  was  further  growth  it  could  scarcely 
be  material,  particularly  as  the  town  in  which  he  did 
business  appeared  to  have  reached  the  stand-still  stage. 

One  day,  however,  in  the  midst  of  his  meditations,  a 
newspaper  friend  dropped  in  to  sec  him.  And  the  thing 
that  was  on  his  mind  became  the  subject  of  discussion, 
during  which  the  newspaper  man  suggested  that  he  get 
out  a  small  illustrated  catalogue,  placing  one  in  the 
home  of  every  family  in  the  town  and  surrounding 
country. 

The  dealer,  who  was  never  known  to  turn  down  a 
suggestion,  gave  this  one  much  consideration.  After 
some  deliberation  he  decided  to  make  the  venture.  He' 
sought  and  secured  the  co-operation  of  a  number  of 
manufacturers  and  jobbers  whose  goods  he  handled, 
and  from  them  he  obtained  the  use  of  a  number  of  en- 
gravings. 

When  mailed  the  catalogue  was  accompanied  by  a 
short  and  nicely  worded  circular  letter. 

It  is  about  a  year  since  the  venture  was  made,  and 
not  only  has  the  dealer  secured  business  from  homes 
whi^-.h  had  not  hitherto  dealt  with  him,  but  the  general 
tumovf-r  of  goods  in  his  store  has  materially  increased. 

He  does  not  now  depend  wholly  upon  his  catalogue 
as  an  advertising  medium.  He  has  been  encouraged  to 
use  the  columns  of  the  local  newspapers  to  tell  the 
news  of  his  store. 

That  he  is  no  longer  perturbed  about  the  future  of 
his  business  may  be  taken  for  granted.  He  feels  that 
his  business  has  taken  a  new  lease  of  life,  and  he  in- 
tends to  take  all  the  advantage  of  it  that  he  can. 


SHORT  NOTES  FROM  THE  EDITOR'S  PEN 

Figure  your  profits  correctly. 

•  •     •    • 

Very  few  men  try  to  get  even  with  the  world  by  pay- 
ing their  debts. 

•  •     •     * 

The  big  stores  have  no  monopoly  on  live  merchan- 
dising methods. 

•  •     •     * 

It's  good  business  to  keep  the  "Do  it  now"  motto 
working  full  time. 

•  •    •    • 

Selling  two  articles  to  the  customer  who  comes  for 
one  is  an  art  that  it  is  well  to  develop. 

•  •     #     • 

Many  a  druggist  who  won't  allow  his  clerks  to  loaf, 
thinks  nothing  of  allowing  his  store  front  to. 

•  •     •     • 

Consult  with  the  clerks.  They  are  in  touch  with  the 
customers  and  can  frequently  give  valuable  sugges- 
tions. 

•  •     •     • 

The  appearance  of  labels  is  a  big  factor  in  sales. 
Appealing  to  the  eye  is  frequently  the  way  to  the 
pocketbook. 


Practical  demonstration  begets  sale%  except  in  the   '/ 
case  of  a  clerk  demonstrating  the  jaw-exercising  quali- 
ties of  chewing  gum. 

•  •     •     • 

This  seems  the  "less"  age.  Following  in  the  wake  of 
the  horseless  carriage,  and  the  wireless  telegraphy, 
comes  the  iceless  soda  fountain. 

•  •     •     • 

To  be  efficient,  the  antidotes  on  poison  labels  should 
Jail  for  remedial  measures  or  the  use  of  means  that  are 
accessible  to  the  average  person. 

•  •    •    « 

It's  funny  to  listen  to  a  dealer  emphasizing  how  easy 
it  is  to  clean  windows  with  his  window  preparations, 
when  his  own  are  a  sight  to  behold. 

•  «     *     • 

Pharmacy  has  been  honored  by  having  a  street  in 
East  Toronto  named  after  it.  It  is  called  Pharmacy 
Road — and  there  isn't  a  single  drug  store  on  it. 

•  •     •     • 

More  drug  stores  are  investing  in  typewriters.  The 
advantage  of  the  typewriter  to  the  druggist  is  that  it 
saves  time,  gives  a  better  appearance,  and  ensures 
legibility  in  correspondence  and  on  labels. 

•  •     •     • 

It  is  simply  shameful,  the  indecipherable  prescrip- 
tions that  doctors  sometimes  send  to  the  druggists  to 
solve.  And  some  of  the  druggists  try  to  get  even  by 
making  the  writing  on  their  labels  equally  illegible. 

•  •     •     • 

The  chemical  and  drug  exposition  in  New  York  last 
month  should  have  been  a  feature  worth  visiting.  In 
great  Britain,  it  is  customary  to  hold  such  expositions 
regularly.  They  provide  a  market  place  where  drug- 
gists and  physicians  may  assemble  for  exchange  of 
friendly  greeting,  closer  commercial  intercourse,  and 
the  discussion  of  professional  topics. 

•  •     •     • 

Have  you  a  dog?  If  so,  is  it  an  asset  or  a  liability? 
A  dealer  on  College  Street,  Toronto,  has  three,  and 
was  recently  struck  with  the  happy  idea  of  making 
them  pay  for  their  keep,  by  using  them  for  advertising 
purposes.  People  passing  his  store  were  attracted  by 
the  three  dogs  clothed  in  blankets,  on  which  advertise- 
ments of  different  lines  of  goods  carried  in  the  store 
were  inscribed.  It  proved  quite  a  novelty  advertise- 
ment. 

•  •     •     • 

Are  you  keeping  up  to  your  schedule?  The  dealer 
who  wishes  to  do  a  certain  amount  of  business  during 
1914  must  secure  a  certain  percentage  of  the  total  each 
month.  He  has  a  certain  schedule  which  he  must  keep 
pace  with  in  order  to  achieve  his  desire.  Look  up  the 
timetable  that  you  mapped  out  at  the  beginning  of  the 
year,  and  see  if  your  business  train  is  on  time.  Like 
the  engineer  on  a  long  run,  keep  timing  yourself  as  you 

go  along. 

•  *     •     * 

Times  have  changed  since  father  was  a  boy.  Then, 
we  took  our  castor  oil  straight  and  unadulterated,  in 
a  rebellious  manner  from  a  big  tablespoon.  To-day  it 
is  disguised  in  such  a  fashion  that  it  tastes  little  more 
of  castor  oil  than  restaurant  chicken  soup  does  of 
chicken.  The  latest  article  of  this  kind  is  castor  oil 
done  up  in  candy  form.  The  manufacturers  claim  that 
"the  children  eat  them  with  a  relish,  in  spite  of  the 
fact  that  each  delicious  cream  conceals  a  teaspoonful  of 
pure  castor  oil — the  best  known  laxative.  They  can 
neither  see,  taste  nor  smell  the  castor  oil."  It  mugt 
be  pretty  tame  being  a  boy  these  days. 
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Selling  Ideas  of  Retail 
Druggists 


MERCHANDISING  is  ever  rising  upward  to  a  higher  plane— in  the  drug 
store  as  well  as  other  lines  of  business.  The  foremost  methods  of  yes- 
teryear are  being  replaced  by  new  and  improved  ones  in  the  strenuous 
bid  for  business.  The  dealer  who  wants  to  hold  his  own  in  the  race  must 
keep  pace  with  the  advancing  methods.  Not  only  must  he  be  able  to  adapt 
himself  to  changing  conditions  as  they  arise,  but'  it  is  well  that  he  be  able 
to  himself  originate  and  devise  new  methods  of  merchandising. 

The  man  who  forges  to  the  front  in  business  to-day  is  the  one  with  an 
ective  brain,  who  is  constantly  hitting  on  new  plans  of  bringing  his  store 
and  goods  more  prominently  before  customers  to  the  benefit  of  sales  and  pro- 
fits. Anything  new  and  original  appeals  strongly  to  people,  and  for  this 
reason  is  especially  valuable  to  the  dealer.  One  idea  in  itself  is  not  going  to 
bring  success,  any  more  than  the  insertion  of  one  advertisement  in  a  paper  is 
going  to  work  wonders.  One  swallow  does  not  make  a  summer,  and  no  more 
will  one  good  plan  or  idea,  although  it  may  be  a  dandy,  bring  more  than  tem- 
porary benefit  to  the  store.  As  the  sprinter  in  the  long  distance  race  must 
keep  plugging  away,  so  must  the  man  in  the  race  for  business. 

Selling  ideas  include  the  small  as  well  as  the  big  ones.  How  often  we 
see  some  simple  little  practical  idea  that  is  costing  little,  bringing  in  big  re- 
sults. A  sales  creating  scheme  does  not  always  have  to  be  extensively  staged 
at  big  expense.  It  would  seem  that  some  dealers  believe  this  to  be  true,  and 
that  original  and  business-getting  selling  schemes  are  for  the  big  stores  only, 
that  have  a  good  deal  of  money  to  expend  in  this  direction.  Even  the  big  in- 
terest-compelling features  have  to  be  backed  up  by  smaller  ones.  The  balloon 
ascension  may  be  the  central  feature  of  the  village  fall  fair,  but  it  is  far  from 
being  the  whole  fair.  The  numerous  smaller  events  are  a  necessity  to  its 
success. 

And  so  it  is  in  business.  There  are  certain  underlying  principles  for  the 
successful  conduct  of  all  stores.  For  instance,  goods  should  be  kept  fresh, 
attention  should  be  given  to  interior  and  window  display,  a  certain  amount 
of  advertising  should  be  done,  and  good  service  should  be  given.  While  these 
are  the  main  features,  there  must  be  called  into  use  in  addition,  many  other 
selling  ideas,  simple  though  they  may  be,  and  frequently  it  is  upon  these  little 
plans  and  methods  that  the  degree  of  success  depends. 

In  the  following  pages  are  given  numerous  selling  ideas  that  druggists 
in  various  parts  of  Canada  are  using  to  advantage  in  their  business,  and  there 
is  no  doubt  that  other  dealers  will  be  able  to  secure  many  valuable  hints 
and  suggestions  from  them.  The  big  stores  have  by  no  means  a  monopoly 
en  new  and  practical  innovations  that  help  to  sell  goods.  Many  small  stores 
in  all  parts  of  the  country  are  constantly  devising  excellent  plans  for  get- 
ting more  business. 
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Despatches  tell  of  Methods  of  Other  Druggists 

News  of  what  other  Canadian  dealers  are  doing  to  promote  business. 


CORNWALL.  ONT.— W.  C.  Burns  has  been  going 
after  trade  in  ice  cream  strongly,  even  during  the  cold 
weather.  He  has  been  featuring  its  sale  by  the  brick 
with  considerable  success.  A  recent  ad.  in  the  local 
paper  was  headed  "The  Busy  Housekeeper's  Friend — • 
Ice  Cream,"  in  which  he  points  out  that  "a  pint  brick 
(30  cents)  adds  the  finishing  touches  to  a  meal." 
Twelve  different  flavors  are  carried  in  stock,  and  orders 
are  delivered  promptly. 

VALUE  OF  CHANGING  WINDOWS  OFTEN 

MONTREAL — "It  pays  to  change  the  windows 
often,"  remarked  a  St.  Catherine  Street  druggist  the 
other  day.  "I  find  that  by  changing  ours  regularly 
once  a  week  that  they  attract  a  good  deal  more  atten- 
tion than  if  they  are  allowed  to  run  longer.  Even  if  a 
display  is  a  good  one,  interest  in  it  soon  dies.  It  is 
much  the  same  as  newspaper  advertising.  If  you 
allow  an  ad.  to  run  a  couple  of  times,  people  won't  read 
it.  Neither  will  they  be  interested  in  a  window  they 
have  seen  before,  unless  it  is  something  exceptional." 

"The  value  of  changing  often  is  shown  by  the  fact 
that  a  window  that  has  just  been  put  in,  sells  a  good 
deal  more  goods  than  one  that  has  been  in  for  a  time. ' ' 

MANY  FEATURES  TO  SPECIAL  COUNTER 

PETERBOROUGH,  ONT.— The  Warne  Drug  Co.,  of 
this  city,  have  a  special  counter  for  serving  customers 
and  wrapping  up  goods  that  they  find  of  great  value. 
The  top  extends  back  a  short  distance,  and  then  drops 
down  to  a  lower  level — the  one  on  which  goods  are 
parcelled  up.  Thus  the  paper  and  other  things  that 
generally  give  a  confused  and  ill-kept  appearance  to 
the  serving  counter  are  hidden  from  view.  The  top 
part  of  the  counter  can,  if  desired,  be  used  to  display 
goods. 

The  lower  part  of  this  counter  serves  as  a  silent 
salesman  for  a  variety  of  goods  at  the  front,  while  the 
back  is  fitted  with  drawers  for  the  storage  of  the  many 
little  lines  in  the  drug  store  that  it  is  desired  to  keep  in 
a  handy  position. 

TO  TEST  THE  LOCAL  PAPERS 

BOWMANVILLE,  ONT.— In  an  attempt  to  ascertain 
to  what  extent  people  read  the  ads.  in  the  local  paper. 
Jury  &  Lovell  ran  an  advertisement  headed,  "We  want 
to  test  the  Bowmanville  papers."    The  ad.  read: 

"Anyone  presenting  this  advertisement  and  nam- 
ing the  paper  from  which  it  was  clipped  we  will  give 
a  magnificent  hyacinth  bulb,  imported  direct  from  Hol- 
land, the  only  condition  being  that  when  clipping  is 
jiresented  customer  must  purchase  at  least  25c.  worth 
of  goods." 

WIDE  LEDGE  FOR  DISPLAY  PURPOSES 

ST.  THOMAS,  ONT.— Geo.  H.  Small,  druggist,  has 
counters  extending  down  only  one  side  of  his  store. 
Down  the  other  side  he  has  a  ledge  extending  out  from 
the  shelves.  Here,  a  big  variety  of  goods  are  displayed, 
in  a  position  where  they  have  most  chance  of  catching 
the  eye  of  the  person  who  is  looking  around.  He  feels 
that  people  are  more  likely  to  become  interested  in 


goods  that  they  can  pick  up  and  examine.  The  one 
drawback,  as  pointed  out  by  Mr.  Small,  is  the  loss  that 
is  liable  to  be  occasioned  by  the  visit  of  a  light-fingered 
person.  Last  year,  this  store  suffered  the  loss  of  a  $10 
camera  in  his  way. 

Printing  ^nd  developing  is  carried  on  for  the  conven- 
ience of  customers,  and  is  found  to  bring  trade  in 
camera  supplies  that  otherwise  would  not  be  secured. 

EMPHASIZING  QUALITY  OF  DRUGS 

WINNIPEG,  MAN.— P.  L.  Browu,  of  this  city,  who 
calls  him.self  the  "Quality  Druggist,"  is  making  a  spe- 
cial bid  for  prescription  business  by  appealing  to  the 
public  on  the  score  of  the  quality  of  ingredients  usecj 


We  Help  the  Doctor 

Bring  your  prescriptions  to  this 
store.  You  will  receive  pure, 
fresh  ingredients  accurately 
compounded. 

That's  the  way  we  help  the 
doctor  to  he'p  you. 

We  don't  charge  extra  for  this 
expert  service,  but  less  than  is 
usual  in  most  drug  stores. 

F.  L.  BROWN 

Quality  Druggist 


175  PEMBINA  ST. 
Phone  FR  451 


PEMBINA  «c  MORLEY 
Phone  FR  216 


Advertising  of  WinnipegdrugpHt  emphasizing  quality 
aa  keynote  of  prescription  work. 

in  prescription  work.    An  advertising  slip  used  by  the 
store  is  headed  "We  help  the  Doctor." 

Mr.  Brown  has  two  stores  in  Winnipeg,  one  .at  175 
Pemhina  Street,  and  the  other  at  the  corner  of  Pembina 
and  Morley  Streets. 

A  DRAWING  CONTEST 

VANCOUVER,  B.C.— E.  S.  Knowlton,  15  Hastings 
Street  East,  recently  conducted  a  drawing  contest,  in 
which'  a  ton  of  coal  and  a  half-ton  of  flour  were  given 
away  to  successful  contestants.  Interest  in  it  was 
worked  up  considerably  by  means  of  advertising  in  the 
local  papers.  The  announcement  of  the  contest,  which 
was  headed  "Free  Coal — Free  Flour,"  read:  "With 
your  purchases  at  our  store  for  the  balance  of  the 
month,  we  will  give  away  a  ton  of  coal  and  a  half-ton 
of  flour.  This  will  help  to  keep  you  warm  and  fed. 
Get  your  coupon  with  eveiy  25-cent  purchase."  There 
was  one  grand  prize  of  a  full  ton  of  coal  given  to  the 
one  with  the  lucky  ticket,  and  a  sack  of  flour  to  ten 
others.    The  Children's  Aid  Society  won  one  sack. 


Don't  waste  good  money  and  good  space  advertising 
that  .you  do  not  keep  this,  or  that  you  do  not  do  that. 
Negative  advertising  is  generally  profitablQ  to  the  other 
fellow. 
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Refund  of  Money  Spent  During  Certain  Hour  Each  Day 


C.  R.  Smith  of  Thorold,  Onl.  tried  advertising  plan  of 
refunding  money  for  all  goods  bought  during  a  certain 
hour  each  day  for  a  week,   end  found  it  profitable. 


THOROLD,  ONT.— The  idea  of  a  sale  wherein  their 
money  is  refunded  to  customers  purchasing  goods  dur- 
ing certain  hours  each  day,  is  not  exactly  new,  but  is 
sufficiently  novel  and  interesting  to  warrant  some  at- 
tention and  analysis.  There  are  dealers  who  have  prob- 
ably heard  or  thought  of  such  a  plan,  and  have  been 
wondering  just  how  it  would  work  out,  and  whether 
it  would  be  a  profitable  business  venture.  The  experi- 
ences of  a  Canadian  druggist  who  has  tried  it  should, 
therefore,  be  interesting  and  valuable.      C.  R.  Smith, 

For  one  hour  each  day,  from  Oct.  Ist  to  Oct.  7th, 
we  will  give  away  free  every  purchase  made.  We 
have  selected  the  hours  beforehand  and  deposited 
them  with  the  bank,  to  be  announced  on  Oct.  .8th. 

Witii  each  purcliflse  you  will  g*t  a'  t^celpled- liill, 
and  when  the  froo  hours  are  announced  if  you  will 
return  your  receipted  bill  of  purdieses  made  during 
the  free  hours  we  will  refund  your  money. 

This  is  your  chance  to  outguess  us  end  purchase. 
all  your  drugs  free. 

Always  wait  for  a  receipted  bill.  It  niay  mean 
your  money  refunded. 

This  sale  includes  every  article  in  the  store. 


f    -^     (Cameras 

En"8n  {supplies 

fhey  never  fail  you 

C.  R.  SMITH 


RELIABLE  DRUGGIST. 


Phone  1269-L 


Sunday  hours  S  to  7  and  8:30  to  9:30  p.  ni. 
Nothing  but  Drugs  sold  on  Sunday. 


How  C.  R.  Smith,  of  Thorold,  Ont.,  used  local  papers  to  announce 

novel  sale,  where  purchasers  of  goods  during  certain 

hours  had  money  refunded. 

of  Thorold,  Ont..  tried  it  out  in  October,  and  has  given 
The  Retail  Druggist  particulars  of  how  it  was  conduct- 
ed, and  his  opinion  of  its  value  and  profitableness. 

How  it  Was  Conducted. 

The  total  amount  of  every  purchase  made  during  one 
hour  each  day  for  a  week  was  refunded  to  customers 
who  were  fortunate  enough  to  hit  on  the  right  hours. 
"I  selected  my  hours  beforehand,"  says  Mr.  Smith, 
"and  deposited  them  with  the  bank  manager,  to  be 
opened  and  announced  the  day  following  the  end  of  the 
free  sale." 

"T  gave  a  receipted  bill  with  each  sale,  noting  the 
time  of  purchase  on  it  and  told  each  customer  to  watch 
for  the  announcement  of  the  free  hours.  People  soon 
began  to  wait  for  their  bills  without  being  reminded, 
and  even  men  buying  cigars  would  ask  jokingly  while 
making  out  their  bills  if  they  were  buying  in  the  right 
hour.  Some  people  would  even  come  in  and  ask  what 
it  out  of  us  before  we  woidd  have  time  to  think  what 
we  were  saying. ' ' 

"Some  people  in  talking  about  it,  said  a  great  number 
would  never  redeem  their  bills,  and  my  own  bauk  man- 


ager thought  T  was  standing  to  lose  too  much,  but  in 
talking  it  over  afterwards,  he  acknowledged  that  it  was 
good  advertising." 

"Every  bill  was  redeemed  even  to  the  last  five  cent 
purchase.  We  made  out  a  list  of  successful  purchasers 
and  in  every  case  they  redeemed  the  value  of  their  pur- 
chase. The  largest  individual  purchase  the  money  for 
which  had  to  be  refunded  was  $5.  There  was  another 
of  $3.75,  and  in  the  majority  of  cases  not  over  a  dollar, 
while  a  great  many  ran  from  5  cents  up.  In  the  case 
of  many,  and  particularly  the  larger  free  purchases,  the 
customers  would  not  take  the  refund  in  money,  but 
partly  or  wholly  in  goods,  so  that  the  cost  to  me  was  in 
this  way  reduced  to  some  extent." 

Followed  up  by  Personal  Letter. 

"The  day  following  the  close  of  the  sale  1  sat  down 
and  wrote  to  each  customer  telling  them  just  what 
they  had  bought  within  the  free  hours,  and  in  some 
cases  writing  a  little  about  the  articles  bought,  and  al- 
ways mentioning  that  it  was  a  pleasure  to  wait  on  them, 
and  that  it  was  our  object  to  always  give  satisfaction  as 
far  as  possible  and  to  make  their  trading  at  our  store 
both  pleasant  and  profitable." 

There  are  always  some  drawbacks  even  to  the  best 
selling  plans,  and  in  this  one,  Mr.  Smith  found  that  it 
meant  a  considerable  rush  during  the  busy  liours  of  the 
day.  Then  again,  for  a  new  propo-sition,  it  caused  too 
many  to  give  up  hope  before  the  week  was  up.  While 
drawing  the  suspense  out  for  a  whole  week  caused  some 
people  to  lose  interest.  When  they  received  his  letter 
they  were  greatly  delighted. 

Plan  Proved  Profitable. 

A  question  which  every  dealer  naturally  asks  is  "Did 
the  plan  prove  profitable?"  Mr.  Smith  thinks  that 
it  certainly  did,  and  gives  the  following  reasons  : 

1.  It  attracted  attention  to  our  store. 

2.  T  reserved  nothing,  and  so  it  gave  people  a  chance 
to  get  something  for  nothing. 

3.  It  only  cost  rae  about  $20  in  cash  and  goods,  and 
I  think  it  did  much  to  keep  trade  steady  during  the 
lull  before  the  Christmas  trade  started. 

4.  It's  a  form  of  advertising,  and  it  takes  all  forms 
to  reach  all  classes  of  people. 

Mr.  Smith  was  so  pleased  with  results  that  he  intends 
to  try  it  again,  only  he  will  vary  it  a  little  to  keep  an 
element  of  novelty. 

MISSION    OF    THE    SHOP    WINDOW. 

Awakening  in  the  observer  a  desire  for  possession,  is 
the  mission  of  the  window  trim.  If  it  does  not  do  that 
it  is  a  failure  be  it  ever  so  attractive  in  arrangement 
and  color  schemes.  There  are  many  displays  pleasing 
to  the  eye  but  which,  when  analyzed,  are  found  wanting 
in  the  quality  of  selling  force. 

That  is  the  point  around  which  skill  in  producing  im- 
pressive display  should  be  applied.  A  frank,  simple 
and  practical  trim  is  more  convincing  than  the  freakish 
variety.  Every  detail  of  every  display  should  be  work- 
ed out  with  deliberation  and  care  taken  at  all  times  to 
have  the  wipdow  reflect  the  true  character  of  the  estab- 
lishment. 
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How  City  Druggist  Attracted  Attention  to  New  Store 


Sent  out  circular  letter  to  women  of  district  inviting  them 
to  call  and  receive  dainty  souvenir — Calling  at  store 
gave  opportunity  of  becoming  personally   acquainted. 


HERE  is  ail  interesting  story  of  how  a  city  drug- 
gist who  opened  a  store  in  a  new  location,  attract- 
ed attention  to  it.  and  placed  it  prominently  in 
the  minds  of  the  people  whose  trade  he  desired.  The 
plan  followed  was  not  a  costly  one  by  any  means,  but 
was  effective  in  the  object  aimed  at.  The  s+ory  should 
be  interesting  to  all  druggists,  but  particularly  to  those 
who  may  be  contemplating  the  opening  of  a  new  store. 

Why  He  Decided  to  Open  Store  in  New  District. 

This  dealer  for  many  years  conducted  a  store  in  what 
was  at  one  time  a  very  high-class  residential  section  of 
the  city,  but  gradually  as  time  went  on,  as  the  case  in 
many  cities,  manufacturing  plants  began  to  edge  in 
closer  to  the  district,  driving  the  wealthier  people  to 
new  and  choicer  sections.  Their  places  were  taken  by 
a  rougher  class  of  people,  and  this  dealer  who  had  been 
used  to  catering  to  the  more  refined  during  his  business 
life,  did  not  relish  the  new  class  of  trade  which  came 
to  his  store.  His  method  of  doing  business  was  such  as 
to  appeal  to  the  better  class  of  people,  and  so  he  opened 
up  a  new  and  up-to-date  store  in  one  of  the  finest  resi- 
dential sections  of  the  city. 

Gave  Bag  of  Sachet  Powder  as  Souvenir. 

While  making  his  plans  for  the  opening  of  the  new 
store  he  gave  much  thought  as  to  how  he  should  ad- 
vertise— he  felt  that  opening  a  new  store,  some  special 


On  presentation  of  this  card  at  the 
New  Store  of 

JOHN  JONES,  Druggist 


Cor.  of  Rosedale  and  Fern  Aoenua. 


Mrs. 


will  be  presented  with  a  dainty  souvenir. 


Card  oncloeed  with  letter  sent  out  to  prospective  customers. 

advertising  should  be  done.  The  advertising  rates  in 
the  city  dailies  were  very  high,  and  in  addition  there 
was  much  waste  circulation,  because  he  could  only 
hope  to  cater  to  a  small  percentage  of  the  people  to 
whom  the  papers  went. 

Finally  he  lit  on  what  was  a  new  and  novel  scheme. 
He  went  to  a  wholesale  firm  and  secured  a  large  (|uan- 
tity  of  sachet  powder.  A  large  number  of  little  sachet 
bags  were  made  out  of  silk  and  filled  with  the  powder. 
The  names  of  all  prospective  customers  in  that  vicinity 
were  secured  from  the  directory.  To  each  one  a  per- 
sonal typewritten  letter  was  sent,  announcing  the  open- 
ing of  the  new  store,  giving  a  few  words  about  their 
service,  and  inviting  them  to  come  to  the  store,  and, re- 
ceive a  dainty  suvenir. 

Customers  Had  to  Come  to  Store  to  Get  it. 

No  mention  was  made  of  what  the  souvenir  was,  but 


a  card  with  the  customers'  name  written  on  it  was  en- 
closed in  each  letter.  It  specified  on  the  card  that  the 
person  whose  name  was  written  on  it  was  entitled  to  a 
souvenir  gratis  on  presenting  it  at  the  store.  The  sou- 
venir was  a  dainty  bag  of  sachet  powder.  The  let- 
ters, of  course,  were  sent  only  to  women,  who  control 
to  a  large  extent  the  family  purchases. 

The  idea  of  having  them  call  at  the  store,  instead  of 
sending  the  souvenir  out  to  them  was  three-fold  : 

1.  To  fix  the  location  of  the  new  store  in  their  mind. 

2.  To  let  them  see  what  an  up-to-date  store  he  had. 
•J.     To  meet  them  personally. 

Kept  Tab  on  Results. 

The  cards  presented  wei-e  ke[)t  by  the  dealer.  They 
not  only  showed  the  number  who  took  advantage  of  the 
opportunity,  but  also  gave  him  the  names  of  those  who 
did.  As  each  woman  presented  the  card  with  her  name 
on  it,  the  dealer  was  in  a  position  to  know  who  he  was 
dealing  with,  and  by  connecting  the  face  up  with  the 
name  was  thus  able  to  address  many  of  them  who 
came  to  his  store  again  by  their  name. 

He  also  kept  tab  on  such  customers  and  their  future 
purchases  to  see  of  they  just  came  to  g(»t  the  souvenir 
or  if  his  plan  was  really  good  advertising  for  the  store. 
The  dealer  considered  that  it  was  really  an  excellent 
plan  of  putting  the  new  store  before  the  people.  He 
was  well  satisfied  with  the  number  of  people  it  put  him 
in  touch  with. 


SHOWCARD  AND  ADVERTISING  PHRASES. 

For  the  convenience  of  the  dealer,  we  here  give  some 
advertising  phrases  for  use  in  the  store's  ads.,  as  well 
as  for  show  cards  : — 

We  handle  only  one  grade — the  best. 
Good  reasons  for  selling  good  goods. 
Bright  bargains  for  the  bright  buyer. 
Take  your  time  and  study  our  stock. 
Tempting  bargains  throughout  the  store. 
Tell  us  your  wants — we  can  suit  you. 
All  our  offerings  mean  something  to  you. 
Every  article  you  buy  here  is  guaranteed. 
This  is  a  new  line — at  a  standard  price. 
We've  stated  our  case — now  state  yours. 
You  can  open  an  account  here — any  time. 
Here  is  the  right  store — with  the  right  prices. 
We  purchased  them  knowing  you'd  like  them. 
We  keep  customers  by  keeping  the  best  goods. 
Here  are  a  few  bargains  for  these  bright  days. 
Good  points  in  these  goods  are  abundant. 
Here  is  a  full  line — and  thoy  need  no  apology. 
We  want  to  help  you  all  we  can — ask  questions. 
We're  here  for  your  benefit — and  also  our  own. 
PIcre  are  a  few  price  hints  for  the  thrifty  buyer. 
A  purchase  to-day  means  contentment  to-morrow. 
No  finer  stock  at  so  fair  a  price.      Examine  them. 
Trade  with  the  store  that  appreciates  your  custom. 
Don't  he  backward  in  telling  us  your  buying  troubles. 
An  occasional  purchase  will  make  you  a  regular  cus- 
tomer, 
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STODDART.        I 

4^ 

Display  of  soap  and  perfume  in  the  store  of  C.  J.  Stoddart,  West  Toronto. 
Note  neatness  and  attractiveness. 


Tooth  powder  and  kindred  lines  sliown  in  wirido"-  of  Stoddart  store.  Good 
use  has  been  made  of  advertising  supplied  by  manufacturers. 


How  West  Toronto  Druggist  Goes  After  Business 

Finds  windows  valuable  sales  medium — Believes  in  featuring 
the  sidelines — Big  business  in  photographic  supplies — Some 
features  of  the  store  and  methods  used  to  secure  business. 


THE  show  windows  prove  valuable  selling  agents 
for  Chas.  J.  Stoddart,  druggist  of  1783  Dundas  St., 
West  Toronto.  A  good  deal  of  time  and  care 
is  taken  in  arranging  them  so  that  their  selling  power 
will  range  high,  and  as  a  result  they  attract  a  good  deal 
of  attention.  They  are  changed  once  a  week,  and  so 
something  fresh  and  interesting  is  con.stantly  kept  be- 
fore the  people  who  pass  the  store,  and  being  located  on 
a  car  line,  the  number  is  quite  large. 

Window  Display  That  Brings  Business. 

Some  samples  of  window  display  in  the  Stod- 
dart store  are  shown  here.  Tt  will  be  noticed  that  in 
each  display,  the  arrangement  is  even  and  well  balan- 
ced, and  that  attractiveness  has  been  kept  in  mind.  It 
will  be  noticed  that  each  of  these  windows  has  been 
devoted  exclusively  to  one  line.  This  is  in  keeping  with 
the  window  policy  of  the  Stoddart  store,  it  being  be- 
lieved that  where  a  window  is  devoted  to  several  lines 
at  a  time  that  the  attention  of  the  passerby  is  not  con- 
centrated on  any  one  line.  Of  course,  it  is  acknowledged 
that  a  display  of  closely  associated  lines  is  quite  permis- 
sible, but  as  far  as  possible,  displays  are  devoted  to  one 
line  at  a  time.  A  practice  is  made  of  using  show  and 
price  cards  to  direct  attention  to  the  goods  shown. 

Sidelines  Mean  More  Business  and  Profit. 

A  view  of  the  Stoddart  store  impresses  one  with  the 
value  placed  on  the  sidelines  in  building  for  big  and 
profitable  business.  "Some  dealers  say  we  are  getting 
away  from  the  drug  trade  in  taking  on  these  so-called 
sidelines,"  says  Mr.  Stoddart,  "but  these  are  the  lines 
that  give  big  sales  and  pay  good  profits,  and  why  should 
not  a  business  man  handle  them?  With  them  we  deal 
in  dollars  and  not  in  dimes.  I  think  the  majority  of 
druggists  began  to  recognize  the  importance  of  the 
sideline  to  the  drug  store  many  years  ago." 

The  attention  given  to  the  sidelines  is  shown  by  a 
visit  to  the  store.     At  one  side  of  the  store  sponges  are 


shown  in  a  case  at  the  front.  Then  follows  cigars, 
cameras;  rubber  goods,  stationery  and  patent  medi- 
cines. The  soda  fountain  is  located  at  the  front  on  the 
other  side,  and  is  followed  by  candies,  cash  register, 
the  drug  and  serving  counter  and  toilet  goods. 

Go  After  Business  by  Circular  Letter. 

In  addition  to  window  display,  another  prominent 
method  of  going  after  business  is  by  a  monthly  type- 
written circular  letter.  Mr.  Stoddart  has  a  mailing 
list  of  500  customers,  and  these  letters  are  sent  out  to 
250  each  month,  thus  covering  the  entire  mailing  list 
every  two  months.  The  personally  addressed  letter  is 
found  to  receive  much  greater  attention  than  the  ordin- 
ary circular  distributed  from  house  to  house.  Generally, 
one  specific  subject  or  line  of  goods  is  dealt  with  each 
month. 

Some  time  ago  Mr.  Stoddart  got  out  a  cook  book 
for  distribution  among  his  customers,  and  this  proved 
quite  a  valuable  advertising  medium. 

More  Business  in  Summer  Than  Winter. 

Occasionally  also  during  the  summer  months  space 
is  used  in  a  local  advertising  medium  that  is  distributed 
free  to  residents  of  West  Toronto.  This  space  is  used 
mostly  for  featuring  summer  lines  such  as  photographic 
supplies  and  the  soda  fountain.  Indeed,  these  two  lines 
are  very  important  ones,  and  as  a  result,  a  much  larger 
business  is  done  during  summer  than  winter.  It  will 
be  noticed  that  these  two  lines  are  given  prominent 
positions  in  the  store.  The  space  at  one  side  to  the 
rear  is  given  over  to  an  ice  cream  parlor  during  the 
summer,  while  during  the  winter  it  is  put  to  good  use 
in  displaying  various  lines  of  goods. 

The  Arrangement  of  the  Store. 

The  store  is  24  feet  wide  with  the  main  part  extend- 
ing back  50  feet,  while  with  the  dispensary  and  stock 
space  to  the  rear,  the  total  length  is  80  feet.  Mr. 
Stoddart  has  been  in  business  in  West  Toronto  for  tea 
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years.  His  present  store  was  built  four  years  ago,  and 
Mr.  Stodilart  recalls  that  when  he  purchased  the  site 
for  it.  it  was  doing  service  as  a  potato  patch.  The  en- 
tire district  has  since  heeu  built  up,  ami  Mr.  Stoddart's 
business  has  been  keeping  pace. 

The  store  is  well  fitted  throughout  with  well  Hnisiied 
fixtures  that  give  an  attractive  appearance  and  show 
goods  up  to  advantage.  Cleanliness  is  emphasized 
l)y  showing  a  good  deal  of  goods  under  glass.  Mir- 
rors are  much  in  evidence.  The  store  is  fitted  with 
metallic  ceiling  and  Tungsten  electric  lamps  are  used 
throughout. 

Noticeable  Features  of  the  Store. 

An  artistic  ai>pearance  is  given  to  the  store  by  the 
use  of  i)alms  and  foliage  for  decorative  purposes. 

It  is  noticeable  that  the  ledge  above  the  shelves  is 
free  from  advertising  cards  and  dumuues.  Instead, 
there  ai'e  nuiiiy  framed  pictures,  several  of  them  wreath- 
ed with  foliage.  It  adds  to  the  attractiveness  of  the 
store. 

Mr.  Stoddart  has  a  private  office  at  the  rear,  adjoin- 
ing the  dispensary  room. 

The  soda  fountain  is  not  kept  going  during  the  win- 
ter, so  the  space  is  used  for  the  display  of  box  candies. 


break  up  in  the  purchaser's  pocket.  This,  of  course, 
is  appreciated  by  customers  and  advertises  the  cigar 
department.  In  addition  to  this,  however,  an  ad  of 
the  store  is  used  on  the  pocket  itself.  It  reads  "Stod- 
dart's Pharmacy — 1783  Dundas  Street,  Toronto— im- 
ported and  domestic  cigars — Phone  Junction  58." 

There  is  a  telephone  booth  at  the  front  of  the  store  for 
the  convenience  of  customers,  and  considerable  use  is 
made  of  it.  It  is  used  for  advertising  also  by  the  use 
of  a  showcard  kept  tacked  up  on  the  inside  of  the 
booth  where  customers  will  see  it  while  telephoning. 

Tooth  brushes  are  displayed  by  being  suspended  at 
intei-vals  on  white  cords  hanging  down  in  front  of  a 
big  mirror. 

Therinoni' ters  are  displayed  on  a  board  for  the  pur- 
pose near  the  front  of  the  store. 

Picture  postcards  are  shown  pn  a  revolving  rack  at 
the  front  of  the  store. 


DRUG  STORE  WINDOW  DRESSING  CONTEST. 

Here  is  a  window  guessing  contest  that  attracted  a 
good  deal  of  attention  and  proved  good  advertising  for 
the  store.  The  window  floor  was  divided  off  into  about 
three  dozen  different  sections,  and  in  each  section  was 


A  Ileal  and  attractive  dni({  sloru.  giviiif  proiiiiiicnco  to  luaiiy  sido  lines.    IL  i-  tlie  store  of  Chan.  J.  Stoddart,  of  West  Toronto,  whose 

buHincHM  methods  are  described  in  accompanying  arliele. 


and  being  right  at  the  entrance  proves  extremely  valu- 
able for  this  purpose. 

An  electric  fan  is  used  in  the  windows  in  the  winter 
to  kee|>  them  from  frosting  over. 

A  showcard  over  the  stationery  counter  reads  "The 
stationei'y  that  you  use  indicates  your  character  and 
personality.  Write  on  this  stationery  and  you  will  do 
justice  to  yourself. 

Little  Advertising  and  Display  Ideals. 

Many  little  methods  are  used  for  advertising.  For 
instance  cigar  pockets  are  used  so  that  cigars  will  not 


placed  a  different  line  of  spice,  herb,  root  or  other  line 
carried  in  the  drug  store.  For  instance,  the  top  row 
was  made  up  of  slippery  elm  bark,  gum  arabic, 
colamus,  licorice  root,  senna  leaves,  caphor  gum,juniper 
berries,  saffron,  cut  marsh-mallow,  quince  seed,  and 
lavender  flowers.  A  number  of  lines  shown  were  ex- 
tremely well  known  to  everyone.  A  number  was  at- 
tached to  each  section,  and  a  prize  offered  to  the  person 
who  first  filled  in  the  list  of  articles  shown  correctly. 
The  interest  taken  in  the  contest  was  shown  by  the 
number  of  people  who  surrounded  the  window  armed 
with  pencils  and  guessing  blanks. 
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Made-in-Canada  Sale  Conducted  by  Regina  Store 

Proved  a  great  success —  Twenty-page  advertisement  used  in  announcing  it —  Win- 
dows also  put  to  good  use — A  short  sketch  of  the  progress  of  The  Glasgow  House 


MUCH  has  been  heard  in  recent  years  regarding 
the  featuring  in  Canada  of  made-in-Canada 
goods.  This  year  R.  H.  Williams  &  Sons,  who 
conduct  "The  Glasgow  House,"  at  Regina, 
Sask.,  conceived  the  idea  of  running  a  "made-in-Can- 
ada" sale.  It  was  conducted  on  a  big  scale,  and  the 
general  magnitude  of  it  made  an  extremely  unique 
event.  It  resulted  in  publicity  for  the  firm  not  only  in 
Regina,  but  in  other  parts  of  the  West  as  well. 

Largest  Ad.  Ever  Run  by  Canadian  Store 

The  magnitude  of  the  manner  in  which  this  sale  was 
carried  on  is  demonstrated  by  the  fact  that  in  announc- 
ing it,  the  firm  ran  in  the  Regina  Leader  the  largest 
advertisement  ever  run  by  a  retail  store  in  a  single  edi- 
tion of  any  newspaper  in  Canada.  Twenty  full  pages 
were  taken  up  in  the  one  issue.  They  were  run  all  in 
one  section,  and  in  this  way  the  extensive  size  of  the 
advertising  was  very  noticeable.  Across  the  top  of 
°ach  page  was  "Glasgow  House  Made-in-Canada 
Week." 

Manufacturers  Co-operated 

The  co-operation  of  manufacturers  was  secured  in 
making  the  event  a  big  affair.  In  nearly  every  case 
those  manufacturers  whose  goods  were  featured  were 
willing  to  assist.  About  a  page  and  three-quarters  was 
taken  up  bj'  the  general  annoiincement  of  the  firm,  and 
the  balance  of  the  20  pages  by  advertising  of  specific 
lines.  This  was  paid  for  by  those  firms  whose  goods 
were  advertised,  although  in  an  indirect  way — a  credit 
note  being  given  to  The  Glasgow  House  for  goods  to 
the  amount. 

Announcement  by  the  Firm 

The  general  announcement  made  by  the  firm  itself 
was  as  follows: 

"The  policy  of  this  store  is  to  give  preference  to  Can- 


adian made  goods.  We  believe  absolutely  in  building 
up  an  indnstrial  Canada.  In  line  with  this  policy  we 
have  decided  to  hold,  with  the  co-operation  of  a  repre- 
sentative manufacturer  in  each  line  of  goods  in  stock, 
an  exhibition  of  made-in-Canada  products  and  a  week's 
sale  of  these  products.  This  exhibition  and  sale  will 
be  hold  next  week.    In  this  sale  every  department  in 


Display  ot  toilet  soap  by  The  Olaserqw  House,  Heyi 
and  how  it  is  built  up. 


Stnv,  arrangeiiiont 


Neat  window  display  of  Viuolia  goods  by  The  Glasgow  House,  Kegina, 
Sask.,  during  their  Made-in-.  anada  Sale, 


the  store  will  be  represented,  and  we  know  that  the 
exhibition  will  furnish  an  eloquent  demonstration  on 
the  variety  and  excellence  of  the  product  of  Canadian 
mill  and  factory.  The  manufacturers  whose  goods  are 
featured  in  the  exhibition  and  sale  and  whose  merits 
are  described  in  the  following  pages  of  this  advertise- 
ment (the  largest,  we  believe,  that  has  even  been  pub- 
lished by  any  retail  store  in  Canada)  have  been  care- 
fully selected  as  representative  of  Canada's  best.  We 
endorse  their  products  and  recommend  them  to  our 
customers  in  the  full  belief  that  they  are  thoroughly 
worthy  of  a  place  in  our  store — a  store  in  which  noth- 
ing but  the  best  is  ever,  knowingly,  offered  to  our 
patrons." 

Used  Window  Display  Also 

Advertising  was  not  the  only  method  of  publicity 
used.  The  display  M^indows  were  also  taken  full  ad- 
vantage of,  and  here  also  each  window  was  devoted  to 
the  goods  of  one  firm.  The  ads.  appeared  on  the  Fri- 
day before  the  sale.  On  Monday  morning,  the  goods 
featured  in  the  advertising  were  shown  in  the  windows. 
The  interior  of  the  store  was  also  given  extra  atten- 
tion in  the  way  of  display. 

The  sale  proved  a  great  success,  both  from  the  stand- 
point of  the  amount  of  goods  sold  and  also  the  general 
publicity  given  to  the  store.  C.  W.  Hansford  was  in 
eharge  of  the  advertising,  while  Andrew  W.  Murdison. 
the  display  manager,  was  in  eharge  of  this  branch  of 
the  sale. 

Mr.  Williams  Came  from  Ontario 
R.  H.  Williams,  the  largest  stockholder  in  the  Glas- 
gow House  is  a  Canadian,  and  came  from  Stayner,  Ont. 
Like  many  other  old  timers  in  Regina  and  district,  he 
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journeyed  to  Regina  from  Winnipeg,  via  the  ox-cart 
route  in  1881.  It  was  not  until  late  the  next  year  that 
the  steel  of  the  Canadian  Pacific  Railway  Company 
was  laid  to  Regina.  For  a  while  after  coming  to  Re- 
gina, Mr.  Williams  followed  his  old  line  of  busineiss — 
building  and  contracting.  Regina  at  that  time  was 
mostly  spread  along  South  Railway  Street,  and  passen- 
gers on  the  trains  could  easily  take  the  census  of  the 
coming  metropolis  while  passing  through. 

The  Glasgow  House's  first  advertisement  appeared 
in  the  Leader  in  1888,  in  which  the  public  were  in- 
formed that  the  business  so  long  carried  on  by  Alex. 
Sheppard  had  changed  hands  and  would  become 
known  as  the  "Glasgow  House."  Business  was  begun 
in  what  is  now  Kelly's  drug  store  on  South  Railway 
Street,  where  only  1.200  s(iuare  feet  of  floor  space  was 
available.  When  the  town  added  materially  to  its 
population,  a  larger  building  was  secured,  and  when 
it  had  buddod  into  a  fair-sized  city,  the  Glasgow  House 
was  housed  in  the  present  building  immediately  oppo- 
site the  city  hall  square. 

Further  Extensions  Being  Made 

The  present  building  has  48,000  S(iuare  feet  of  floor 
space,  and  when  the  additions  now  being  made  are 
complete  it  will  have  a  floor  space  of  112,000  square 
feet.  In  addition  to  the  store  a  large  warehouse  is 
owned  by  the  firm,  giving  an  additional  15,000  square 
feet  of  floor  space  for  storage  purposes. 

Mr.  Williams  is  one  of  the  old-timers,  who  has  seen 
Regina  grew  from  a  struggling  town  to  a  thriving  city, 
and  has  taken  an  active  part  in  directing  the  city's 
growth.  For  a  number  of  years  he  was  an  alderman ; 
then  urged  on  by  a  large  body  of  supporters,  consented 
to  contest  the  mayoralty  chair.  He  was  elected  by  a 
large  majority,  having  occupied  the  mayor's  chair  for 
several  years.  He  retired  from  active  municipal  life 
at  the  end  of  1910,  but  nevertheless  shows  a  keen  in- 
terest in  all  matters  of  civic  interest. 


1.  The  amount  of  your  stock,  and  whether  it  is 
larger  or  smaller  than  a  year  ago — whether  it  is  being 
turned  over  often  enough — -whether  you  have  enough 
insurance  for  amount  of  your  stock. 

2.  How  much  you  owe  and  are  owed  and  how  it 
compares  with  a  year  ago. 

3.  How  much  money  you  made  during  the  year,  and 
whether  it  was  enough  for  the  amount  of  business  done. 

If  you  would  know  these  things  you  must  make  an 
annual  inventory  and  financial  statement.  Of  course, 
you  may  ascertain  the  amount  you  owe  and  are  owed 
without  an  inventory,  but  you  have  not  other  figures 
available  that  are  desirous  for  comparison. 

Do  you  know  for  certain  that  you  are  going  ahead, 
or  do  you  only  "guess"  you  are?  There  is  no  room  in 
business  to-day  for  guesswork.  The  dealer  who  courts 
success  must  know  for  certain. 

Annual  Financial  Statement  Important 

While  the  mere  taking  of  an  inventory  of  stock  is 
important  in  the  fact  that  it  shows  whether  the  stock 
is  larger  than  it  should  be  considering  the  turnover, 
the  making  out  of  a  financial  statement  at  the  time  that 
stock  is  taken  is  even  of  greater  importance.  The 
annual  statement,  showing  the  amount  of  assets  and 
liabilities  and  the  present  worth  of  the  business,  can 
be  compared  with  the  statement  of  the  previous  year, 
and  the  actual  net  profit  for  the  year  ascertained.  This 
shows  the  dealer  the  real  progress  the  business  has 
made,  and  whether  it  is  favorable.  Accuracy  is  an 
essentia]  in  the  financial  statement  as  well  as  the  stock 
sheets,  if  it  is  to  be  a  true  reflection  of  the  standing  of 
the  business.  Padding  of  assets  should  be  avoided. 
Only  realizable  assets  should  be  included.  All  the 
liabilities  of  the  business  should  be  included. 


Have  You  Taken  Stock  Yet  ? 

Every  dealer  should  make  anrtual 
inventory   and  financial  statement 

A  GOOD  deal  of  space  was  devoted  in  our  last 
issue  to  the  question  of  stock-taking,  and  the 
annual  inventory,  but  it  is  probably  advisable 
to  harp  even  more  upon  this  problem.  More  dealers 
neglect  this  important  work  than  the  average  business 
man  realizes.  A  case  came  to  light  not  long  ago  where 
a  dealer  on  one  of  the  main  streets  of  a  large  city  has 
never  taken  stock  since  he  started  in  business.  It  is 
also  evident  that  he  has  not  made  the  progress  that  he 
should  have.  Now,  after  many  years  of  strenuous  labor, 
he  finds  he  is  not  as  well  endowed  with  this  world's 
goods  as  he  should  be  for  the  amount  of  work  done. 
It  is  probable  that  had  he  taken  stock  year  after  year, 
results  would  have  been  different.  He  would  have  seen 
each  year,  the  exact  progress  he  was  making,  and  find- 
ing it  was  not  satisfactory,  he  would  have  examined 
into  the  cause  and  removed  it. 

What  the  Inventory  and  Statement  Shows  You 

It  is  not  meant  to  infer  that  the  making  of  an  annual 
inventory  and  financial  stat.3ment  will  make  a  dealer 
successful,  but  it  unearths  particulars  of  his  business, 
that  it  is  important  that  the  dealer  should  know,  and 
also  shows  the  progress  made,  so  that  if  it  is  not  satis- 
factory, the  business  can  be  spruced  up.  For  instance, 
do  you  know: — 


FORMULA  FOR  SWEEPING  COMPOUND. 

Retail  Druggist  : — 

Can  you  give  me  a  formula  for  sweeping  compound  t 

W.  H.  Semple. 
Cobourg,  Out. 

Editorial  Note — One  powder  can  be  prepared  from 
hardwood  sawdust,  treated  with  some  liquid  petroleum 
preparation,  or  crude  oil,  and  colored  with  an  aniline 
dye.  Sometimes  cresol  solution  is  used  on  the  powder. 
Here  is  a  non-inflammable  sweeping  compound,  which 
while  possibly  not  so  effective  as  the  preparations  con- 
taining oil,  nevertheless  is  a  mixture  that  will  be  found 
satisfactory  for  most  uses  : 

Moderately  coarse  salt,  8  ounces. 
Calcium  chloride,  1  ounce. 
Sea  sand,  5  pounds. 
Bran,  enough  to  make  15  pounds. 


WHAT  PRESIDENT  NESBITT  SAYS 

E.  Nesbitt.  of  Winnipeg,  president  of  the 
Canadian  PharinacouHeal  Association,  says  in 
regard  to  The  Retail  Druggist: 

"There  is  certainly  a  field  for  a  magazine 
which  will  emphasize  the  commercial  side  of 
the  drug  business.  It  is  well  as  far  as  po.ssible 
to  maintain  and  uphold  the  professional  side, 
but  as  the  average  pharmacist  derives  the  lar- 
gest part  of  his  income  from  the  other,  it  is 
only  natural  that  he  should  be  more  interested 
in  anything  pertaining  to  it." 
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Now  Have  Four  Drug  Stores  in  Fort  William 

W.  H.  Gillespie  opened  first  store  in  1904 — Joined  forces 
With  J.  R.  Gillespie  in  19/0  and  three  additional  stores 
have  since  been  opened — Quality  is  keynote  of  business. 


THE  growth  of  the  business  of  the  Gillespie  Drug 
Stores,  of  Fort  William,  Ont.,  bears  evidence 
to  the  possibilities  for  accomplishing  appre- 
ciable things  in  the  drug  trade  to-day,  when 
the  proper  viewpoint  in  regard  to  business  progress 
is  secured  and  the  proper  methods  are  made  use  of. 
There  are  now  four  Gillespie  Drug  Stores  in  Fort  Wil- 
liam, and  they  are  all  the  result  of  less  than  ten  years 
of  business  endeavor,  in  which  aggressiveness  and  com- 
mercializing of  the 
trade  have  been  prom- 
inent. 

Started  First  Store  in 
1904 

The  firm  that  lias 
built  up  this  business 
is  made  up  of  W.  H. 
and  J.  R.  Gillespie. 
W.  H.  Gillespie  claims 
Orangeville,  Ont.,  as 
his  home.  He  spent  a 
number  of  years  in  To- 
ronto and  Sault  Ste. 
Marie,  Ont.,  coming  to 
Port  William  from  the 
latter  city  in  1904.  He 
opened  his  first  slore 
on  May  Street  on  May 
1,  1905,  and  that  was 
the  nucleus  of  the 
present  business.  In 
1910  his  brother,  J.  R. 
Gillespie,  became  asso- 
ciated with  him,  and 
expansion  was  decid- 
ed on. 

They  Branch  Out 

Early  in  1911  the 
modem  and  well 
equipped  store  at  the 
comer  of  Simpson  and 
Bethune  Streets  was 
opened,  while  later  in 
the  same  year,  they 
branched  out  further 
by  opening  a  store  on 
Syndicate  Street,  op- 
posite the  Union  Sta- 
tion. Each  of  the  es- 
tablished stores  con- 
tinued to  prosper,  and 
with  a  desire  to  keep 
pace  with  the  growth  of  the  city,  which  was  showing 
a  rapid  development,  it  was  decided  to  op'^n  still  an- 
other store,  and  accordingly,  in  1912,  they  established 
their  Victoria  Avenue  store,  a  very  finely  efjuipped 
establishment,  in  which  was  incorporated  the  many 
merchandising  ideas  that  their  previous  experience  had 
brought  to  their  notice. 

W.  H.  Gillespie  is  manager  of  the  May  Street  store; 
J,  R,  Gillespie  is  in  charge  at  Victoria  Avenue;  F.  H. 


GII.I.KSI'IE   DRUG  STOKES,    KORT    WILLIAM,   O.NT.      STORK   NO.    1 


OILLESPIE   DRLO   STOHES,    FORT    WII.I.IAM,    ONT.      STORE   NO.    2 


Spence  at  Simpson  and  Bethune  Streets,   and  A.  C. 
White  at  the  Syndicate  Avenue  store. 

Quality  the  Keynote 

Quality  has  been  made  the  keynote  of  the  Gillespie 
business,  and  no  doubt  has  been  a  big  factor  in  secur- 
ing that  confidence  of  patrons  that  is  so  valuable  in 
building  up  a  good  sound  business.  Quality  is  espe- 
cially appreciated  by  the  public  in  the  drug  business, 

the  Gillespie  Drug 
Stores  have  as  their 
business  motto  "A  full 
measure  of  value  to 
customers  for  their 
money." 

It  is  recognized  that 
quality  in  goods  also 
needs  to  be  backed  up 
by  quality  in  service, 
this  being'  a  factor  that 
has  an  important  bear- 
ing on  business  to-day. 
Courteous  treatment 
and  recognizing  this, 
of  customers  is  an- 
other thing  upon 
which  the  Gillespie 
Drug  Stores  pride 
themselves,  as  well  as 
complete  stocks  and 
square  dealing 
methods. 

The  public  are  certain- 
ly very  exacting  in  the 
matter  of  good  service, 
and  the  wise  dealer 
gives  a  good  deal  of 
thought  to  making  his 
service  as  efficient  as 
possible. 

They  have  realized 
the  value  of  a  store  se- 
curing the  name  of  be- 
ing a  reliable  and  de- 
pendable store.  Deal- 
ers in  any  line  of  busi- 
ness realize  the  im- 
portance of  this,  but 
it  is  particularly  true 
in  the  drug  business, 
and  especially  in  re- 
gard to  the  dispensing 
end  of  the  business. 
This  is  something  in  which  the  public  take  no  chances. 
They  are  willing  to  pay  a  little  extra  every  time  and  be 
sure.  Thus  the  value  of  having  the  store  advertised  as 
a  reliable  one,  and  this  is  what  is  aimed  at  in  the  Gil- 
lespie stores. 


Success,  with  many  men.  has  been  the  results  of  the 
ability  to  adopt  the  ideas  of  others.  Keep  your  eyes 
open. 
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The  Chief  Factors  in  Building  for  Success 

The  Gillespie  Drug  Stores  of  Fort  William,  Onl.  atirihute  much  of  iheir 
success  to  carrying  a  big  variety  of  sidelines  and  giving  special  attention 
to   prescription    work — Good   use    made   of  advertising   and  windows. 


A  STUDY  of  the  chief  factors  in  the  success  of  the 
Gillespie  Drug  Stores,  of  Port  William,  Ont., 
should  prove  both  interesting  and  valuable  to 
readers.  A  glance  at  the  interiors  of  their  four 
stores,  which  are  reproduced  on  these  two  pages  im- 
presses one  with  the  fac^  that  the  attention  given  to 
carrying  a  full  variety  of  lines,  so  as  to  be  able  to  sup- 
ply all  the  needs  of  customers,  has  been  no  small  factor 
in  building  for  the  big  trade  which  they  now  enjoy. 
The  so-called  sidelines 
are  prominent  in  each 
of  the  stores,  being 
displayed  in  such  a 
manner  as  to  attract 
attention  and  create 
sales,  and  to  impress 
customers  with  the  big 
variety  of  goods  car- 
ried. 


Big  Variety  of  Side- 
lines Carried 

Each  store,  o  f 
course,  carries  a  com- 
plete .stock  of  drugs 
and  chemicals,  and  a 
general  line  of  patent 
medicines,  because 
these  are  the  lines 
around  which  the  busi- 
ness is  built.  In  addi- 
tion, however,  there  is 
a  big  variety  of  side- 
lines, including  drug 
sundries  of  all  kinds, 
toilet  articles,  sur- 
geon's supplies,  cam- 
eras and  photographic 
supplies,  cigars,  con- 
fectionery, magazines, 
postcards,  etc.  Con- 
fectionery is  given  a 
good  deal  of  attention 
and  is  a  big  selling 
line.  They  specialize 
on  three  widely  adver- 
tised lines  of  box  con- 
fectionery. 

The  Prescription  End 

Thej'  realize,  how- 
ever, that  it  is  impor- 
tant to  make  the  pre- 
scription end  of  the  business  strong,  in  order  to 
promote  the  sidelines.  As  W.  H.  Gillespie  says:  "We 
attribute  the  success  of  the  Gillespie  Drug  Stores  to  the 
fact  that  we  are  in  the  drug  business — first  and  last. 
We  pay  special  attention  to  prescription  work,  never 
allowing  substitution  in  dispensing,  and  this  gives  our 
store  the  name  of  being  reliable.  We  also  impress  on 
dur  clerks  that  if  they  cannot  sell  our  own  prepara- 
tions, of  'which  we  have  a  full  line,  that  they  are  of  no 
use  to  us. ' ' 


GILLESPIE   DRL'O  STORES,    PORT    WILLIAM,   ONT.      STORE   NO.    3 


i;ii,i,i':si'ii';  nin  (;  .stores,  i'oici'  u  illiam,  ont.    stork  no.  4 


"Like  others  in  this  business,"  stated  Mr.  Gillespie 
to  The  Retail  Druggist  "We  find  that  the  sidelines  play 
a  very  important  part  in  our  stores.  Of  course,  the 
question  of  the  best  lines  for  a  drug  store  to  handle  is 
governed  by  the  local  demand.  Owing  to  the  fact  that 
this  is  a  lake  city,  we  have  a  very  large  transient  trade, 
especially  during  the  summer  months.  This  makes 
cameras  and  photographic  supplies,  local  and  west- 
ern souvenirs  and  postals,  big  lines  with  us.    Package 

chocolates  of  the  bet- 
ter makes  and  choco- 
lates in  bulk,  smokers' 
supplies,  fine  station- 
ery and  leather  goods 
are  also  big  lines.  Our 
ice  cream  parlor  and 
tea  room  at  our  Vic- 
toria Avenue  store  is 
also  proving  a  big 
success. ' ' 

Advertising  and  Win- 
dow Display 

Advertising  and 
window  display  also 
play  a  considerable 
part  in  inducing  busi- 
ness. "With  our  four 
stores,"  says  Mr.  Gil- 
lespie, "we  are  in  a 
position  to  co-operate 
in  the  way  of  pushing 
any  particular  lines 
which  gives  a  good 
profit,  by  the  use  of 
newspaper  advertise- 
ments, which  I  con- 
sider the  best  medium 
of  publicity.  By  dress- 
ing our  windows  with 
the  same  line  of  goods 
as  those  being  fea- 
tured in  our  news- 
paper ad.,  and  by 
changing  our  windows 
at  least  twice  weekly, 
we  have  found  the 
most  direct  results." 

The  Dispensing  End 

As  has  been  said  be- 
fore, the  drug  side  of 
the  business  is  given  its  proper  place  and  attention,  be- 
cause it  is  the  hub  around  which  the  rest  of  the  lines 
carried  revolve.  The  prescription  department  is  an- 
other one  in  which  quality  is  foremost.  The  best  in- 
gredients are  used,  and  physicians'  instructions  are 
faithfully  followed   in  every  particular. 

The  stores  are  well  distributed,  so  that  the  firm  can 
appeal  and  eater  to  a  big  range  of  customers,  A  good 
deal  of  care  has  been  taken  in  selecting  locations,  be- 
cause it  is  recognized  that  location  plays  a  big  part  in 
the  success  of  any  business. 
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Collins'  Course  in  Show  Card  Writing 


Fourth  of  a  series  of  articles 
specially  prepared  for  this 
journal. 


Plate  9  is  the  same  style  of  letters  as  Plate  8,  but 
is  "condensed."  That  is,  each  letter  is  high  and 
narrow.  There  are  many  occasions  where  this  style 
of  letter  will  work  in  to  better  advantage  than  those 
of  Plate  8.  Practise  this  style  of  letter,  noting  carefully 
that  the  bodies  of  all  the  letters  are  the  same  height. 

Plates  10  and  11  are  among  the  most  useful  styles 
of  letters  there  are.  They  are  known  as  italics,  and 
are  used  where  a  card  may  have  considerable  matter 
on  it.  Plate  10  is  not  blocked  as  Plate  11  is.  These 
can  be  made  with  one  of  your  small  brushes.  You  may 
hold  it  as  instructed  in  last  lesson  by  resting  one  hand 
on  the  other.  Or  you  may  hold  it  in  the  same  manner 
you  would  hold  a  pen  or  pencil,  resting  your  hand  on 
the  card. 

Plate  12  is  a  full  block  alphabet  of  what  some  call 
the  "thick  and  thin"  style  of  letters.  By  that  is 
jneant  that  some  of  the  lines  are  thicker  than  others. 
Blocked  letters  are  not  advisable  for  general  use  in 
card  writing  as  they  cannot  be  made  rapidly.  However, 


T 


for  one  or  two  words  or  a  line  that  needs  bringing  out 
prominently,  this  type  of  letter  will  work  in  mogt 
admirably. 

In  practising  with  your  brush  always  make  your 
strokes  continuous  and  as  long  as  possible.     Do  not 


//s/Aeuse/aJpreseni  /Aa/ 


Sample  of  eeasouable  window  card  which  may  he  finished  In  i 
variety  of  colors. 


The  flgrure  in  red  and  the  wording  in  black  makes  a  stroDg 
combination  on  display  cai*d. 

make  a  short  stroke,  then  go  back  and  "lap"  or  "join" 
onto  it.  Practise  speed  as  well  as  accuracy  in  forming 
each  letter.  In  all  the  plates  thus  far  you  should  make 
each  part  of  the  letter  with  one  stroke.  You  may  find 
the  curved  lines  hardest  to  do,  but  make  as  much  of 
each  curve  as  you  can  with  one  stroke  of  your  brush. 
"Work  as  rapidly  as  you  can,  even  though  at  first  your 
lines  may  be  crooked  and  uneven.  Practise  making  a 
vertical  stroke  about  three  or  four  inches  long,  doing 
it  as  rapidly  as  possible;  then  practise  a  horizontal 
stroke.  Make  these  by  the  hundred  for  speed  and 
accuracy.  Remember  patience  and  practice  are  just 
as  necessary  in  learning  to  write  showcards  as  in  learn- 
ing to  play  some  musical  instrument. 
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Plate  9.— Lower  case  alpl)abet  of  plain  letters  condensed. 


We  offer  three  cards  as  a  suggestion  for  the  Christ- 
mas trade.  The  style  of  cards  to  be  used  for  this 
particular  season  must  be  determined  largely  by  the 
line  of  goods  one  has  for  sale.  The  special  Christmas 
stocks  .«uch  as  toys,  candies  and  other  lines  that  are 
considered  strictly  Christmas  presents,  are  not  difficult 
to  advertise.  Other  lines  must  be  treated  differently. 
Many  of  these  must  be  advertised  under  the  heading 
of  useful  presents.  Two  of  the  cards  offered  belong  to 
this  class.  The  $3  card  is  a  suggestion  for  cutlery,  but 
the  same  idea  may  be  utilized  for  other  lines.  The 
design  is  a  panel  done  with  air  brush.  The  lettering  is 
in  black,  the  figure  in  red  and  shaded  in  a  subdued 
color. 

The  6.48  card  is  a  similar  treatment,  but  the  chair 
is  a  print  cut  out  and  pasted  on.  The  figures  are  in 
red  and  shaded  in  grey.    The  letters  in  black. 

The  Santa  Claus  card  is  appropriate  for  any  business, 
and  the  wording  is  a  little  out  of  the  ordinary.  Old 
Santa  is  painted  in  flesh  color  with  white  mittens  and 
fur  on  cap  and  white  beard  and  hair.  His. coat  and 
top  of  cap  is  red.  The  card  is  cut  out  around  the  head 
to  give  the  effect  of  him  looking  over  the  top.  The 
large  lettering  is  in  red  or  dark  brown  and  shaded  in 
a  subdued  tone  to  harmonize.  The  small  letters  are 
in  black. 


Ihs  Retail  Druggist  s  Question  Box 


DONT'S  FOR  A  SALESMAN 

Don't  antagonize  a  customer.  Remember,  "Honey 
catches  more  flies  than  vinegar." 

Don't  dodge  when  a  customer  asks  you  a  question, 
or  raises  an  objection ;  answer  him  fairly  and  squarely. 

Don't  underestimate  the  intelligence  of  your  cus- 
tomer.   The  boss  is  often  found  in  a  pair  of  overalls. 

Don't  forget  that  every  luan  has  peculiarities.  Make 
it  a  point  to  find  out  what  they  are  and  then  learn  how 
to  meet  them. 


Can  you  give  me  a  good  working  formula  for  coloring 
electric  light  bulbs  for  decorating  purposes?  I  have 
all  shades  of  spirit  dye,  and  have  tried  it  with  shellac, 
but  it  does  not  work  properly.  My  predecessor  had  a 
formula  he  put  up  under  the  name  of  Tintine,  for  which 
he  had  (|uite  a  local  sale,  but  after  his  death,  the 
formula  could  not  be  found.  The  gum  used  is  where 
the  diflieulty  arises. 

Can  you  give  me  the  plan  followed  by  the  Owl  Drug 
Co.,  for  giving  away  dolls,  as  mentioned  in  last  issue 
of  The  Retail  Druggist  ? 

Brantford,  Ont.  Cecil  A.  C.  Cameron. 

Coloring  Electric  Light  Bulbs 

Editorial  Note — We  have  not  available  just  as  present 
a  formula  for  a  dye  for  coloring  electric  light  bulbs. 
They  can  be  tinted  any  color,  however,  by  the  use  of 
aniline  dyes,  using  a  very  weak  solution.  But  first, 
.you  must  have  a  "'ground"  on  the  glass  to  make  the 
dye  stick.  Beat  up  the  whites  of  a  couple  of  eggs  in  a 
([uart  of  cold  water  until  it  is  frothy.  Strain  through 
fine  cloth,  and  see  that  no  bubble  remain  on  the  top  of 
the  li(|uid.  Clean  .your  bulbs,, and  after  dipping  them 
in  this  mixture,  stand  them  up  to  dry.  Repeat  this  in 
about  half  an  hour,  and  let  the  second  coat  dry.  While 
waiting  for  the  bulbs  to  dry,  dissolve  from  15  to  30 
grains  of  common  aniline  color  (according  to  density 
you  want)  in  four  ounces  of  collodian.  Dip  your  lamps 
in  this,  and  hang  up  to  dry.  If  not  dark  enough,  dip 
again.  The  dye  mixture  dries  on  the  glass  very  rapidly. 
If  this  (luantity  is  not  enough  to  enable  you  to  dip  large 
bulbs,  it  can  be  increased,  and  the  unused  portion  kept 


aabec/efgg^A/Jklm 
/7op(j^i»sfuvki^xf/yz 


Plate  10.— Simple,  neat  and  useful  style  of  alphabet 
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ABCDEFGHI 

JKLMNOPOR 
STUVWXYZ 


I'late  12.— Full  block  alphabet  of  "  thick  and  thin  "  lettere. 


in  a  tightly-stoppered  bottle  for  future  use.  The 
reason  for  dipping  instead  of  using  a  brush  is  that  by 
the  former  method,  you  avoid  all  streaks  and  brush 
marks.  You  can  clean  your  bulbs  quickly  again,  re- 
moving all  dye,  by  a  rag  moistened  with  common 
alcohol. 

ff  any  of  our  readers  have  a  working  formula  for  a 
dye  that  can  be  applied  more  easily,  we  would  be 
pleased  to  have  them  send  it  to  us. 

Toronto  Doll  Contest 

In  the  doll  contest  conducted  by  the  Owl  Drug  Stores 
of  Toronto,  a  vote  was  given  with  each  five  cent  pur- 
chase. There  was  a  ballot  box  in  the  store  in  which 
votes  could  be  deposited.  Any  girl  of  fourteen  years 
or  under  was  eligible  to  enter  in  the  contest.  Every 
day  or  so,  the  votes  were  counted  and  the  standing  of 
the  different  contestants  posted  up  in  the  store.  Dolls 
were  given  for  the  first  four  prizes.  Everyone  securing 
over  100  votes  received  a  prize  of  some  kind. 

A  QUESTION  IN  REGARD  TO  LISTING  STOCK 

The  Retail  Druggist : 

Would  you  kindly  give  me  your  opinion  on  the  fol- 
lowing: When  taking  stock  for  purpose  of  obtaining 
financial  position  or  actual  worth,  would  you  price 
your  goods  at  regular  wholesale  prices,  or  at  actual 
price  paid  for  them.  For  instance,  the  regular  wholesale 
price  of  certain  preparations  is  $2  per  dozen,  but  by 
special  buying,  they  are  secured  for  $1.50.  Which 
price  should  be  entered  in  the  stock  sheets?  Kindly 
treat  enquiry  confidential. — Subscriber. 

List  Goods  at  Actual  Cost  to  Replace 

Editorial  Note. — In  the  opinion  of  the  writer,  in  ar- 
riving at  the  actual  worth  of  the  business  at  the  time 


of  stocktaking,  it  would  be  proper  to  list  goods  at  the 
price  paid  for  them,  or  rather  at  the  price  it  would 
actually  cost  to  replace  them.  If  the  dealer  purchases 
goods  and  the  market  value  advances,  he  lists  them  on 
his  stock  sheet  at  the  price  he  would  have  to  pay  for 
them  at  the  time.  Therefore,  in  the  instance  mentioned, 
it  would  be  only  right  to  list  them  at  the  exact  price 
it  would  take  to  replace  them.  For  instance,  with  the 
preparations  spoken  of,  it  would  be  proper  to  list  these 
at  $1.50,  instead  of  the  regular  wholesale  price  of  $2 
per  dozen. 

Listing  When  Dealer  is  Selling  Out 

In  case  a  dealer  were  selling  out,  the  writer  believes 
it  would  be  proper  for  him  to  list  goods  at  the  regular 
wholesale  price,  as  he  should  receive  some  remunera- 
tion for  having  purchased  the  extra  quantity  of  goods 
it  is  necessary  in  order  to  get  the  jobber's  price. 

In  setting  the  amount  of  profit  on  goods,  it  is  always 
proper  to  figure  on  the  ordinary  wholesale  price  with- 
out deducting  any  special  discounts  which  may  be  re- 
ceived for  buying  in  large  quantities,  or  for  paying 
cash. 

Since  the  above  was  written.  The  Retail  Druggist  has 
received  the  following  from  one  of  the  foremost  busi- 
ness magazines  in  the  United  States  in  answer  to  an 
enquiry  on  this  point:  "Judging  on  the  basis  of  custom 
in  this  country,  we  should  say  that  the  actual  cost 
.should  be  used  in  the  ordinary  inventory,  though,  of 
course,  as  you  say,  if  the  dealer  happened  to  be  .selling 
out,  he  would  be  warranted  in  taking  the  extra  profit 
by  listing  at  the  regular  wholesale  price." 


Don't  say,  "This  is  dead   easy,"  or  "It  can't  be 
done."    You're  liable  to  be  wrong  in  either  case. 


ajb  cdefgAiJkJmn 
op^pstuvwxuz 


Plate  U.— An  easily  printed  block  alphabet. 
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DRUGGIST  SUNDRIES  and  TOILET  GOODS 


A  department  of  Perfumes,  Toilet  Goods,  Rubber  Goods,  Brushes,  Combs,  Etc.       \z 


Opportunities  in  Toilet  Preparations 

How  to  Cash  In  on  Them 

A  GOOD  many  druggists  do  not  realize  the  possi- 
bilities in  the  sale  of  toilet  goods,  or  if  they  do, 
they  do  not  take  full  advantage  of  their  oppor- 
tunities. This  is  one  line  in  which  there  is  room  for  a 
great  deal  a  personal  salesmanship.  "Many  dealers 
do  not  realize."  said  a  prominent  druggist  recently, 
"that  the  great  percentage  of  women  who  enter  the 
store  are  prospects  for  toilet  preparations  of  some 
kind.  Practically  every  woman  is  interested  in  the 
appearance  of  her  face  and  hands,  and  by  suggesting 


To  relieve  readily  an  irritated  sl^in 

use  this 

Witch  Hazel  Lotion 


Cocoa  Butter  Cold  Cream 

It  cleanses  in  a  soothing  way- 
Take  home  a  jar  with  you  to-day. 


Cold 
Cream 


A  toilet  specialty 
of  merit- 
Antiseptic  and   Healing 


Talcum 
Powder 


A  delightful  powder 

for  all  uses. 

You'll  oome  again 

for  this  one. 


Perfumery 
is 

Popular 


We  recommend  this  perfume. 

Let  us  convince  you  of 

its  quality. 


good  toilet  preparations  at  every  opportunity,  sales  can 
be  increased  to  a  considerable  extent." 

Making  Sales  by  Suggestion. 

Of  course,  the  dealer  or  clerk  has  to  exercise  judg- 
ment in  making  suggestions  along  this  line,  and  should 
use  tact,  because  he  does  not  want  to  be  oflfensive  in 
any  way.  For  instance,  when  a  person  is  in  a  great 
hurry,  it  would  be  nonsense  to  delay  them  by  trying  to 
introduce  new  goods.  There  are  plenty  of  woman 
with  lots  of  leisure  time  that  enter  the  store  to  give  the 
salesman  plenty  of  opportunities  to  use  his  power  of 
salesmanship. 

The  window  can  be  used  to  good  advantage  in  inter- 
esting the  passerby  in  toilet  preparations,  especially 
if  some  good  strong  attention  attracting  showcards  are 
used  for  the  purpose.  Some  suggestive  showcards  for 
the  window  as  well  as  interior  display  are  given  here. 

The  dealer  should  awaken  to  his  opportunities,  and 
pusli 'sTVOn^  for  business  in  these  lines.  The  present 
is  a  good  season  for  the  sale  of  all  toilet  preparations. 


THE  SALE  OF  HAIR  PREPARATIONS 

There  is  no  person  who  wants  to  lose  their  supply  of 
liair.  A  bald  head  is  generally  avoided  if  possible. 
This  should  help  a  great  deal  in  the  sale  of  hair  prepara- 
tions, while  in  addition,  nearly  every  person,  especially 
ladies,  are  constantly  endeavoring  to  improve  the 
growth  and  appearance  of  their  hair.  The  newspaper 
ad.  can  be  used  to  good  advantage  in  these  prepara- 
tions that  yon  carry  in  stock. 

Don't  Buy  Hair — Save  Your  Own. 

This  was  the  heading  on  an  ad.  used  by  Jury  & 
Lovell,  of  Bowmanville,  Ont.,  not  long  ago.  It  read: 
"It's  a  great  deal  cheaper  to  save  your  own  hair  than 
it  is  to  buy  it.  Our  Hair  Tonic  is  not  only  a  mighty 
fine  scalp  cleaner  and  dandruff  cure,  but  it  is  also  a 
hair  grower.  As  a  superior  hair  preparation  it  im- 
parts new  lustre,  life  and  growth  to  your  hair.  Stops 
your  hair  from  falling  out  and  acts  as  a  fine  hair 
dressing." 


CARRIAGE  AND  AUTOMOBILE  SPONGES 

Here  i.s  a  line  that  other  druggists  could  take  up  to 
advantage.  Walker.  Abbs  &  Co..  of  St.  Catharines, 
Featui'i'd  thctn  during  the  early  part  of  November. 
They  were  shown  in  the  window,  and  an  ad  in  the 
local  paper  also  devoted  to  them.  The  ad  in  question 
read.  "See  our  carriage  and  automobile  sponges. 
They're  sheep's  wool — of  the  highest  grade,  and  in  last- 
ing quality — superior  to  all  others.    Price  60c.  each." 


Some  seiwonftble  suggoHiions  for  ahowcnrds  to  promote  tUe  sale  of 
toilet  goods, 


NOT  SENT 

Roy —"I  wont  10c.  worth  of  vaseline." 
Drusr  Clerk — "Do  von  want  it  scented Y" 
Jioy— "No,  sir;  I'll  take  it  with  me." 
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THE  STATIONERY  DEPARTMENT 


=1      A  department  deooted  to  stationery,  book.',   post  cards  and  associated  lines      \z 


Hints  and  Suggestions  for  the  Stationery 
Department 

IN  a  large  percentage  of  drug  stores  the  stationery 
department  is  an  important  one.  Many  dealers, 
however,  could  secure  considerably  more  business 
if  they  would  only  make  a  bid  for  it.  Some  dealers  are 
not  stocking  all  the  lines  they  could  find  sale  for,  while 
others  are  not  pushing  the  lines  already  in  stock  as 
strong  as  they  should. 

Music  as  Side  Line  in  Small  Towns 

It  is  a  common  thing  for  druggists  in  small  towns 
and  villages  to  handle  music.  Besides  the  regular  lines 
of  popular  and  sacred  music,  there  are  anthems  for  the 
town  churches  and  choruses  for  the  various  entertain- 
ments. It  is  a  line  that  takes  up  very  little  room,  and 
one  that  is  easy  to  handle. 

We  know  of  a  druggist  in  a  small  place  who  does  a 
nice  trade  in  this  class  of  goods.  His  store  is  in  con- 
nection with  his  house,  and  in  the  room  behind  the  store 
he  has  a  piano.  When  customers  come  in  and  ask  to 
have  a  piece  played,  one  of  his  daughters  obliges  them.  ■ 

Before  starting  into  this  line,  however,  the  dealer 
should  examine  the  field,  and  ascertain  the  variety  of 
musical  instruments  in  his  community.  Difi'erent  in- 
struments require  different  music,  and  some  judgment 
must  be  used  in  selection  of  stock. 

Quality  Stationery  Gives  Good  Impression 

There  is  nothing  that  affords  a  better  introduction, 
that  gives  more  character,  or  establishes  more  favorable 
impression  than  the  quality  and  style  of  the  stationery 
used  by  a  business  house. 

In  opening  up  the  morning's  correspondence  do  we 
not  invariably  reach  out  first  for  the  letters  with  most 
character,  those  that  appeal  to  us  from  the  appearance 
of  the  envelope '  When  we  unfold  a  letter  of  somewhat 
different  shape  and  style,  or  of  a  tougher  or  more 
crackly  feel,  we  read  with  a  zest,  as  if  we  had  to  deal 
with  a  message  of  more  than  ordinary  importance. 
Such  an  impression  is  created  that  our  best  attention  is 
at  once  enlisted  in  the  business  of  that  letter. 

Point  Fact  Out  to  Customers 

There  is  no  form  of  advertising  that  appeals  so  direct- 
ly or  immediately  as  the  class  of  stationery  used  in 
business  correspondence. 

When  you  have  an  important  message  to  send  forth 
you  do  not  entrust  it  to  an  indifferent  messenger,  as 
the  appearance  of  the  messenger  always  impresses  the 
importance  of  the  message. 

These  facts  should  be  brought  home  by  the  dealer  to 
his  customers.  If  he  does  this  wisely  and  judiciously, 
it  will  materially  increase  the  sales  in  his  stationery 
department.  There  is  a  good  profit  in  stationery,  and 
if  a  merchant  pays  a  little  attention  to  this  department, 
he  can  make  a  nice  sum  on  a  small  stock. 

Push  the  Sale  of  Diaries 

Some  people  consider  the  keeping  of  a  diary  a  fad, 
but  if  it  is,  it  is  one  that  exists  among  a  large  number 


of  people — more  than  many  people  think.  The  keeping 
of  a  diary  has  many  advantages,  and  more  people 
would  buy  them,  if  these  were  pointed  out  to  them. 
A  word  or  two  of  introduction  will  frequently  sell 
them. 

A  patent  medicine  firm  that  each  year  sends  out  a 
combined  almanac  and  diary,  in  which  they  offer  $100 
in  gold  for  the  neatest,  best  kept,  and  most  interesting 
diary,  find  the  number  who  enter  in  the  contest  large. 

A  feature  that  makes  a  diary  popular  is  that  it 
usually  contains  tables  of  weights  and  measures,  post- 
age and  express  charges  and  other  interesting  informa- 
tion. The  dealer  will  find  a  special  effort  behind  this 
line  worth  while. 


A  PEW  STATIONERY  FACTS  WORTH  KNOWING 

A  dealer  should  be  able  to  answer  the  questions  that 
a  customer  may  ask  about  the  paper  he  is  buying.  Here 
are  a  few  facts  that  may  or  may  not  be  familiar  to 
most  dealers,  but  are  probably  not  known  to  the  aver- 
age buyer. 

White  paper  sometimes  turns  yellow  after  a  few 
years,  because  it  was  made  of  miscellaneous  colored 
rags  that  were  bleached  with  acids  and  blued  to  gain 
the  white  shade  desired.  Paper  made  in  this  way  will 
not  keep  its  original  whiteness,  but  will  eventually  turn 
yellow. 

The  water-mark  is  placed  on  paper  by  passing  it, 
while  it  is  a  wet  web,  under  a  dandy  roll  covered  with 
wire  cloth  on  which  the  design  of  the  water-mark  is 
raised  with  fine  copper  wire.  As  the  roll  revolves,  this 
design  presses  lightly  on  the  damp  paper  and  forms  the 
water-mark. 

How  "Bond"  Paper  Got  its  Name 

The  much  used  "bond"  paper  received  its  name  in 
a  rather  odd  way.  About  65  years  ago,  Zenas  Crane,  of 
Dalton,  Mass.,  had  been  furnishing  a  customer  in  New 
York  with  a  certain  grade  of  paper  which  seemed  par- 
ticularly adapted  to  the  printing  of  legal  forms,  bonds, 
etc.  One  day  the  customer  asked,  "Have  you  any  more 
of  that  'bond'  paper  on  hand?"  Mr.  Crane  decided 
that  this  would  be  a  good  name  for  the  paper,  which 
before  this  had  been  nameless,  and  it  has  been  so  called 
ever  since. 

The  "fabric  finish"  of  paper  for  correspondence  is 
produced  by  placing  sheets  of  linen  cloth  between  the 
sheets  of  paper  while  they  are  dam)p  and  soft,  and  sub- 
jecting them  to  hydraulic  pressure.  The  paper,  of 
course,  receives  the  impression  of  the  cloth,  and  retains 
it  when  dried. 


WELL  PLEASED  WITH  IT 

The  Retail  Druggist  of  Canada  is  A  No.  1.   I 
am  well  pleased  with  it. 

W.  H.  Semple. 
Cobourg,  Ont. 
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FROM  FACTORY  TO  STORE 

A  Buying  Proposition  "up  to  and  a  little  ahead 
of  date."  An  opportunity  your  business  cannot 
afford  to  pass  up.  A  wonderful  display  of  this 
year's 

HOLIDAY  GIFT  GOODS  FOR  IMPORT 

All  that  is  new  in  artistic  and  rich 

Bronze,  Copper,  Pottery,  Glass 
Leather,  Silver  Deposit  and 
Gold  Plate. 

Toilet  Requisites,  Parisian  Ivory,  Ebony,  etc. 
useful  and  ornamental  articles  for  the  home, 
everything  suitable  for  gifts. 

IVe  are  opening  our  new  ivarehouse  with  this  grand  display  on  march  9th.     If  unable 
to  pay  us  a  visit,   write  for  appointment  elsewhere.      You  will  not  he  disappointed. 

WARWICK  BROS.  &  RUTTER,  LIMITED 

Direct  Importers,  TORONTO 
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SMOKERS'  SUPPLIES,  CIGARS  and  TOBACCO 


The  Department  that  Attracts  the  Men  to  the  Drug  Store 


BUILDING  UP  CIGAR  AND  TOBACCO  TRADE. 

CIGARS  and  tobacco  are  a  good  profitable  line  for  all 
druggist,  especially  when  this  business  is  gone 
after  in  a  good  aggressive  manner.  Properly 
conducted  this  trade  yields  an  appreciable  net  profit, 
while  in  addition,  it  attracts  the  men  to  the  store,  and 
it  is  the  aim  of  every  dealer  to  get  the  men  into  the 
store,  as  the  opportunity  is  then  afforded  of  interesting 
them  in  other  lines,  and  making  additional  profit. 

The  cigar  and  tobacco  department  is  quite  an  im- 
portant one  in  many  drug  stores  to-day,  but  in  order 
to  make  it  so  requires  featuring.  A  couple  of  boxes  of 
cigars  and  a  few  packages  of  tobacco  in  the  corner  of  a 
showcase  is  not  liable  to  impress  smokers.  A  repre- 
sentative sliowing  has  to  be  made. 

If  you  wish  to  build  up  a  trade,  you  must  not  be  satis- 
fied with  the  odd  sale  made  by  men  who  happen  to  drop 
into  the  store.  You  must  reach  out  for  other  custom- 
ers, and  a  good  way  to  do  this  is  by  efficient  window 
display.  If  possible  a  window  should  be  devoted  to 
cigars  and  tobacco  and  kindred  lines  occasionally.  The 
writer  knows  of  one  dealer  who  feels  he  cannot  devote 
a  whole  window  to  this  line,  so  he  has  a  small  platform 
which  he  places  along  the  rear  of  the  window,  and  with 
certain  displays,  this  can  be  used  for  the  display  of 
cigars  and  tobacco.  This  is  particularly  appropriate 
when  the  body  of  the  window  shows  lines  of  interest  to 
men. 

If  your  cigar  business  is  not  as  large  as  you  would 
have  it,  get  busy  and  inject  some  life  into  it,  and  get 
the  men  coming  regularly  to  your  store  for  their  supply 
of  cigars  and  tobacco. 


GETTING  CIGAR  TRADE  THROUGH  ADVER- 
TISING. 

The  druggist  who  wants  to  make  a  real  success  of 
his  cigar  department  should  not  be  content  with  the 
stray  business  that  just  happens  to  come  his  way,  but 
should  reach  out  for  trade.  Advertising  is  one  means 
at  hand  of  doing  this. 

In  the  subject  matter  of  your  advertising,  feature 
the  fact  that  you  carry  cigars  that  will  please  the 
smoker,  and  which  arc  as  good  as  can  be  secured  any 
place.  The  high  class  trade  put  quality  before  price  in 
purchasing  their  cigars,  and  this  is  the  business  that  the 
druggist  should  go  after. 

Herewith  is  reproduced  an  ad.  of  the  Ashley  Phar- 
macy, Sydney,  N.S.,  used  in  the  local  paper,  emphasiz- 
ing the  fact  that  they  carry  the  best.  Descriptive  mat- 
ter is  important  in  working  up  a  desire  for  any  particu- 
clar  cigar.  Here  are  a  couple  of  suggestions  for 
wordings  for  ads.  : — 

If  you  smoke  for  enjoyment,  this  is  the  cigar  you 
want  to  buy.  It  is  mild  and  not  Very  expensive — you 
get  much  pleasure  for  your  money. 

We  are  gaining  trade  in  this  cigar  every  day  because 
those  who  buy  it  come  back  again  for  more.  It  is 
standing  the  test.  If  you  have  not  tried  it,  don't  fail 
to  do  so  at  your  earliest  opportunity. 

Here  is  twenty  minutes  of  full  enjoyment  for  you. 
You  will  enjoy  this  cigar  from  start  to  finish.  Buy  one 
to-day. 


SMOKERS  AND  PIPES. 

There  is  hardly  a  country  in  the  world  where  the 
pipe  is  not  smoked  in  one  form  or  another. 

The  Kaffir  dearly  loves  his  pipe,  and  failing  the  genu- 
ine article,  will  use  anything  that  will  hold  tobcacco — 
from  a  piece  of  iron  piping  to  a  cow's  horn.  When 
not  even  these  are  available  he  will  use  the  earth !      He 


Cigar  Kickers 

YOU  lose  all  desire  to  kick 
about  your  smokes  if  you 
buy  our  cigars. 

Always  the  best  to  be  had 
— in  all  sizes  and  shapes. 
Absolute  cigar  satisfaction 
at  last.  Buy  your  smokes 
here  and  be  happy. 

Ashby  Pharmacy 

PHONE  466 

Cigar  ad.  used  by  Ashby  Pharmacy,  Sydney,  N.S. 

does  this  by  making  a  small  hole  to  hold  the  tobacco, 
from  which  he  makes  a  passage  for  the  smoke  by  push- 
ing a  curved  piece  of  wire  through  the  ground.  He  then 
lies  face  downwards,  applies  a  light  to  the  tobacco,  and 
his  lips  to  the  ground,  at  the  spot  where  he  has  with- 
drawn the  wire,  and  smokes  in  peace.  In  many  vil- 
lages of  the  northwest  provinces  of  India  are  to  be 
found  public  hookahs  for  the  use  and  comfort  of  tra- 
vellers. 

Everyone  has  heard  of  the  North  American  Indian's 
pipe  of  peace.  General  Blucher's  pipe-smoking  was  of 
a  very  different  character.      He  appointed  a  man  to  the 


SHOW  CARDS  FOR  THE  TOBACCO  DE- 
PARTMENT 

If  you  are  not  satisfied  with  the  tobacco  you 
are  using,  ask  our  advice. 

Every  puff  a  pleasure  when  you  smoke  this 
cigar. 

To  try  it  means  to  buy  it. 

If  you  don't  see  the  one  you  want,  ask  for  it 
— perhaps  we  have  it. 

.  Care  in  selecting  and  keeping  our  stock  is 
what  gives  our  customers  satisfaction. 

We  don't  charge  25e.  for  this  one.  although 
you  get  that  much  pleasure  out  of  it. 

We  can  suit  your  taste  in  cigars. 


March,  1914. 
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The  Big  Cigar  in  the  Plain 

Cedar  Box 


"ZOACinale^mTiiwana 


There^s  no  use.    You  can^t  beat  the 

20  Minutes  In  Havana 

Cigar 

It  Satisfies  all  Smokers 

Sainsbury  Bros.  &  Company 


MAKERS 

35  Church  Street 

Place  Your  Order  Now 


Toronto 
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post  of  "pipe-master,"  whose  duty  it  was  to  fill  a  long 
clay  pipe  and  hand  it  to  the  general  before  every  en- 
gagement. Blueher  would  then  enjoy  a  few  whififs, 
give  back  the  pipe,  and  gallop  into  the  fighting  line. 


Promoting  Sale  of  Cigars  by  Window  Display 

THE  greater  percentage  of  druggists  to-day  sell 
cigars.  Some  dealers,  however,  have  a  much 
larger  trade  in  this  line  than  others.  Why  is 
this  ?  The  explanation  is  simply  the  greater  attention 
given  by  some  dealers  to  this  line  that  is  such  a  big  fac- 
tor in  attracting  men  to  the  store.       The  dealer  who 


traffic  is  greater,  sold  2,500  of  the  same  cigars  in  the 
short  space  of  three  days. 

It  will  be  noticed  in  the  display  reproduced  here  that 
the  window  has  been  devoted  to  one  brand  of  cigars, 
and  that  a  price  card  was  used.  The  window  was 
built  up  high  and  a  showcard  of  the  manufacturer  used 
as  a  centrepiece. 

Feature  Cigars — Don't  Treat  as  a  Mere  Side  Line. 

Many  other  druggists  in  all  pai-ts  of  Canada  are  build- 
ing up  sales  in  cigars  by  use  of  good  window  display, 
and  others  would  do  well  to  give  more  attention  to  this 
method  of  securing  more  business.  "Some  druggists 
say  that  they  only  handle  cigars  for  the  accommodation 
of  their  customers,"  said  a  cigar  manufacturer  the  other 
(lay.  "Such  an  attitude  is  a  foolish  one  for  a  dealer," 
he  continued.  "A  man  isn't  in  business  to-day  merely 
lor  the  accommodation  of  the  public,  but  to  make 
money,  and  when  a  dealer  takes  up  a  line,  he  should  put 
forth  his  best  effort  to  get  as  much  business  in  it  as  pos- 
sible. Handling  cigars  for  accommodation  won't  help 
l)ay  the  rent." 

There  is  much  truth  in  what  he  says.  When  a  man 
goes  in  to  any  line,  he  shoidd  do  so  whole-heartedly. 
The  cigar  department  can  be  conducted  with  less  waste 
when  a  big  business  is  being  done,  and  a  big  business 
should  be  worked  for  by  every  druggist.  Consider 
the  value  of  the  window  in  building  sales. 


Cigar  window  display  by  Toronto  8tx)re  that  brought  in  big  business. 

wishes  to  make  a  real  success  out  of  cigars,  must  fea- 
ture them  and  not  treat  them  as  an  unimportant  side- 
line. 

Window  display  is  one  means  by  which  the  druggist 
can  turn  more  cigar  trade  into  his  store,  and  it  is  a 
means  that  is  not  used  to  the  extent  it  should  be  by 
many  druggists.  It  not  only  interests  the  regular  cus- 
tomer, but  also  catches  the  attention  of  the  passerby, 
and  frequently  brings  them  into  the  store.  Sugges- 
tion is  a  valuable  aid  in  making  sales,  and  the  window 
can  be  made  valuable  for  this  purpose. 

Big  Sales  Made  by  Cigar  Window. 

The  value  of  window  display  in  promoting  cigar 
sales  is  demonstrated  in  a  convincing  manner  by  the 
experience  of  Liggett 's.  Limited,  Yonge  Street,  Tor- 
onto. A  photograph  of  a  recent  window  display  of 
cigars  in  their  store  at  224  Yonge  Street  is  reproduced 
here.  This  window  was  the  means  of  selling  1,500 
of  the  cigars  shown  in  one  week,  while  a  similar  window 
in  their  other  store,  at  106  Yonge  Street,  where  the 


"YOU  CAN'T  BEAT  CIVILITY." 

THESE  are  words  which  ought  to  be  let- 
tered in  gold  or  illumined  with  fire,  and 
hung  in  every  office,  shop,  factory,  cor- 
poration and  institution  in  the  world.  They 
ought  to  be  a  motto  for  1913,  1914,  1915  and  so 
on  to  the  end  of  time. 

They  were  uttered  in  a  flash  of  inspiration 
by  a  man  in  London  whose  business  is  the  sell- 
ing of  licensed  properties.  He  was  explaining 
why  foreigners — Frenchmen  and  Italians  in 
particular— are  ousting  Englishmen  in  the 
management  and  ownership  of  British  hotels 
and  restaurants.  "The  Englishman  can't  bow 
and  scrape  like  the  foreigner,"  said — I've  for- 
gotten his  name.  And  then  with  an  intensity 
which  I  recall  to  this  day,  he  exclaimed:  "You 
can't  beat  civility!" 

Think  out  for  yourself  the  significance  and 
truth  of  this  bit  of  wisdom.  Then  apply  it  in 
your  own  case.  When  you  are  tempted  to  be 
"smart,"  sneering,  ungracious,  rude,  short, 
surly,  rough,  truculent,  remember  that  "you 
can't  beat  civility"  in  your  choice  of  a  weapon 
of  offence  and  defence.  It  is  as  oil  on  trou- 
bled waters.  It  is  the  sun  which  thaws  out 
the  frost  in  others.  It  is  the  check  on  hasty 
tempers.  It  is  the  solvent  of  resistance.  If 
yon  are  the  one  canvassed,  be  civil.  When  you 
grow  hot  under  injustice,  rough  treatment,  dis- 
courtesy or  malice,  remember  that  the  exercise 
of  civility  will  win  you  more  triumphs  than 
explosions  of  wrath,  or  acts  of  retaliation. 
Think  it  out.  Test  the  aphorism.  Practise  its 
implied  behest.  And  if  you  find  the  words 
and  the  message  good,  pass  them  on. 

— John  C.  Kirkvjood. 
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Any  Druggist  Can  Build  Up 

A  Profitable  Business  on  Cigarettes  if  he  will 

Feature  "FATIMAS" 

These  cigarettes  are  absolutely  unique  in  flavor, 
blend  and  packing.  They  are  a  true  Turkish 
blend — put  up  20  in  a  package  to  retail  for  23  c. 

HANDLED  BY  ALL  THE  WHOLESALE  TRADE 
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Fancy  Goods,  Novelties  and  Photographic  Supplies 

A  department  of  m^ar$  and  methods  of  increasing  Business  in  photographic  sup- 
plies,  pennants,  pLying  cards,    pens,  ink,  sporting   goods,    novelties,  china,    etc. 

1 

Getting  More  Business  in  Fancy  Goods  and 
Novelties 

Wri.itn  for  the  Retail  Druggist  by  Frank  Smith 

THERE  is  a  good  deal  of  business  in  fancy  goods 
and  novelties  to  be  secured  by  the  druggist 
during  the  entire  year,  if  he  only  goes  after  it 
in  the  right  way.  Some  dealers  seem  to  think  that 
these  lines  are  saleable  only  around  Christmas,  and 
accordingly  as  soon  as  the  festive  season  is  over,  they 
allow  their  interest  in  and  effort  behind  these  lines  to 
dwindle  down  close  to  the  zero  mark.       Not  all  drug- 


HINTS  FOR  MORE  BUSINESS 

Card  parties  are  much  in  evidence,  and  there- 
fore playing  cards  should  be  featured. 

The  ladies  can  generally  be  interested  ^  in 
fancy  brand  bags  and  purses. 

Cut  glass  appeals  to  every  woman.  Are  you 
displaying  yours  to  advantage? 

Every  season  is  camera  season.  Keep  this 
fact  impressed  upon  your  customers. 

When  a  customer  buys  one  variety  of  camera 
supplies,  always  suggest  other  lines. 

Suggest  pennants  to  the  young  men  as  decor- 
ations for  their  room. 


gists  do  this — there  is  some  consolation  in  that  fact. 
There  are  many  dealers  who  maintain  appreciable 
trade  in  these  lines  even  during  the  so-called  off  Season. 

Sell  Fancy  Goods  and  Novelties  all-the-year-rcund. 

Why  is  this  ?  The  answer  is  simply  that  they  give 
more  attention  to  the  sale  of  these  lines.  They  do  not 
relegate  the  stock  to  an  unseen  part  of  the  store  as  soon 
as  the  holiday  season  is  over,  and  forget  it  for  an  entire 
year.  They  maintain  the  assortment  in  the  staple 
lines,  give  it  a  good  deal  of  prominence  in  interior  dis- 
play and  occasionally  devote  a  window  to  it.  This 
constantly  reminds  people  of  these  lines  and  the  mere 
suggestion  goes  a  considerable  ways  towards  making 
sales  larger  than  they  otherwise  would  be. 

Big  Business  Possible  in  Pennants. 

One  of  the  novelty  lines  that  affords  an  opportunity 
for  a  good  deal  of  extra  business  is  pennants.  A  cer- 
tain sale  for  these  can  be  maintained  at  all  seasons. 
There  are  always  visitors  in  town,  and  the  pennant  is  a 
favorite  form  of  souvenir  that  many  select  to  take  back 
with  them. 

If  the  dealer  is  anyways  favorably  located  to  appeal 
to  students  of  schools  or  colleges,  a  good  deal  of  busi- 
ness can  frequently  be  done  by  featuring  a  pennant  em- 
bodying their  colors.  One  dealer  who  was  situated 
close  to  a  college  and  a  high  school  stocked  pennants 
for  both  of  these,  but  first  consulted  with  leaders  of  the 
students  in  each  institution  to  get  their  views  as  to  the 
most  suitable  form.  When  he  had  got  them  in,  he  got 
permission  from  the  school  authorities  to  post  up     a 


notice  on  the  school  bulletin  board  informing  the  stud- 
ents that  he  had  the  school's  pennants  for  sale. 

Clear  Off  Your  Indoor  Games. 

Just  at  this  time  of  the  year,  the  druggist  has  good 
opportunities  for  additional  business  through  sporting 
goods.  At  this  time  of  the  year,  they  include  both  in- 
door and  outdoor  varieties.  Here  is  a  suggestion — if 
you  have  any  quantity,  of  indoor  games  and  entertain- 
ments left  over  from  the  Xmas  season,  why  not  make 
an  effort  to  clean  up  your  stock  by  featuring  "games  to 
while  away  the  long  evenings.  This  could  be  made 
quite  a  feature  by  window  display  and  advertising,  and 
yet  would  not  give  the  appearance  of  being  merely  a 
scheme  to  clean  up  your  surplus  stock,  but  yet  would 
do  so. 

Double  Value  in  Novelties. 

■  ■  General  novelties  sell  to  a  certain  extent  at  all  times. 
Of  course,  their  sale  is  larger  in  some  cases,  where  the 
dealer  is  particularly  favorably  located.  Novelties 
have  a  value  that  some  dealers  fail  to  realize — they  in- 
terest people,  and,  therefore,  have  an  advertising  value. 
For  instance,  a  woman  comes  in  to  purchase  some  of 
your  regular  lines.  While  she  is  in  the  store,  she  no- 
tices some  novelty  which  you  have  on  display  and  is 
interested.  Her  interest  may  rise  to  the  buying  point, 
or  even  if  it  does  not,  there  are  good  chances  that  she 
will  her  tell  her  friends  about  the  "cute  little  so-and-so 
which  she  saw  down  at  Jones'."  That,  of  course,  is 
good  advertising  for  the  store. 

The  Display  of  Novelty  Lines. 

Display  space  in  the  store  is  valuable,  and  too  much 
cannot  be  devoted  to  novelties.  It  is  advisable  to  have 
at  least  a  silent  salesman  devoted  to  them,  artd  if  pos- 
sible, have  it  located  near  the  front  where  people  will 
pass  it  while  coming  in  and  going  out.      It  is  also  well 


PUSH  CAMERA  SUPPLIES 

As  the  weather  begins  to  moderate,  greater 
interest  will  be  taken  in  amateur  photography, 
and  it  behooves  the  druggist  to  bring  camera 
supplies  to  the  front,  and  give  them  more  atten- 
tion. Suggestion  frequently  puts  a  customer 
in  the  notion,  and  sales  result.  Therefore,  the 
dealer  should  constantly  keep  reminding  cus- 
tomers of  plates,  papers  and  films  by  display 
and  personal  suggestion. 


to  have  a  few  novelties  displayed  out  where  people  can 
pick  them  up  and  examine  them.  Many  people  who 
would  not  ask  to  see  an  article,  will  pick  it  up  and  look 
it  over,  if  it  is  within  reach. 

There  is  a  good  all-the-year-round  trade  to  be  secured 
by  the  druggist  in  fancy  goods  and  novelties  if  he  only 
goes  after  this  business  in  an  aggressive  and  persistent 
manner.  » 
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POST  CARDS 

Everything  in  Post  Cards.  St.  Patrick,  Easter,  Comics, 
General,  Birthday,  Patriotic,  etc.  Easter  Booklets.  Local 
View  Post  Cards  to  order  from  your  own  photos.  Post  Card 
Racks. 

Pennants  and  Cushions 

Biggest  and  best  line  in  Canada.  Both  sewn  and  stencilled 
Letters.  Drop  a  post  card  for  our  catalogues.  They  are 
worth   having. 

XMAS  LINE,  POST  CARDS,  BOOKLETS,  ETC. 
now  being  shown 

Our  ten  travellers  cover  Canada  from  Coast  to  Coast.  See  our  line 
ivhen   representative  calls.      WE   CAN  SAVE    YOU  MONEY. 


Pugh  Specialty  Company,  Limited 

Note  new  location    38-42  CHf  f  ord  St.    Toronto,  Ont. 


THE  ERA 

DOSE  BOOK 

FIFTH  EDITION 
Revised  and   Enlarged 


Price  75  cents  per  copy,  postpaid 


With  Appendix  giving  percentnges  of  Alcohol  and  Quantities  of  Narcotics  in 
U.S. P.  and  N.F.  Preparations,  supplying  just  the  information  required  to  label 
these  preparations  so  tliey  will  comply  with  the  FEDERAL  FOOD  AND  DRUGS 
ACT.      Adopted   as   a   standard  by  pharmaceutical   associations. 

The  Fifth  Edition  of  this  valuable  reference  work  brings  the  posology  of  the 
materia  medica  down  to  date,  and  includes  all  of  the  Newer  Remedies  and  Syn* 
thetics  that  have  been  introduced  within  recent  years. 

Contents:  Dose  List:  Percentage  Solutions;  Dose  Equivalents j  Veterinary 
Doses;  incompatibles;  properties  of  Remedial  Agents;  Drops  in  Fluidram;  Solu- 
bilities; Latin  Words  and  Phrases;  Specific  Gravities  of  Metals;  Latin  Cardinal 
and  Ordinal  Numbers;  French  and  German  Prescription  terms;  Poisons  and  Their 
Antidotes;  International  Atomic  Weights;  Specific  Gravities  of  Official  Substances; 
The  Metric  System;  Mathematical  Memoranda;  Boiling  Point  of  Water  at  Different 
Barometer    Readings;    Thermometric    Equivalents;    Hydrometer    Tables;    Appendix. 

The  Era  Dose  Book  is  in  handy  form  for  reference,  saves  time  in  prescribing 
and  dispensing,   and  makes  accuracy  easy. 

THE   RETAIL  DRUGGIST  OF  CANADA 

32  COLBORNE  STREET,  TORONTO 


Plates,  Papers,  and  Films 

Welling-ton  goods  sell  quickly  and  require 
no  handling-  except  handing  out.  Let  us 
write  you  the  whole  proposition. 

Free  Booklets  on  rcqueti 

Wellington  &  Ward 

Montreal 
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FORMULARY 

Special  "Preparalions  for  the  T>ruggists 


Heave  Powder 

Powdered  Lobelia 2  ounces 

Powdered  Skunk  Cabbage   4  ounces 

Antimony  and  Potass.  Tartrate 1   ounce 

Powdered  Licorice  Root    5  ounces 

Worm  Powders  for  Horses 

Cape  Aloes   •  •    »  ounces 

Powdered  Areca  Nut 8  ounces 

Powdered  Anniseed   1   ounce 

Mix.     Dose — Two   tublcspoonluls   in    leed.   morning 
and  night. 

Hoof  Ointment 

Turpentine 2  ounces 

Pine  Tar 2  ounces 

Yellow   Wax    2  ounces 

Petrolatum 10  ounces 

Melt  together  and  mix  thoroughly. 

This  is  applied  to  soften  hoof  and  cure  cracks  and 
relieve  feverish  condition. 

Eczema  Ointments 
No.  I.— 

Hydrarg.  Ammon.  Chlor V2  dram 

Plunibi  Acetatis M;  dram 

Zinei   Oxidi 1       dram 

Ung.  Hydrarg.  Nit.  Fort 1       dram 

Lanoline V2  ounce 

01.   Cadini    Vo  dram 

Hydrarg.  Sulph.  Rub q.s. 

II  — 

Zinc   Oxide    2  drams 

Acid  BoT'ic .   2  drains 


SUGGESTIONS  FOR  THE  DRUGGIST 

Push  the  sale  of  antiseptic  bandages.  They 
are  very  inexpensive  and  often  save  customers 
a  lot  of  trouble  in  bandaging  evits. 

Preparations  for  chapped  skin  should  be 
pushed  strong  during  the  entire  winter  and 
spring. 

Have  you  tried  to  interest  customers  in  soap 
holders  and,wash  cloths?  Put  a  display  on  the 
main  counter. 

Every  woman  wishes  to  keep  her  hands  in  the 
best  of  condition.  They  give  you  a  chance  to 
sell  rubber  gloves  for  dish  washing. 

Why  not  devote  a  show  case  to  different  lines 
of  brushes.  Tt  will  show  customers  the  variety 
and  assortment  of  your  stock. 

Medicine  glasses  should  have  a  bigger  sale 
tlian  they  enjoy  in  many  stores.  Give  them 
some  prominence. 

Court  plaster  is  always  handy  in  case  of  acci- 
dent.   Impress  this  on  your  customers. 

Dividing  your  sponge  stock  according  to 
price  and  putting  a  price  card  on  each  division 
helps  sales. 

Hot  water  bottles  sell  best  during  winter. 
Are  yqu  getting  your  share  of  this  trade. 


01.  Olivae    6  drams 

A(iua  Calcis    6  drams 

Adeps  Lanae  Anhydrous  1  ounce 

Tinct.  Benzoin  ,. 4  drams 

Cerae  Albae ' 2  drams 

Acid  Carbolic  1  ounce 

No.  III.— 

Bismuth  Subnitrate   1       dram 

Zinc   Oxide    1       dram 

Acid  Carbolic 24       min. 

Glycerin , .     11/2  drams 

Vaseline 1       ounce 

To  fasten  white  enamel  letters  on  glass  make  a  very 
thin  paste  of  calomel  and  mucilage.  Spread  this  thinly 
on  the  letters  and  press  upon  the  glass,  so  that  as  little 
as  possible  of  cement  is  left  between  the  glass  and  the 
letters. 


HINTS   ON   CONDUCTING    THE    PRESCRIPTION 
DEPARTMENT 

The  prescription  department  is  an  important  one  in 
evry  store,  because  of  the  number  of  customers  it 
brings  around  who  probably  would  not  otherwise  be 
secured.  It  should  therefore  be  given  the  proper  atten- 
tion. One  druggist  who  attributes  much  of  his  success 
in  the  prescription  department  to  his  attention  to  the 
little  things,  gives  the  following  rules: — 

Promptness  in  delivery  of  prescriptions  is  essential 
to  any  successful  pharmacy. 

I'rescriptions  to  be  called  for  sjiould  be  filled  at  once 
and  not  left  until  the  last  moment. 

Always  send  a  dropper  witli  all  eye  solutions  as  well 
as  with  other  li(|uids  to  be  taken  by  drops. 

Send  a  camel  hair  brush  with  licpiids  to  be  applied 
by  this  means.  Capsules  and  pills,  twenty-four  and 
over,  should  be  dispensed  in  screw  cap  bottles. 

Do  not  attempt  to  fill  a  prescription  by  substitutions 
or  by  guessing.  If  you  cannot  obtain  the  preparation, 
consult  the  doctor,  or  return  the  prescription. 


HINTS  TO  BUYERS 

Items  from  Manufacturers,  Jobbers, 
and  Agents 


COMING  EVENTS  CAST  THEIR  SHADOWS 
BEFORE 

The  above  is  the  reason  so  many  druggists  are  laying 
in  a  stock  of  "Rigo"  poison  bottles.  The  ones  that 
stock  them  now  are  wise  enough  to  see  that  the  public 
are  becoming  educated  to  the  fact  that  it  is  dangerous 
to  have  poisonous  liquids  dispensed  in  the  same  style 
bottle,  as,  for  instance,  cough  syrup.  A  writer  on  this 
subject  recently  made  the  statement  that  out  of  ten 
cases  of  accidental  poisoning,  seven  were  due  to  the 
fact  that  the  poison  taken  was  mistaken  for  an  internal 
medicine,  owing  to  the  similarity  of  the  bottles.  Now, 
Mr.  Druggist,  why  not  gain  some  prestige,  also  some 
good  advertising,  by  efpiipping  your  dispensary  with 
the  Rigo  practical  poison  bottles,  the  smartest  looking 
and  most  distinctive  bottle  for  the  purpose  on  the  mar- 
ket. This  bottle  is  packed  in  small  cases  (just  one  gross 
to  a  case  of  each  size),  and  cost  you  very  little  more 
than  the  ordinary  bottle  would,  in  the  same  quantity. 

Write  The  Richards  Glass  Co.,  Ltd.,  Toronto,  for 
sample  and  prices.  Obey  that  impulse — write  right 
now.  Don't  wait  until  j'our  competitor  reaps  the  bene- 
fit of  the  advertising. 
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.  The  Richards  Glass  Co.,  Ltd. 

hverything  182  Adelaide  street  West    TORONTO  Everything 


Think  What  Depends  on  the 


CORK 


#11'  EVERY    Druggist    has    experienced  tfjT  ONCE  you  have  decided  upon  "On- 

^      the  disastrous  results  arising  from  the  jJ      tario"  corks  your  troubles  are  over, 

use   of  inferior   quality   corks — the    dead,  We  take  no  chances — every  order  we  ship 

brittle  kind  that   crop   up  so   frequently.  is  absolutely  uniform  in  the  quality  you  want. 

Write  Out  a  Trial  Order  Now. 

The  Ontario  Cork  Company 

ARTHUR    BROOKS 

Agtnckt:  nt     nn      r<  C  !-•  "T"  Phonct: 

OTTAWA,  ont.  31-33  Froiit  St.  E.,  Toronto  ofHc:  Ad.wd.  itsb 

QUEBEC,  Qua.  '  RoHd.Bc. :  Beach  1099 
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B 

Beverly  Account  Reg-ister  Co •■  (■  c. 

Bush,  J.  W.  &  Co.,  Montreal 4 

I 

Imperial  Tobacco  Co.,  Montreal 41 

International  Stock  Food  Co.,  Toronto 7 

L 

Lawrason,  J.  P.  Toronto 46 

Lever  Bros.   Ltd.,  Toronto '. 3 

M 

Marvel  Co.,  New  York •> 

o 

Ontario  Cork  Co.,  Toronto 45 

P 
Pugh  Specialty  Co.,  Toronto 43 

R 

Rennie  Seed  Co.,  Toronto 46 

Richards  Glass  Co.,  Ltd.,  Toronto .-. 45 

S 

Sainsbury  Bros.  &  Co.,  Toronto .,         :59 

SharlanJ  &  Co.,  Montreal 5 

V 

Valentine  &  Sons,  United  Publishing  Co.,  Limilrd o.  f.  c. 

Vinolia  Co.,  Limited 3 

w 

Wampole,  Henry  K.,  Co.,  Ltd.,  Perth 0 

Warwick  Bros.  &  Rutter,  Toronto 37 

Wellington  &  Ward,  Montreal 43 

Willard's  Chocolates  Ltd.,  Toronto o.  b.c. 
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HIPIIII 


J.  P.  Lawrason 

25  Toronto  Street 

makes  a  specialty  of  selling  Drug 
Stocks   and  locating   Druggists. 

K  you  have  a  Stock  you  want  to  sell,  ot  if  you  want  to  buy  *  bu«- 
iness,  write  or  call.  I  might  give  you  a  suggestion  that  would  solve 
the  problem.  I  have  helped  others  and  might  help  you.  Bank 
'J^holesale  and  Retail  References. 

J.  P.  Lawrason,  Druggist,  Toronto,  Ont. 
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Current  Prices — Drugs  and  Chemicals 


AcetaniUd lb 

Acid — CarboUc    lb 

Citric  lb 

Salicylic    lb 

Alcohol — B.  P gal. 

Wood    gal. 

Ammonium — Brom lb 

Iodide     lb 

Atropine    Snlpb    dr. 

Acid — Acetic  lb 

Arsenious,    lump    lb 

Commercial     lb 

Benzoic,     Eng.       (from 

benzoin)     oz. 

German     oz. 

Boric     lb 

Gallic     lb 

Hydrobrqmic      lb 

Hydrocyanic     oz. 

Lactic,  concentrated   .  .  lb 

Marialic      lb 

Chem.   pure    lb 

Nitric    lb 

Clu^m.    pure     

Oleic     lb 

Oxalic     lb 

Pliosphoric,    syrupy     .  .  lb 

Dilute     lb 

Sulphuric    lb 

Chem.   pure    lb 

Aromatic     lb 

Tannic     lb 

Tartaric,   powdered    ...  lb 

Ade])s  Lanae    lb 

Albolene     lb 

Aloin     oz. 

Alum lb 

Ammonia — Arom.     Spts  •    ft 

Amyl  Acetate fb 

Amy!    Nitrite     oz. 

Antipyrine      oz. 

Antimony,    black   powd.      lb 

And   potas.    tart    Tb 

Apomorphia     gr. 

Arrowroot,    Bermuda    ...  lb 

-Tamaicii     lb 

Aristol    (Bee  Di-Thymol)    oz. 

Aspirin     oz. 

Bismntli — Sub.    carb    ...  lb 

Sub.  nit   ft 

Balsam.    Canada    lb 

Copaiba     Tb 

Pern     ft 

Tolu     ft 

Borax     ,.,..,....,.,,,  Hi 


»0.40           Powdered    IT)  .07 

16  V2        Bromoform     02.  .15 

.67        Bromine 02.  .10 

.  55       Caffeine    ft  4 .  60 

5  10           Citrate     ft  3.80 

1 '  00        Camphor     ft  .65 

'  „_       Chloroform  com ft  .40 

■°^       Cocaine,    H.C.L oz.  3.25 

^•*"       Codeine    Phos oz.  4.15 

.  70        Coioii    Butter     lb  .60 

.12  Cadmium,    Bromide    .  .  .  .oz.  .12 

.35            Iodide     oz.  .45 

.12  Calcium    Chlor.,    crystals,  ft  .80 

Sticks      ft  .75 

.30       Capsicum     ft  .20 

.  10            Powdered     ft  .25 

.  15  Carbon,    Bisulphide     ....  lb  .18 

.90        Cerium    Oxalate    oz.  .16 

.35  Chalk,    French,    powd. ...ft  .06 

.  12             Precipitated      ft  .10 

1.20            Prepared     ft  .06 

.05       Chloralmid     oz.  .45 

.20        Chloral    Hydrate    lb  1.05 

.12  Cinchonine,    Muriate     ...oz.  .25 

.25            Sulphate     oz.  .25 

.50  Cinchonidia,     Sulphate.  ..oz.  .45 

.13       Cloves    ft  .80 

.50            Powdered      ft  .35 

.16       Cochineal,     S.G ft  .70 

.04            Black    ft  .60 

.20       Collodion    ft  .55 

.  60       Colocynth     ft  .50 

.85            Powdered     ft  .70 

.38       Copper,    Carbonate    ft  .85 

.40            Sulphate     ft  .08 

.30            Oxide    lb  .55 

.20       Copperas     ft  .01 

.03       Cotton,   absorbent    ft  .28 

.  65       Cotton  Seed  Oil ft  1 .  00 

.50  Cream  Tartar,   powdered,  ft  .28 

.20       Creolin     ft  .60 

.40       Ether,    Acetic     ft  .60 

.12            Nitrous.    Spirits     ft  .45 

.40            Sulphuric.    725    ft  .46 

.  05       Glycerine    ft  .27 

.85       Gum    Aloes,    Barb     ft  .20 

.20                Powdered      lb  .80 

1.75            Cape      ft  .20 

.B.")                Powdered     lb  .80 

.'i.25           Socot     ft  .80 

3.00                Powdered     ft  .40 

.75            Arabic,     Select     ft  .45 

.  75                Powdered   ft  .50 

3.25           Benzoin     ft  .50 

.45           Catechu    ft  .20 

.  06               Powdered     lb  .26 


Gamboge     lb 

Powdered     lb 

Guaiacum   ft 

Myrrh      ft 

Tamarnc     ft 

Tragacanth     ft 

Herb— 

Horehound,   in  ozs.    ...  ft 
Lobelia     lb 

Iodoform     oz. 

Iodine,    commercial     ....oz. 
Kesublimed      oz. 

Iron,   carbonate,   precipit.lb 

Saccharated ft 

Citrate   and   Ammo- 
nium      ft. 

Quinine   and  Strych- 
nine     oz. 

And    Strychnine    oz. 

Iodide,    Syrup    ft 

Sulphate,    pure    ft 

Lithium — carb ft 

Citrate    ft 

SalicyUc    ft 

Menthol    ft 

Mercury — Sub.    Chlor. ...  ft 

Bichlor ft 

Amm.    chlor ft 

Morphine  Sulph    oz. 

Milk   Sugar    ft 

Oil — Aniseed     ft 

Bergamot     ft 

Cedar    ft 

Cloves     ft 

Eucalyptus     ft 

Peppermint,  American,  ft 

Santal  E.  I ft 

Oil — Coriander      oz. 

Cotton  Seed gal. 

Croton     ft 

Cubeb     ft 

Fennel    oz. 

Fusel     ft 

Hemlock     ft 

Juniper  wood lb 

.Tuniper,   berries    02. 

Origanum      ft 

Pennyroyal     ft 

Sassafras    ft 

Ointment   Mercurial    .-.ft 

Belladona     ft 

Blue    ft 

Canthar    lb 

Carbolic     ft 

Citrine     ft 


.R> 


1.35  Gallae 

1.50  Ointment — 

.  45  Galls   and   Opium    ....  ft 

.45  Iodine     ft 

1 .  50  Comp ft 

1.20  R«8i"     U 

Sulphur    ft 

23  Zinc  Oxide ft 

!20       Pepsin     ft 

.  40       Phenacetlne     ft 

.35  Potassium — Bromide     ...  ft 

•35  Iodide     ft 

■  is  I'rotropin   (and  Formin)   oz. 

.35       Quinine   Sulph    oz. 

Besorcin     ft 

.90        Senna     .ft 

Soda — Brom ft 

•  27  Iodide ft 

•  20  Sallcyl    ft 

■*0  Soda,   Ash    ....keg  or  cask 

.08  Caustic drum  or   ft 

1.50        Sodium.     Acetate     lb 

1.64  Benzoate ft 

1.50        Spermnceti      ft 

7-50        StrTChnine      oz. 

1.02  Sulphate     o«. 

.92  Strontium,  bromide,  cry8..ft 

1. 10  Powdered     ft 

3 .  50        Terpin  hydrate    ft 

.  25        Thymol      ft 

2.48       Trional     oz. 

7.00  Turpentine,     spirits     ...gaL 

.  40  Venice     ft 

2.26  LJrotropiii    (and  Formin)  oz. 

.90  Tablets,    20's     box 

6.00       Veratiia     oz. 

7.00       Verdigris        ft 

.75       Wax   Ceracine    ft 

1 .  40  Bayiberry     ft 

1.75  Carnauba    ft 

1 .  75  .lapan    lb 

.  20  Paraffine ft 

.80  White     No.    1     ft 

.45  No.    2    ft 

.  40  Yellow    ft 

.15  Zinc,  chloride,   fused    .  .  .oz. 

.40  Iodide     oz. 

2.00  Oxide     ft 

.  70  Slearate     oz. 

.70  Compound     os. 

.  60  Aristol      oz. 

.75  Ichthyol      oz. 

1 .  00  Sulphate,    pure    ft 

.40  Common     ft 

.  40  SulpbocurboUte    ft 


.50 

2.00 

.80 

.75 

.80 

.40 

.40 

1.20 

.95 

.57 

3.86 

.20 

.34 

.90 

.20 

.70 

4.28 

.60 

.214 

.2% 

.25 

.90 

.55 

.90 

.90 

.80 

2.50 

1.10 

4.00 

1.20 

.70 

,12% 

.20 

2.25 
.80 
.80 
.40 
.70 
.25 
.15 
.65 
.45 
.45 
.10 
.65 
.15 
.20 
.50 

8.00 
.80 
.10 
.06 
.80 
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Prevention  of 
Poison  Accidents 


The  numerous  deaths  and  acci- 
dents from  poisons  that  have 
occurred  of  late,  have  awakened 
those  connected  with  the  dru^  trade  to  the  necessity  of 
druggists,  individually  and  collectively,  making  an  ef- 
foi-t  to  reduce  the  number  of  same. 

Aside  from  the  humane  side  of  the  question,  there  is 
another  reason  why  druggists  should  give  some  study  and 
consideration  to  the  problem.  There  has  been  a  good 
deal  of  comment  on  the  frequency  of  such  poison  ac- 
cidents, helped  along  by  the  publicity  given  to  them  by 
the  daily  newspapers,  and  if  this  continues,  there  will 
certainly  be  a  general  public  demand  for  more  stringent 
laws  governing  the  sale  of  poisons  and  poisonous  pre- 
parations. The  present  laws  with  which  druggists  have 
to  comply  are  already  numerous  and  stringent  enough, 
without  any  further  burdensome  regulations  being  im- 
posed. 

Of  course,  if  more  stringent  laws  are  really  necessary 
for  the  protection  of  the  public,  no  fair  minded  drug- 
gist will  object.  We  believe,  however,  that  there  is  no 
necessity  for  more  stringent  laws  regarding  the  sale  of 
poisons,  if  the  druggists  themselves  will  only  put  forth 
an  effort  to  prevent  accidents  from  their  use.  There- 
fore, in  his  own  interests,  as  well  as  the  public's  inter- 
ests, every  druggist  should  give  the  question  serious 
thought,  with  consideration  of  ways  and  means  of  pre- 
venting accidents  from  this  cause. 


If  you  sit  down  and  watt  for  the  call  of  oppor- 
tunity, you  are  liable  to  get  an  awful  earache. 


Who    decides   as   to   the    brand 
of  goods  a  customer  shall  buy 
when    he    or   she    goes   into    a 
drug  store  to  make  a  purchase?     It  is  an  interesting 


Who  Decides  as 
to  the  Brands? 


question.  The  experience  of  a  member  of  staff  of  the 
firm  publishing  The  Retail  Diiiggist  related  to  the 
writer,  gives  an  interesting  sidelight  on  the  subject. 

Accompanied  by  his  wife,  he  went  into  a  prominent 
drug  store.  His  wife  wished  to  purchase  some  toilet 
water.  What  kind  would  it  be?  There  were  several 
brands  on  display,  some  of  them  widely  advertised  to 
the  consumer,  yet  she  had  not  been  influenced  sufficiently 
by  any  of  the  advertising  to  ask  for  any  particular 
brand.  The  clerk  recommended  a  certain  one,  which 
the  store  made  a  practice  of  pushing,  and  it  was  pur- 
clia.sed.     The  salesman  had  Ijeen  the  one  to  decide. 

The  next  article  asked  for  was  massage  cream.  Again 
the  clerk  recommended  the  store's  favorite  brand.  But 
the  gentleman,  who  was  buying  the  cream,  said  "No," 
and  called  for  a  brand,  the  consumer  advertising  of 
which  had  appealed  to  him,  and  strongly  enough  to 
cause  him  to  remember  it. 

The  next  article  asked  for  was  cold  cream,  and  again 
the  clerk  bi'ought  forth  the  .store's  favorite  brand,  and 
that  was  the  one  purchased.  Thus,  out  of  three  articles, 
the  salesman  influenced  as  to  the  brand  that  should  be 
purchased  in  two  cases,  and  consumer  advertising  was 
the  influencing  factor  in  one  case. 

Thus  is  shown  the  degree  to  which  the  salesman  in  the 
store  influences  sales.  It  demonstrates  that  the  retailer 
has  the  confidence  of  his  customers  and  that  as  a  friend 
of  the  purchasing  public,  his  advice  is  taken  to  no  little 
extent  in  the  matter  of  purchases.  It  illustrates  also 
why  a  good  deal  of  consumer  advertising  is  not  bringing 
in  as  great  results  as  it  should — because  it  is  not  backed 
up  by  the  co-operation  of  the  retailer,  who  is  a  big 
deciding  factor  as  to  the  brands  of  goods  his  customers 
shall  purchase.  There  is  no  doubt  that  extensive  adver- 
tising to  the  consumer  will  create  manj'  customers,  but  to 
produce  the  greatest  sales,  it  must  have  the  goodwill 
and  co-operation  of  the  retailer  behind  it. 

The  real  palmy  days  for  the  sporting  goods 
department  are  drawing  near,  and  the  dealer 
should  be  preparing  for  them. 


Give  the  Young 
Blood  a  Chance. 


Too    frequently    it   is   the   case 

that  merchants   who  belong  to 

the  old  school,  will  not  give  the 

younger  men  in  the  store  a  chance  to  put  some  of  their 

modern  ideas  into  practice  in  the  store — much   to  the 

detriment  of  sales. 

The  writer  encoiintered  an  instance,  illustrating  the 
point,  just  the  other  day.  A  young  fellow,  who  had 
been  head  clerk  in  a  certain  .store  for  a  considerable 
length  of  time,  had  a  good  many  live  merchaiulising 
ideals  that  he  would  liked  to  have  tried  out  in  the  busi- 
ness, but  the  proprietor,  a  staid  and  sober  merchant  of 
the  old  school,  at  once  squelched  any  proposals  by  the 
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clerk  of  live  and  modem  methods  of  going  after  busi- 
ness. 

This  winter,  the  proprietor,  on  account  of  ill  health, 
was  forced  to  go  south,  and  left  the  head  clerk  in 
charge  of  the  bu.sine.s,s.  'J'he  clerk  at  once  began  to 
introduce  a  number  of  modern  ideas  and  methods  into 
the  business.  They  were  not  expensive  ones,  but  just 
small  things  that  helped  trade  in  various  departments, 
and  impressed  customers  with  the  fact  that  the  estab- 
lishment was  a  live — not  a  decaying  one.  As  a  result, 
(he  sales  in  that  store  are  averaging  $12  per  day  more 
than  when  the  proprietor  went  south  and  the  clerk  took 
charge,  and  the  store  is  only  a  comparatively  small  one. 
The  increased  sales  are  about  paying  the  clerk's  salary. 

There  is  a  moral  in  this  story  that  not  a  few  mer- 
chants need  to  heed.  Too  often,  it  is  the  case  that 
biisiness  getting  ideas  in  the  young  men  are  nipped  in 
the  bud  by  the  proprietor  discouraging  any  attempts  to 
do  business  differently  from  the  methods  he  has  been 
following  in  past  years.  Merchandising  methods  are 
continually  advancing  to  a  higher  plane,  and  every  store 
must  keep  pace,  or  lose  its  place  in  the  race  for  business. 

The  attractive  package  may  appeal  to  the  cus- 
tomer on  the  first  purchase,  but  it  takes  quality 
to  bring  repeat  business. 


Should  Push  Sale 
of  Seeds  Now. 


The  .season  is  now  at  hand  when 
the  dealer  should  begin  to  give 
considerable  prominence  to 
seeds.  Even  if  the  ground  is  not  ready  to  receive  the 
seed,  there  is  no  reason  why  this  line  should  not  be  dis- 
played, for  many  people  buy  some  time  ahead,  while 
there  is  nothing  like  impressing  customers  with  the  fact 
that  you  handle  seeds.  Then,  when  they  are  in  need 
of  them,  they  will  know  where  to  come. 

It  is  scarcely  necessary  to  remind  the  dealer  in  the 
small  town  of  the  necessity  for  pushing  seeds,  for  he 
recognizes  the  opportunities  at  hand  in  the  sale  of  this 
line.  This  is  not  always  the  case  with  the  dealer  in  the 
larger  centre,  who  is  .sometimes  inclined  to  question  the 
po.ssibilities  in  the  sale  of  seeds.  He  apparently  forgets 
that  "back  to  the  land"  fever  that  grips  us  when  the 
spring  sun  begins  to  blossom  forth  in  full  strength,  and 
which  causes  every  man  who  has  a  plot  of  ground,  no 
matter  how  smalV,  to  make  plans  for  spring  gardening, 
and  causes  the  housewife  to  have  dreams  of  a  flower 
garden  like  mother  u.sed  to  have.  The  dealer  is  missing 
a  big  opportunity  for  some  extra  busines.s,  who  does 
not  take  advantage  of  this  smouldering  ambition  for  a 
garden  that  is  present  in  the  average  person  at  this  time 
of  the  year. 

No  matter  where  located,  however,  the  dealer  will  find 
that  if  he  wants  an  appreciable  trade  in  seeds  he  must 
give  prominence  to  this  line.  From  now  on,  during  the 
sowing  season,  keep  constantly  reminding  customers  of 
seeds  by  display,  new.spaper  and  personal  suggestion.- 

The  success  of  another  man  should  be  some- 
thing to  emulate,  not  to  envy. 


An  Opportunity 
in  Card  Writing. 


Every  dealer  should  turn  to  good 
account  the  lessons  in  card  writ- 
ing which  are  appearing  in  each 
issue  of  this  paper.  These  lessons  are  prepared  by  a 
practical  man.  They  are  simple  and  easily  mastered. 
Some  undoubtedly  possess  greater  aptitude  than 
others  for  card  writing.  But  even  those  with  the 
least  aptitude  need  not  despair. 
In  these  series  of  simple  articles  we  have  provided 


the  way.  Any  one  who  possesses  the  necessary  will 
power  can  profit  by  them. 

No  clerk  should  allow  the  opportunity  for  acquiring 
eflfieiency  in  card  writing  to  slip  by.  Every  lesson 
should  be  carefully  studied,  for  with  practice  comes  per- 
fection. 

And  a  good  card  writer  is  worth  money. 

If  your  goods  are  right  and  your  service  right, 
the  public  will  not  object  to  paying  you  a  fair 
profit.  . 


The  Retailer's 
Surplus  Capital. 


Many  retailers  whose  business 
has  developed  to  the  point  where 
a  surplus  of  capital  has  accumu- 
lated, have  been  perplexed  as  to  what  they  should  do 
with  this  surplus. 

To  allow  it  to  lie  in  the  bank  earning  merely  3  per 
cent,  interest  is  neither  businesslike  nor  profitable.  He 
is  a  poor  business  man  indeed  who  could  not  put  it  to 
better  use  than  that. 

As  to  what  a  retailer  who  finds  himself  with  a  sub- 
stantial cash  surplus  should  do  is  a  matter  which  each 
must  decide  for  himself,  as  no  hard  and  fast  rule  can 
be  made  which  shall  apply  to  all  alike.  There  are, 
however,  certain  underlying  principles  which  do  apply 
to  practically  all  cases. 

In  the  first  place  everyone  will  probably  concede 
that  it  is  unwise  to  cripple  one's  business  by  taking 
from  it  and  employing  elsewhere  capital  that  really 
belongs  to  it.  A  good  many  retailers  who  have  been 
dipping  deeper  into  real  estate  speculations  than  the 
condition  of  their  capital  warranted  have  been  learning 
this  to  their  sorrow  of  late. 

On  the  other  hand,  it  is  also  lanwise  to  keep  capital 
inadequately  employed.  Not  only  is  it  not  earning  as 
much  as  it  should  earn,  but  when  there  is  a  plentiful 
supply  of  cash  on  hand  there  is  not  always  the  same 
disposition  to  look  closely  after  the  collection  of  ac- 
counts. 

A  large  wholesale  dealer  in  Toronto  who,  when  he 
died  a  few  years  ago,  had  amassed  a  large  fortune, 
made  it  a  rule,  as  he  termed  it,  to  "starve  his  business." 
That  is,  he  kept  as  much  of  his  capital  as  possible  safe- 
ly invested  in  good  marketable  securities.  The  result 
was  that  his  capital  inside  his  business  was  kept  work- 
ing hard. 

Another  successful  dealer  made  it  a  practice  of  invest- 
ing his  money  in  central  revenue-producing  real  estate 
upon  which  at  any  time  should  there  have  been  a  neces- 
sity for  his  doing  so,  he  could  raise  money  on  a  mort- 
gage.     He,  too,  died  a  wealthy  and  honored  citizen. 

In  the  employment  of  surplus  capital  outside  the 
business  it  often  makes  all  the  difference  in  the  world 
as  to  whether  it  is  used  as  an  investment  or  for  specu- 
lating purposes.  It  is  unwise  to  speculate  when  you 
cannot  afford  to  take  a  chance.  And  when  investing 
it  is  well  to  consider  the  possibilities  of  turning  the  in- 
vestment into  cash  in  case  of  emergency. 

There  are  some  who  hold  that  the  retailer  should  not 
invest  in  anything  outside  his  own  business.  In  many 
instances  this  would,  no  doubt,  be  sound  advice.  But 
to  make  it  a  hard  and  fast  rule  would  not  be  wise.  If 
the  business  is  one  which  possesses  great  potentialities 
by  all  means  develop  it.  But  if  its  potentialities  are 
not  good :  if  it  has  about  reached  the  limit  of  its  possi- 
bilities, the  wisest  thing  might  be  to  keep  the  surplus 
capital  working  on  another  job. 

There  is  one  outstanding  fact  about    capital    these 
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days — the  demand  exceeds  the  supply.  And  the  chief 
concern  for  those  who  possess  a  surplus  is  how  and 
where  it  is  best  to  employ  it. 


Don't  Fool  Yourself  on  Profits 


SHORT  NOTES  FROM  THE  EDITOR'S  PEN. 

Sijnis  of  better  business  are  evident  everywhere. 

•  •     •     • 

Spring  is  the  season  of  renewed  life.  Put  new  life 
into  your  business. 

•  •    •    • 

Dnifrprists  and  their  clerks  will  find  it  profitable  to 
develop  their  salesmanship  ability. 

•  •     •    • 

The  greatest  factor  in  the  success  of  an  advertisement 
is  its  kick  of  suggestion. 

•  •     •     • 

Some  druggists  are  handling  umbrellas.    Nothing  like 

preparing  for  a  riainy  day. 

•  '•     •     • 

Ca.sh  in  on  the  pos.sible  business  in  seasonable  lines 
before  the  other  fellow  has  secured  the  cream  of  the 

trade. 

•  •     •     • 

Don't  let  the  5  and  10-cent  stores  get  that  trade  that 
properly  belongs  to  you.  You  can  hold  it,  if  you  go 
after  it  in  the  right  way. 

•  •     •     • 

On  the  front  of  a  shop  in  Toronto  is  a  sign  "Kendall — 
stationary."  Well,  even  if  he  is,  we  don't  see  why  he 
should  advertise  the  fact. 

•  •     •     • 

One  of  the  side  lines  carried  by  a  Toronto  driiggist 
is  electric  light  globes.  He  is  doing  a  considerable  busi- 
ness in  the  line,  too. 

•  •     •     • 

Long,  complex  sentences  have  no  place  in  your  adver- 
tising, any  more  than  in  your  talk  to  customers.  Make 
your  written  or  spoken  conversation  easy  to  understand. 

•  •     •     • 

For  his  own  good,  as  well  as  for  humane  reasons,  the 
druggist  should  give  some  study  to  ways  and  means  of 
preventing  deaths  and  accidents  from  poisons. 

•  •     •     • 

It  is  probable  that  the  druggist  who  was  still  running 
his  Christmas  ad.  in  the  paper  in  March,  says  that  ad- 
vertising does  not  pay.  We  agree  that  advertising  of 
that  kind  certainly  does  not  pay. 

•  •     •     • 

Are  you  following  our  special  course  in  show  card 
writing?  Everyone  admits  the  great  value  of  good 
show  cards  in  creating  sales,  and  for  that  reason  every 
druggist  and  clerk  should  study  the  practical  and  useful 
course  in  card  writing  now  running  in  The  Retail  Drug- 


•  •     •     • 

The  housewives'  thoughts  at  this  time  turn  to  house- 
cleaning,  and  so  should  the  druggist's.  He  has  a  variety 
of  lines  that  the  housewife  will  require  in  the  annual 
spring  clean-up,  and  these  should  be  featured.  He  s^hould 
also  give  some  thought  to  actual  house-cleaning  in  con- 
nection with  his  store. 

•  •     •     • 

Advertising  is  the  yeast  that  raises  your  sales,  but  it 
must  be  worked  together  with  a  complete  and  suitable 
stock  of  merchandise,  and  a  good  seasoning  of  the  sugar 
of  courteous  attention  from  an  efficient  store  service, 
with  the  salt  of  the  honesty  of  the  golden  rule  in  the 
store's  dealings,  all  to  be  larded  over  with  the  most 
attractive  features  of  store  front,  window  display  and 
interior  arrangement. 


THE  writer  has  before  him  a  booklet  sent  out  to  re- 
tailers by  a  wholesale  firm,  in  which  they  set 
forth  that  the  dealer  can  make  40  per  cent,  profit 
on  one  of  their  lines.  According  to  the  booklet, 
the  dealer  buys  a  quantity  of  this  line  at  $5.00  and 
sells  it  at  $7.00,  making  $2.00  on  the  transaction.  This 
is  figured  out  as  giving  the  dealer  40  per  cent. 

Figuring  on  the  cost  price,  this  is  of  course,  40  per 
cent.,  but  if  we  figure  it  on  the  selling  price — the  basis 
on  which  every  merchant  figures  his  expenses — we  find 
it  is  only  $2.00  made  on  a  sale  of  $7.00,  or  28  4-7  per 
cent.  For  argument's  sake,  we  will  say  that  a  dealer's 
expenses  are  22  per  cent. — of  course,  on  selling  price, 
because  they  are  always  figured  that  way.  He  would 
imagine,  according  to  this  booklet,  that  this  line  would 
net  him  18  per  cent.,  while  in  truth  it  would  only  net 
him  some  6  4-7  per  cent.— which  it  must  be  admitted  is 
considerable  of  a  difference. 

Many  dealers  are  being  fooled,  and  are  fooling  them- 
selves by  the  incorrect  figuring  of  profits.  They  don't 
seem  to  recognize  the  difference  between  profit  on  cost 
price  and  profit  on  selling  price.  Let  us  suppose,  for 
example,  that  a  dealer's  expenses  figured  out  at  18  per 
cent.  He  might  think  that  if  he  got  an  average  profit 
of  201/2  per  cent,  on  the  cost  price  of  goods  that  he 
would  be  making  money.  That  is  just  where  he  would 
be  fooling  himself,  and  fooling  himself  badly,  for  20 V^ 
per  cent,  on  cost  price  would  only  mean  17  per  cent,  on 
selling  price.  If  his  expenses  figured  out  at  18  per 
cent,  he  would  be  losing  1  per  cent,  on  all  business  done, 
instead  of  making  a  profit  as  he  supposed.  Surely, 
there  is  much  need  of  examining  thoroughly  into  this 
question  of  profit.  There  are  not  a  few  dealers  who 
think  they  are  making  a  profit  on  certain  lines  when 
they  are  not. 

Frequently,  travellers  in  putting  before  retailers,  the 
profit  to  be  made  on  the  line  they  sell,  figure  their  per- 
centage of  profit  on  the  cost  price,  and  not  on  the  sell- 
ing price.  Such  a  traveller  will  tell  the  dealer  that 
the  line  will  pay  them  a  profit  of  25  per  cent. — but  that 
is  on  the  cost,  and  only  means  20  per  cent,  on  selling 
price.  In  the  same  way,  33  1-3  per  cent,  quoted  on  cost 
only  means  25  per  cent,  on  selling  price — 38.9  per  cent, 
on  cost  only  means  28  per  cent,  on  selling  price — and  so 
on. 

The  dealer  who  courts  success  must  concern  himself 
with  profits.  He  must  realize  that  advance  on  cost 
does  not  mean  the  same  percentage  on  sales.  He  must 
remember  that  expenses  are  always  figured  on  selling 
price.  He  would  do  well  to  always  figure  his  profits  on 
selling  price.  Then  he  will  be  safe — and  it  is  better  to 
be  safe  than  sorry. 


Business  !»  a  jealous  servant;  it  is  sensitive;  it  de- 
mands imdivided  attention;  if  neglected,  its  disfavor 
is  shown  in  reduced  profits;  it  will  boss  the  inefficient 
man— play  with  him— tangle  him— finish  him.  For  the 
constant,  consistent,  elflcient  man,  for  the  man  who 
knows  ail  the  ills  to  which  business  is  subject,  who 
governs  the  big  things  from  knowledge  of  the  little 
things — for  that  kind  of  a  man  it  works  overtime. 
Stretching  the  earning  capacity  of  every  dollar,  it 
grows,  expands,  earns,  knowing  only  one  limitation — 
the  measure  of  its  Boss. — E.  St.  Elmo  Iiewis. 
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News  From  Coast  to  Coast  of  Interest  to  Druggists 


What  is  going  on  all  over  Canada  of  in- 
terest to  men  engaged  in  the   retail  trade. 


WINNIPEG  CONVENTION  OPENS  AUG.  17. 

A  Four  Day  Session 

THE  annual  convention  of  the  Canadian  Pharma- 
ceutical Association,  which  takes  place  at  Win- 
nipeg this  year,  will  open  on  Monday,  Aug.  17 
and  continue  for  four  days.  This  is  the  date  that  has 
been  decided  on  by  the  executive  as  the  most  suitable 
and  convenient  for  members  in  all  parts  of  the 
Dominion,  and  with  the  date  now  definitely  decided  on, 
the  committees  are  getting  their  plans  and  arrange- 
ments for  the   convention  under  way. 

Low  Rates   on   Railwajrs. 

The  executive  have  already  taken  the  matter  of 
transportation  rates  and  facilities  up  with  the  railroad 
officials,  and  as  in  past  years,  the  lowest  possible  rates 
will  be  secured  for  members  from  all  parts  of  the 
Dominion. 

Strong  local  committees  have  been  appointed  and 
are  already  busy  on  their  respective  duties,  and  each 
one  is  aiming  to  carry  out  its  part  of  the  arrange- 
ments in  a  most  successful  manner.  The  local  commit- 
tees have  the  matter  of  hotel  accommodation  under 
hand. 

Aggressive  Local  Committees  at  Work. 

C.  W.  Campbell  is  the  local  secretary  in  charge  of 
arrangements  and  the  local  committees  are  as  follows: 

Finance — A.  J.  Brown  (Convener),  A.  T.  Council,  A. 
I.  Brooking,  T.  T.  Malcolm. 

Reception — T.  Andrews  (Convener),  A.  R.  Leonard, 
F.  L.  Brown,  W.  McCullough,  A.  Bertrand,  R.  C.  Jamie- 
son. 

Program — C.  W.  Campbell  (Convener),  F.  Whaley, 
J.  K.  Brown,  B.  H.  Bartlett,  W.  D.  McDougall. 

Attendance — D.  Clement  (Convener),  M.  Westaway, 
R.  T.  Butchart,  C.  Parker,  A.  Argue,  J.  K.  Hill,  C. 
Hasselfield,  E.  Casselman,  D.  W.  Bradshaw,  M.  G. 
Colecleugh,  R.  A.  McRuer,  W.  D.  MacDougall. 

Ladies'  Entertainment — Mrs.  M.  Colecleugh. 

Publicity — J.  Werner. 

Each  Member  should  do  his  Part. 

The  members  of  these  committees  can  certainly  be 
depended  on  to  do  their  part,  and  it  now  only  re- 
(luires  the  co-operation  and  presence  of  individual  mem- 
bers to  assure  a  most  successful  convention  this  year. 
Paste  "Winnipeg— August  17"  in  your  hat,  and  begin 
now  to  make  your  plans  to  be  present.  The  date  of 
the  convention  is  one  that  allows  of  a  big  attendance, 
while  the  questions  to  come  up  for  discussion  there 
will  certainly  make  it  worth  the  while  of  every  Can- 
adian druggist  being  present,  who  can  possibly  do  so. 


JOSEPH  SKINNER,  OF  OTTAWA,  PASSES  AWAY 

OTTAWA — Joseph  Skinner,  a  well  known  druggist 
of  this  city,  passed  away  on  March  16,  after  being  con- 
fined to  his  home  since  December.  Mr.  Skinner  was 
born  in  Horncastle,  Eng.,  72  years  ago,  coming  to  Can- 
ada as  a  boy.  He  was  in  Kingston  for  some  years,  but 
came  to  Ottawa  in  1865  and  started  in  business  on 
Wellington  St. 


He  had  the  unique  record  of  having  conducted  a  drug 
store  in  the  same  location  for  over  half  a  century.  Of 
late  years  the  business  has  been  conducted  under  the 
firm  name  of  J.  Skinner  &  Son,  although  Mr.  Skinner 
has  always  taken  an  active  interest  in  the  business  until 
his  recent  illness.  His  son,  (Harry  W.,  has  been  asso- 
ciated with  his  father  in  business  for  several  years. 


TORONTO  CIGAR  FIRM  STOCKS  BOX  CANDY 

TORONTO — A  novel  innovation  in  the  sale  of  candy 
in  this  city  is  the  stocking  of  box  chocolates  by  a  local 
cigar  firm — A.  Clubb  &  Sons,  who  have  a  number  of 
retail  stores  throughout  the  city.  This  seems  to  be 
following  the  line  of  the  chain  cigar  stores  in  New 
York,  which  installed  soda  fountains  in  their  stores 
last  year,  believing  that  the  man  who  came  in  to  get  a 
cigar  might  frequently  be  induced  to  treat  himself  to 
soda,  or  that  the  convenience  of  being  able  to  secure 
both  cigars  and  soda  at  the  one  store  would  appeal  to 
many. 

No  doubt  the  same  line  of  reasoning  has  caused  the 
local  cigar  stores  to  stock  chocolates.  They  feel  that 
the  man  who  comes  in  to  buy  cigars  will  frequently 
purchase  chocolates,  or  even  that  the  chocolates  will 
sometimes  attract  a  man  who  will  buy  cigars.  At 
any  rate,  they  are  not  confining  their  chocolate  sales 
to  the  interior,  but  are  using  window  display  in  some 
instances  to  feature  them  also. 


SUNDAY  HOURS'  PLAN  IN  RE6INA  WORKING 
SATISFACTORILY 

REGINA,  SASK. — The  arrangement  made  by  Regina 
druggists  as  to  Sunday  hours  is  proving  satisfactory 
both  to  the  public  and  the  druggists.  There  are  ten 
stores  in  the  city  which  are  in  the  arrangement  (the 
others  being  in  department  stores),  and  five  are  open 
each  Sunday,  which  makes  each  store  open  only  every 
other  Sunday. 

This  makes  it  very  satisfactory  to  the  druggists  and 
their  clerks,  as  in  most  stores  there  are  four  men,  and 
as  two  can  handle  the  business  on  Sunday,  each  man  is 
required  to  work  only  one  Sunday  in  four. 

All  Are  Well  Pleased. 

There  has  been  an  arrangement  somewhat  similar  to 
this  for  some  years,  but  as  four  or  five  new  drug  stores 
have  opened  up  here  in  the  last  six  or  seven  months,  it 
has  been  necessary  to  make  a  new  schedule.  At  the 
last  meeting  held  to  discuss  the  matter  some  months 
ago  there  was  not  a  single  druggist  who  wished  to  go 
back  to  the  old  way  of  having  every  store  open  every 
Sunday. 

The  stores  are  open  only  6V2  hours  altogether  on 
Sunday.  The  hours  are  from  10  to  12  a.m.,  2  to  5 
p.m.,  and  8  to  9.30  p.m.,  and  these  seem  to  be  perfectly 
satisfactory  to  both  public  and  doctors. 

Schedule  Issued  for  Public  Guidance. 

About  every  six  months,  a  new  schedule  is  issued, 
showing  the  stores  that  are  open  on  each  Sunday.  Each 
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store  takes  two  or  three  hundred  which  they  use    to 
whatever  advantage  they  deem  best. 

Those  in  the  agreement  are :  Regina  Pharmacy, 
1861  Searth  Street;  E.  A.  Jolly,  1821  South  Railway; 
Canada  Drug  &  Book  Co.,  1925  South  Railway ;  A.  Dun- 
can, 1747  Searth  Street ;  R.  N.  Kelly,  2031  South  Rail- 
way; R.  P.  Teasdale,  2220  Eleventh  Avenue;  Duncan 
H.  Anderson,  196.{  Albert  Street;  Dewdney  Drug  Co., 
2514  Dewdney  Avenue;  H.  M.  Hindson,  13th  and  Rob- 
inson Streets;  East  End  Drug  Co.,  11th  and  Ottawa 
Streets. 


SHOPLIFTING  IN  DRUG  STORE 

CALGARY,  ALTA.— While  filling  his  jjockets  with 
articles  from  the  counters  of  a  Calgary  drug  store,  a 
"steady"  customer  was  detected  by  a  clerk,  who  made 
him  disgorge  everything  he  had  taken. 

Among  the  articles  were  two  bottles  of  toilet  water,  a 
cake  of  very  expensive  toilet  soap,  a  small  manicure  set 
and  a  box  of  chocolates.  The  thief  was  just  about 
to  leave  the  premises  when  the  clerk  stopped  him. 

Accused  of  having  taken  other  articles,  the  young 
mail  who  had  been  doing  the  pilfering  admitted  that 
he  had  stolen  articles  on  diflFerent  occasions.  Rather 
than  face  a  charge  of  theft  he  took  the  clerk  to  his 
room,  where  toilet  preparations  and  other  dinig  store 
article*  were  found  to  the  value  of  $40.  He  returned 
these  and  stated  that  he  had  not  disposed  of  any  of  the 
things  he  had  taken  during  his  inroads  on  the  counter 
displays. 

Much  Petty  Thieving — Little  Prosecution. 

Local  store  managers  state  that  petty  thieving  is 
(|uite  common  in  the  city,  shoppers  fre(|uently  being 
detected  in  stealing  articles  from  showcases  and  coun- 
ters. Many  people  who  are  not  by  any  means  in  re- 
duced circumstances  take  things  of  very  little  value, 
leaving  themselves  open  to  arrest  and  j)rosecution  in 
the  gratification  of  a  mania  to  get  something  for  noth- 
ing. 

The  police  state  that  the  stores  refuse  to  prosecute 
these  petty  shoplifters  in  the  majority  of  cases,  prefer- 
ring to  let  the  matter  drop  if  the  goods  are  returned, 
and  the  people  who  are  caught  taking  them  promise  to 
stay  out  of  the  store.  The  offenders  in  most  cases  are 
women. 


DRUGGIST  PURSUES  BANK  ROBBERS  WITH  32 
REVOLVER 

In  the  recent  Royal  Bank  robbery,  at  Abbotsford, 
B.C.,  Mr.  Ware  Copeland,  the  local  druggist,  distin- 
guished himself  .  As  the  four  bandits  emerged  from 
the  bank  after  shooting  everything  in  sight,  Mr.  Cope- 
land  took  after  them  with  a  32  calibre  revolver.  Pol- 
lowing  them  along  the  railway  track  and  through  the 
bush  and  firing,  he  secured  a  package  of  one  hundred 
$1  bills  and  several  $5  bills.  Mr.  Copeland  was  joined 
later  by  every  armed  man  in  the  district,  and  officers 
from  Vancouver  and  New  Westminster,  but  the  rob- 
bers held  off  their  purusers  until  safe  in  a  forest  near 
^he  boundary  line. 


COLLECTING  MONEY   BY   PUBLICITY. 

A  retail  merchant  found  himself  badly  in  need  of 
money.  He  had  about  $3,000  outstanding,  but  he  did 
not  seem  to  be  able  to  collect  it.  He  had  some  new 
bill-heads  printed,  so  the  story  goes,  and  sent  a  state- 


ment to  each  customer,  showing  past  due  amount.  On 
the  back  of  this  form  he  had  printed: 

After  60  days,  I  will  advertise  for  sale  all  my  book  ac- 
counts and  notes  past  due  six  months  and  over. 

In  advertising  these  accounts  and  notes  I  shall  give 
the  names  and  addresses,  the  first  and  last  charge,  and 
the  amount  each  person  owes. 

I  have  adopted  this  means  of  disposing  of  all  old 
accounts  and  notes.  Whoever  is  owing  me  old  book 
accounts  or  on  notes  must  come  in  and  settle,  if  they 
do  not  care  to  have  their  names  published  in  the  news- 
papers, which  is  necessary  in  order  to  get  the  best  re- 
sults in  disposing  of  my  accounts  and  notes. 

The  merchant,  the  second  day  after  mailing  these 
statements,  received  over  $700,  the  third  ^ay  over  $600, 
and  the  fourth  day  also  over  $600. 

Another  Collection  Story. 

An  English  paper  quotes  with  unbelief  a  story  which 
may  have  been  the  father  of  the  foregoing. 

A  small  merchant  (so  it  says  the  account  runs)  put 
lip  in  his  shop  this  sign: 

"The  names  and  addresses  of  all  those  who  buy 
goods  at  this  shop  and  don't  pay  for  them,  can  be  seen 
in  the  credit  book  on  payment  of  a  fee  of  twopence." 
The  resnlt  was  miraculous.  Not  only  did  the  curious 
pay  their  twopence  by  the  dozen,  but  those  owing  ac- 
coniits  speedily  settled  them,  until  the  credit  book  be- 
came a  thing  of  the  past. 


NEWS  NOTES  OF  INTEREST  TO  DRUGGISTS. 

P.  P.  Pickering,  of  Orangeville,  Ont.,  has  been  indis- 
posed of  late. 

C.  H.  Moore,  of  Cobalt,  was  in  Toronto  on  business 
during  the  latter  part  of  March. 

Harry  Campbell,  of  North  Bay,  Ont.,  was  in  Toronto 
on  business  during  the  week  of  March  23. 

Hamilton,  Ont..  newspapers  announce  that  Liggett 's, 
Ltd.,  are  negotiating  for  a  store  in  that  city. 

H.  E.  Middleboro,  of  Owen  Sound,  has  moved  across 
the  street,  having  sold  the  building  which  he  lately  oc- 
cupied to  the  Merchants   Bank. 

J.  Herb  Brownlee,  of  Owen  Sound,  Ont.,  gave  a  ban- 
II net  to  the  City  Hockey  League.  The  Druggists'  team 
were  the  champions  of  the  league. 

C.  A.  Campbell,  manager  of  the  Toronto  branch  of 
the  Henry  K.  Wampole  Co.,  acompanied  by  J.  W.  Allis- 
ton,  visited  the  head  office  of  the  company  at  Perth, 
Ont.,  the  last  week  in  March. 

A.  J.  Greenwood  &  Co.,  of  St.  Catharines.  Out.,  have 
opened  up  a  branch  in  the  east  end  of  that  city,  with 
S.  Ridley  in  charge.  The  new  store  is  an  attractive 
one,  equipped  with  up-to-date  fixtures. 

Col.  P.  PI.  Laing,  druggist,  of  Windsor,  Ont.,  has  se- 
cured the  premises  in  the  Laing  block,  formerly  occu- 
pied by  the  Royal  Bank,  and  it  is  likely  he  will  move 
his  drug  business  to  that  desirable  location,  and  rent 
his  present  premises. 


MERGER  IN  RESTRAINT  OF  TRADE 

What  the  man  spent  for  flowers  and  candy  before 
his  wedding  was  quite  some. 

But  not  a  red  afterward. 

Accordingly  the  florists  and  confectioners  filed  a  bill 
in  the  federal  court. 

"This  merger,"  they  protested,  "is  in  restraint  of 
trade," 
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Ontario  Retail  Merchants  Hold  Annual  Convention 


In  Toronto  on  Feb.  25  and  26 — Many  questions  of  interest 
to  the  retail  trade  brought  up  and  dealt  with — Henry 
iVatters  of  Ottawa  elected  on   Toronto  Exhibition  Board. 

BY  A   STAFF    REPRESENTATIVE 


THE  fifteenth  annual  convention  of  the  Ontario 
Provincial  Board  of  the  Retail  Merchants'  As- 
sociation of  Canada  was  held  in  the  Temple 
Building,  Toronto,  on  Wednesday  and  Thurs- 
day, February  25  and  26,  when  a  big  variety  of  ques- 
tions of  general  interest  and  concern  to  retail  mer- 
chants were  discussed  and  dealt  with.  A  feature  of 
the  convention  was  a  banquet  on  Wednesday  evening, 
when  a  much-appreciated  address  was  delivered  by  A. 
F.  Sheldon,  the  well-known  business  educator  of  Chi- 
cago, 111.,  on  "The  Science  of  Building  a  Retail  Busi- 
ness." 

Need  of  Organization. 

Wednesday  morning  was  taken  up  with  the  regis- 
tration and  reception  of  delegates.  When  the  session 
opened  in  the  afternoon,  the  address  of  welcome  of  J.  C. 
Van  Camp,  President  of  the  Toronto  branch,  was  read 
by  F.  C.  Higgins.  It  referred  to  the  progress  made 
during  the  past  year,  and  pointed  out  that  never  before 
has  there  been  more  need  of  a  strong  organization  than 
to-day,  especially  with  the  big  cry  regarding  the  high 
cost  of  living,  for  which  the  retailer  is  being  blamed. 

B.  W.  Ziemann,  President  of  the  Dominion  Board,  in 
replying,  referred  to  the  wonderful  strides  made  during 
the  past  few  years,  and  hoped  that  the  association 
would  soon  take  the  place  in  the  commercial  world  that 
it  is  destined  to.  He  touched  upon  the  question  of  the 
high  cost  of  living,  placing  much  of  the  blame  on  the 
changing  conditions  that  have  added  to  cost. 

Advocates  Fire  Insurance  Inspector. 

E.  C.  Matthews,  retiring  President,  in  his  address, 
pointed  out  that  the  retailers  were  the  largest  commer. 
cial  class  in  the  Province,  and  were  so  necessary  that 
i^hey  could  not  be  dispensed  with.  He  referred  to  the 
,-alue  of  association  work,  and  trusted  that  retailers 
would  not  only  become  members,  but  take  a  real  inter- 
est in  the  work.  He  advocated  the  engaging  of  a  first- 
class  fire  insurance  inspector  to  go  from  town  to  town 
and  inspect  the  policies  and  premises  of  retailers. 

The  considering  of  resolutions  began  on  Wednesday 
afternoon.  The  first  question  was  the  proposed  ap- 
pointment of  a  fire  marshal  for  the  Province  of  On- 
tario by  the  Government.  It  was  felt  that  such  a  fire 
marshal  should  be  appointed  under  the  direction  and 
authority  of  a  Minister  of  the  Crown,    so  that    in    the 


OFFICERS  ELECTED. 

The  officers  of  the  Ontario  Provincial  Board 
of  the  Retail  Merchants'  Association  elected  for 
the  ensuing  year  were  as  follows  : — 

President:  B.  W.  Ziemann,  Preston. 

First  Vice-President,  A.  M.  Patterson,  Brock- 
ville. 

Second  Vice-President,  R.  D.  Cameron,  Luck- 
now. 

Treasurer,  F.  C.  Higgins,  Toronto. 

Secretary,  E.  M.  Trowern,  Toronto. 


event  of  any  severe  restrictive  measures  being  imposed 
by  the  fire  marshal,  or  his  deputies,  that  retail  mer- 
chants may  have  access  to  the  Minister,  and  be  able  to 
lay  their  complaints  before  him,  and  a  resolution  was 
passed  to  this  effect. 

Workmen's  Compensation  and  Parcel  Post. 

The  association  will  ask  that  the  proposed  Workmen's 
Compensation  Act  be  amended,  so  that  retail  merchants 
cannot  be  included  by  the  Board,  as  is  possible  accord- 
ing to  the  act  at  present  proposed,  but  only  through  an 
amendment  to  the  act  itself,  passed  by  the  Government. 
6.  B.  Ryan  of  Guelph  said  he  had  gone  through  the 
proposed  bill,  and  believed  that  it  would  be  a  heavy 
expense  to  maintain. 

Many  of  the  daily  newspapers  have  been  clamoring 
for  an  increase  in  the  first  zone  in  the  parcel  post  sys- 
tem, and  also  for  an  increase  in  the  maximum  weight 
of  parcels  carried.  The  convention  passed  a  resolu- 
tion that  no  change  should  be  made  in  the  present  par- 
cel post  system,  as  recently  adopted  by  the  Government, 
until  it  has  been  fully  worked  out  and  tested,  and  that 
it  would  be  insisted,  that  as  far  as  possible,  it  be  self- 
sustaining. 

Much  Discussion  on  Pedlar  Question 

The  question  of  pedlars  was  one  that  came  in  for  a 
good  deal  of  discussion,  and  views  on  the  matter  were 
many  and  varied.  Some  thought  that  the  farmers 
should  not  be  privileged  to  peddle  in  competition  with 
the  retail  dealer  who  pays  a  business  tax,  even  if  they 
do  produce  their  own  goods,  but  it  was  considered  an 
unwise  time  to  ask  that  any  license  be  put  on  them, 
as  there  is  such  a  cry  at  the  present  time  about  bring- 
ing producers  and  consumers  together  in  an  effort  to 
reduce  the  high  cost  of  living.  Some  thought  that  noth- 
ing should  be  done  to  prevent  farmers  from  coming 
into  town.  Some  suggested  that  the  merchant,  wher- 
ever possible,  should  buy  the  farmers'  produce  himself. 
One  thing  was  agreed  upon — that  the  Pedlars'  Act 
should  be  put  in  English  that  can  be  interpreted. 

Retailer  Paying  Cartage  at  Both  Ends 

When  the  convention  opened  on  Thursday  morning, 
the  question  of  cartage  being  paid  for  at  both  ends 
by  the  retailer  came  up,  and  many  views  on  the  matter 
were  expressed.  Eric  Jamieson,  of  Hamilton,  pointed 
out  that  many  dealers  look  at  invoice  and  set  selling 
price  accordingly  without  taking  cartage,  etc.,  into 
consideration.  If  cartage  was  paid  by  wholesaler  and 
included  in  invoice,  it  would  eliminate  this  mistake. 
T.  B.  Cramp,  of  Orillia,  would  like  to  have  goods  de- 
livered free  at  home  station,  thus  eliminating  possi- 
bility of  making  any  mistake  in  setting  prices.  The 
question  will  be  passed  on  to  the  Dominion  Board 
after  views  of  retailers  have  been  secured. 

Payment  of  Freight  and  Express  Claims 

Following  this,  the  securing  of  payment  of  claims 
from  express  and  freight  companies,  was  taken  up.  T. 
B.  Cramp,  of  Orillia,  thought  that  much  of  the  diffi- 
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culty  could  be  overcome  by  seeing  that  claims  were  put 
in,  in  proper  form.  It  was  pointed  out  by  a  Midland 
man  that  where  there  is  only  one  railroad,  that  you  do 
not  get  as  prompt  consideration  as  if  two,  and  he  finds 
it  an  excellent  plan  to  put  claim  in  through  the  whole- 
sale house,  letting  them  send  you  a  credit  note  for 
amount. 

New  Proposal  in  Place  of  Bulk  Sales  Act 

It  was  reported  that  the  proposed  Bulk  Sales  Act 
in  Ontario  had  been  abandoned  by  the  Canadian  Credit 
Men's  Association,  and  that  in  its  place  the  joint  com- 
mittees from  the  Retail  Merchants'  Association  and  the 
Canadian  Credit  Men's  Association  had  agreed  on  a 
new  proposal,  thought  to  give  the  desired  protection  to 
wholesalers,  but  without  any  great  burden  on  the  re- 


ME.  WATTERS  APPOINTED  AQAIN. 

HENRY  WATTERS,  druggist,  of  Ottawa,  was  again 
appointed  as  representative  on  the  Toronto  Ex- 
hibition Board  by  the  Ontario  Provincial  Board 
of  the  Retail  Merchants'  Association  at  their  recent 
convention  in  Toronto. 


tailer.  The  new  proposal  is  simply  that  all  retail  mer- 
chants who  propose  selling  out  their  businesses,  should 
be  compelled  by  law,  to  give  all  their  creditors  fifteen 
days'  notice  of  their  purpose.  Several  members 
thought  that  it  would  be  a  serious  matter  to  have  to 
give  notice  to  "all"  their  creditors,  for  as  one  man 
expressed  it,  "Even  if  a  man  was  willing  to  do  this, 
and  happened  to  forget  one  creditor  of  a  small  amount, 
he  would  be  liable  to  prosecution."  The  proposal  was 
referred  back  to  the  committee  to  have  the  proposed 
bill  framed  up  and  submitted  to  the  association  before 
being  submitted  to  parliament.  Mr.  Trowem  pointed 
out  that  it  was  proposed  to  include  farmers  and  board- 
ing house  keepers  in  the  act,  so  that  it  would  also  give 
protection  to  the  retailer,  as  well  as  the  wholesaler. 

A  resolution  was  passed  recommending  that  the  re- 
tail trade  assist  themselves  and  also  the  wholesalers 
and  manufacturers  by  reporting  to  the  head  office  of 
the  association  all  cases  of  severe  price-cutting,  and  all 
cases  wherein  the  merchants  know  there  is  likelihood 
of  any  retailer  oflFering  his  goods  in  such  a  manner  as 
to  demoralize  the  trade  and  eventually  deceive  his 
creditors. 

Many  Resolutions  Passed 

Other  resolutions  passed  by  the  convention  were  as 
follows : 

That  the  question  of  reducing  the  business  tax  rate 
to  10  per  cent,  throughout  the  province  be  again  taken 
up  with  the  government. 

That  information  be  secured  as  to  whether  retail 
merchants  are  favorable  to  a  special  tax  on  large 
mail  order  catalogue  houses,  and  that  the  money  so 
secured  would  be  paid  into  the  various  municipalities 
from  which  it  is  taken. 

That  more  consideration  be  given  to  retail  interests 
in  literature  sent  out  by  municipalities. 

That  the  head  office  be  consulted  before  subscribing 
to  any  collecting  associations  or  agencies. 

That  proposed  legislation  of  the  city  of  Toronto,  to 
place  a  special  tax  on  all  vehicles  used  by  retailers  be 
strenuously  opposed. 

That  the  Ontario  Government  be  again  urged  to 
appoint  a  Minister  of  Inland  Trade. 

Commend  Dominion  Board  in  asking  for  legislation 
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that  will  make  false  advertising  of  merchandise  a  orime. 

That  further  steps  be  taken  to  press  the  amendments 
to  the  Division  Court  Act,  regarding  garnishees  and 
simplifying  the  collection  of  small  debts. 

That  customers  should  be  made  equally  responsible 
as  merchants  for  violating  law  regarding  Sunday 
selling. 

Finance  Committee  Appointed 
Mr.  Dargavel,  member  of  the  Provincial  House  for 
lieeds,  was  one  of  the  speakers  of  the  afternoon.  The 
secretary's  and  treasurer's  reports  were  also  presented 
outlining  and  giving  particulars  of  what  had  been  done 
during  the  year.  Messrs.  J.  C.  Van  Camp  and  Thos. 
Bartrem,  of  Toronto,  and  R.  J.  McCrea,  of  Guelph 
were  appointed  a  finance  committee  to  examine  the 
treasurer  s  report  and  report  on  same  to  each  branch 
association.  Instructions  were  also  passed  that  a  copy 
of  the  secretary's  and  treasurer's  reports  he  sent  to 
each  member  of  this,  committee  before  the  next  annual 
meeting,  so  that  they  may  examine  same  and  brine  in 
a  report  to  the  convention  while  in  session. 

The  representatives  on  the  Dominion  Board  ao- 
jTili  "^'"^ '■  n-  ^.'^^}°^'  o{  Berlin ;  R.  D.  Cameron,  of 
Rrni  -n'  ^-  ^-  H^«&^"«.  Toronto;  A.  M.  Patterson, 
Brockville,  and  Secretary  Trowem.     Henry  Watters 

Tnrn.f^'^^^Tl^-  »PP»i°^ed   as   representative   on   the 
1  oronto  Exhibition  Board. 


CONVENTION    OP  B.   C.    RETAIL    MERCHANTS 
Discuss  Bad  Debt  Problem 

V,  J^i'^v.^-"*'^^  Columbia  Retail  Merchants'  Association 
held  their  annual  convention  in  Victoria,  B.C.  on  Feb 
9  and  10,  when  a  number  of  important  resolutions  deal- 
1?^  ^^*/??  o^*^^  problems  were  passed  and  put  before 
the  B  C.  Government  by  a  strong  delegation.  One  of 
the  things  asked  for  is  an  amendment  to  the  Capias 
Act,  which  at  present  does  not  effectively  protect 
claims  under  $100.  It  is  desired  that  the  minimum 
amount  should  be  changed  to  $10.  They  also  want  an 
aniendment  to  the  Garnishee  Law  re  Exemption  in 
order  that  it  may  be  more  in  favor  of  retail  merchants. 
I  hey  want  protection  where  wages  are  paid  weekly  or 
fortnightly,  or  where  part  of  wages  are  advanced  be- 
fore regular  pay  day.  It  was  also  considered  that  the 
wife  should  be  jointly  liable  for  goods  sold  for  the 
maintenance  of  the  home. 

Other  Questions  Considered 
In  addition  to  these  questions  regarding  the  collec- 
tion of  bad  debts,  other  forms  of  protection  for  the 
retail  trade  were  considered.  It  was  asked  that  greater 
powers  be  given  to  municipal  councils  governing  tran- 
sient traders  and  peddlers,  and  that  there  be  a  special 
specific  law  governing  advertising,  so  that  same  may 
be  kept  more  within  the  bounds  of  truth. 

That  something  should  be  done  to  prevent  the  spread 
of  the  habit,  which  was  said  to  be  becoming  more  gen- 
eral, of  signing  cheques  without  having  the  funds  to 
cover  them,  was  another  conclusion.  "While  there  is 
recourse  at  present  under  the  Criminal  Code  through 
the  police  court,  it  was  reported  as  difficult  to  obtain 
convictions. 

For  the  protection  of  the  trade,  it  was  thought  that 
collection  agencies  should  be  bonded  for  an  adequate 
sum  by  the  Provincial  Government. 

The  question  of  uniform  closing  of  stores  was  another 
one  that  received  considerable  discussion. 
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The  Science  of  Building  a  Retail  Business 

An  address  by  A.  F.  Sheldon,  the  Well-known  business 
educator  of  Chicago,  before  the  Ontario  Retail  Merch- 
ants' Association  at  their  annual  convention  in  Toronto. 
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BY  A  STAFF  REPRESENTATIVE 


THE  way  to  build  a  retail  business  is  to  bring  the 
conduct  of  that  business  in  harmony  with 
natural  basic  laws.  There  are  certain  rules  or 
laws  that  we  must  observe  if  we  wish  to  build 
our  business.  If  we  violate  any  of  these  laws  we  pay 
the  penalty  in  the  amount  subtracted  from  the  results 
that  would  otherwise  be  possible,  just  the  same  as  in 
ordinary  life  we  have  to  conduct  ourselves  according 
to  the  laws  or  pay  the  penalty.  In  ordinary  life,  the 
greater  the  laws  violated,  the  greater  the  penalty — 
from  a  fine  to  loss  of  our  life.  The  same  thing  holds 
true  in  business — the  greater  the  laws  violated,  the 
greater  the  penalty.  The  penalty  may  range  from  a 
small  loss  of  business  up  to  business  death. 

Certain  Laws  of  Business  that  Must  be  Observed 

Thus  spoke  A.  P.  Sheldon,  the  well  known  business 
educator,  and  proprietor  of  the  Sheldon  School,  of 
Chicago,  in  his  address  on  "The  Science  of  Building  a 
Retail  Business,"  at  the  banquet  of  the  Retail  Mer- 
chants' Association,  in  Toronto,  on  Feb.  25.  He  pointed 
out  that  there  were  certain  natural  basic  laws  under- 
lying the  conduct  of  a  business,  and  that  in  order  to 
build  a  business  we  must  make  it  reflect  these  natural 
laws.  He  contended  that  one  who  has  started  and 
built  up  a  successful  business  has  consciously  or  uncon- 
sciously followed  certain  basic  laws.  Others  have 
failed  by  stumbling  in  the  dark  in  disregard  of  these 
laws,  which  he  contended  were  as  plain  and  simple  as 
the  multiplication  table. 

Everybody  Has  Something  to  Sell 

•  Business  building  is  the  art  of  securing  permanent 
and  profitable  patrons.  If  you  get  enough  such,  you 
have  built  a  successful  business. 

Everybody  has  something  to  sell,  even  the  man  who 


SPARKS   FROM   THE   SHELDON   SPEECH 

He  profits  most  who  serves  the  best. 

In  business,  look  to  your  q's — quality  and 
quantity. 

Success  hinges  on  the  power  to  make  per- 
manent and  profitable  patrons. 

There  is  a  big  difference  between  keeping 
store  and  being  a  merchant. 

Persuasion  in  salesmanship  doesn't  mean 
merely  glib  tongue  or  hot  air. 

One  of  the  best  advertisements  for  your  store 
•is  the  boosting  of  the  men  and  women  who 
work  for  you. 

When  you  are  in  trouble  and  want  to  find  the 
fellow  who  is  to  blame,  look  in  the  looking 
glass. 

The  wagging  tongue  of  a  satisfied  customer 
is  the  best  advertisement  a  dealer  can  have, 
but  the  wagging  tongue  of  one  dissatisfied  cus- 
tomer more  than  counterbalances  that  of  sev- 
eral satisfied  ones. 


digs  ditches,  who  is  selling  his  services,  and  is  being 
paid  according  to  their  quantity  and  quality.  It  will 
be  a  blessing  when  every  employee  recognizes  that 
quantity  and  quality  of  service  count  and  regulate  the 
price  of  same,  just  as  surely  as  they  regulate  the  price 
of  sugar.  Service  rendered  is  cause  and  pay  is  effect 
just  as  certainly  as  fire  is  cause  and  heat  is  effect. 

Necessity  of  Looking  to  Profit  Side 

Some  merchants  think  that  if  they  were  only  doing 
enough  business  that  all  would  be  well.  They  fail  to 
look  to  the  profit  side,  a  necessity  for  the  man  who 


SHELDON'S  DEFINITION  OF  SALESMAN- 
SHIP. 

Salesmanship  may  be  defined  as  the  power  to 
persuade  plenty  of  people  to  pleasurably  pur- 
chase products  at  a  profit. 


would  stay  in  business.  The  dealer  who  cuts  the  price 
and  spills  the  life-blood  of  profit  is  to  be  denounced 
in  the  strongest  manner. 

The  necessity  of  looking  to  the  profit  side  is  demon- 
strated by  the  fact  that  95  per  cent,  of  retail  merchants 
who  set  up  in  business  are  destined  to  go  down  to 
failure.  That  number  do  not  go  into  bankruptcy,  but 
that  number  do  not  make  sufficient  profit,  because  they 
are  not  following  one  of  the  greatest  basic  laws  that 
rules  business — system. 

Build  for  Permanent  Patrons 

We  must  also  build  for  permanent  customers,  be- 
cause a  house  is  known  not  so  much  by  the  customers 
it  gets,  but  by  the  customers  it  keeps.  'There  may  be  no 
profit  on  the  first  purchase — it  may  be  taken  up  by  the 
advertising  necessary  to  get  that  customer — the  profit 
depends  on  the  permanency  of  the  patron. 

Many  patrons  of  to-day  are  suspicious  of  the  mer- 
chant, and  feel  that  they  have  to  be  on  their  guard. 
That  is  the  effect  of  some  merchants  violating  certain 
business  laws.  The  old  Roman  motto  handed  down  to 
us  was,  "Let  the  buyer  beware."  The  modem  revi- 
sion is,  "Let  the  seller  beware" — beware  that  he 
doesn't  get  the  best  of  a  customer,  for  you  can't  do 
business  long  with  a  fellow  that  you  have  beat.  Square 
dealing  pays  in  actual  dividends  if  for  no  other  reason. 

What  Constitutes  Proper  Service 

Service  is  the  thing  that  builds  for  permanent  cus- 
tomers, and  proper  service  is  the  result  of  three  things 
— the  giving  of  quality  always — the  giving  of  the 
proper  quantity — and  the  proper  mode  of  conducting 
your  business.  If  a  business  is  lacking  in  any  one  of 
these  factors  it  is  not  going  to  attract  as  many  cus- 
tomers as  if  all  these  things  that  enter  into  good  ser- 
vice were  rigidly  observed.  Too  many  dealers  are 
looking  for  the  immediate  dollars  instead  of  looking 
to  improve  their  service — the  thing  that  would  make 
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money  for  them.  Big  service  brings  big  pay,  just  as 
sure  as  big  fire  results  in  much  heat. 

Much  used  to  be  heard  of  the  saying  that  if  you 
made  a  better  article  than  anyone  else,  that  the  world 
would  make  a  beaten  path  through  the  woods  to  your 
door.  They  are  not  likely  to  tear  down  the  timbers  in 
doing  so,  to-day,  unless  you  advertise  the  fact.  A 
man  can't  afford  to  hide  his  light  under  a  bushel.  Ad- 
vertising is  the  fire  under  the  boiler  of  business.  The 
man  who  does  just  a  little  advertising  and  says  it  does 
not  pay,  reminds  me  of  the  fellow  who  lights  one 
match  under  a  ten-gallon  boiler  of  water,  and  when 
it  does  not  heat  it,  declares  that  fire  won't  heat  water. 

One  of  the  best  advertisements  you  can  have  is  the 
boosting  of  the  men  and  women  who  work  for  you 
out  among  their  friends,  and  if  you  want  them  to  be 
loyal  to  you  and  work  in  your  interests  you  must  treat 
them  right.  Learn  the  law,  "To  get  you  must  give." 
In  the  long  run,  by  the  grand  great  law  of  averages, 
the  more  you  give,  the  more  you  receive. 

The  Question  of  Salesmanship 
Salesmanship  is  one  of  the  most  important  elements 
in  the  making  of  a  successful  business.  The  law  of 
suggestion  is  a  great  and  mighty  one,  and  has  a  big 
effect  on  the  mind  of  customers.  There  is  necessity  on 
the  part  of  the  salesman  of  always  using  the  positive 
suggestion.  The  negative  suggestion  kicks  the  foot- 
ball towards  the  goal  of  "No."  For  instance,  if  I  am 
in  a  store,  and  the  clerk  says,  "You  don't  want  any 
neckties  do  you?"    I  naturally  say  "No,  I  don't." 

Salesmanship  is  the  power  to  persuade  people  to 
purchase  products  at  a  profit.  This  power  does  not 
spring  from  the  brain  full  grown.  It  is  not  perfect 
in  any  one,  but  can  be  developed  just  the  same  as  the 
muscle. 

Persuasion  doesn't  mean  hot  air  either.  A  fellow 
with  a  glib  tongue  frequently  talks  a  fellow  into  a  sale 
and  talks  him  out  again  before  stopping.  There  are 
many  fellows  who  talk  in  circles  and  never  arrive. 


Peninsular  Chemical  Co.  Banquets  Druggists 

Fealurta  of  the  evening. 

In  order  to  get  acquainted  with  a  number  of  the 
Canadian  trade,  the  Peninsular  Chemical  Co.,  Ltd.,  of 
Detroit,  Mich.,  who  have  recently  opened  their  Cana- 
dian factory  at  Walkerville,  Ont.,  banqueted  a  large 
number  of  druggists  of  Toronto,  and  various  parts  of 
Ontario  at  the  Prince  George  Hotel,  Toronto,  on  March 
12.  About  75  sat  down  to  the  excellent  repast  pro- 
vided, and  altogether  an  entertaining  and  interesting 
evening  was  spent.  E.  H.  Nelson,  President ;  W.  S. 
Baker,  Treasurer,  and  J.  W.  T.  Knox,  Advertising 
Manager  of  the  company,  were  present.  A  feature  of 
the  occasion  was  the  presence  of  a  number  of  retail 
druggists  from  United  States  cities,  who  gave  their  ex- 
periences in  the  handling  of  Penslar  lines,  and  in  addi- 
tion gave  some  valuable  hints  on  the  methods  they  fol- 
low in  conducting  their  business. 

U.  S.  Druggists  Emphasize  Commercial  Side. 

One  of  the  noticeable  features  of  the  remarks  of  the 
visiting  druggists  from  the  Republic  to  the  South,  was 
the  emphasis  they  placed  on  the  need  of  giving  atten- 
tion to  the  commercial  side  in  the  drug  business  to-day. 
and  all  those  who  spoke  were  men  who  have  extensive 
and  successful  businesses.  "It  is  necessary  for  the 
druggist  to  give  attention  to  the  commercial  side  of 
the  trade  to-day,"  said  Dr.  Qibb,  who  has  two  big 
stores  in  Washington,  D.C.      "No  matter  how  ethical 


the  druggist  is,  he  must  concern  himself  with  profits  if 
he  wants  to  stay  in  business,  and  with  the  competition 
of  the  present  day,  the  commercial  side  must  be  em- 
phasized." 

Statesmanlike  Appeal  for  Anglo-Saxon  Unity. 

Alex.  Stewart,  of  Guelph,  Ont.,  was  chairman  and 
toastmaster,  while  W.  J.  A.  Carnahan  of  Toronto  was 
in  charge  of  the  musical  programme.  Both  Mr.  Nel- 
son and  Mr.  Baker  expressed  the  great  pleasure  which 
it  gave  them  to  meet  the  Canadian  trade.  D.  C.  Kel- 
ler, President  of  the  "Weatherhead  Drug  Co.,  Cincin- 
nati, 0.,  who  is  both  a  barrister  and  a  retail  druggist, 
paid  trftute  to  the  enterprise  of  Canada,  and  made  a 
statesmanlike  appeal  for  general  peace  throughout  the 
world  by  the  co-operation  of  the  English-speaking  na- 
tions toward  this  end.  Other  U.  S.  druggists  who 
spoke  were  Jno.  A.  -Hook,  President  of  the  Hook  Drug 
Co.,  Indianapolis,  who  have  eight  stores;  Henry  Pol- 
lack of  the  Prospect  Pharmacy,  Cleveland,  and  Joseph 
Albrecht,  of  Cleveland. 

Information  on  Penslar  Goods. 

Alex.  Stewart  of  Guelph,  and  Messrs.  Ferrah  and  Mc- 
Kenzie  of  Toronto,  told  of  a  trip  of  inspection  to 
United  States  in  regard  to  Penslar  preparations,  and 
the  satisfactory  conclusion  they  had  come  to  regarding 
the  line.  Others  who  spoke  during  the  evening  were. 
Aid.  Rowland  and  G.  E.  Gibbard  of  Toronto,  and  C.  a! 
Lanspeary  of  "Walkerville,  Ont. 

E.  H.  Nelson  told  of  the  growth  of  the  Peninsular 
Co.,  and  explained  the  policy  of  the  company.  J.  W. 
T.  Knox,  advertising  manager,  gave  a  talk  on  the  pub- 
licity being  given  to  Penslar  lines,  illustrating  it  in  an 
effective  way  by  lantern  slides  thrown  on  the  canvas. 

Notes  of  the  Evening'. 

Retail  druggists  from  outside  points  who  were  pre- 
sent were  as  follows:  W.  J.  Graham  and  E.  M.  Ahem, 
of  Ottawa;  Alex.  Stewart  of  Guelph;  T.  J.  Stillman,' 
Woodstock;  C.  A.  Lanspeary,  Walkerville;  J.  T.  Mc- 
Gibbon,  Sarnia;  Arthur  R.  Cairncross,  London;  H.  P 
Broughton,  Sault  Ste.  Marie ;  and  J.  H.  Schmidt  Ber- 
lin. 

President  Nelson  is  of  Canadian  birth,  and  is  a  gradu- 
ate of  the  Ontario  College  of  Pharmacy. 

Robert  Ferrah 's  description  of  his  trip  to  United 
States  was  full  of  wit.  His  reference  to  the  Cleveland 
depot  as  a  fine  sample  of  fine  old  English  architecture 
probably  brought  over  by  the  Pilgrim  Fathers,  was  one 
chuck  that  came  home  to  roost,  however,  when  a  Cleve- 
land visitor  held  Toronto's  station  up  to  light. 

W.  J.  A.  Carnahan 's  parodies  on  popular  songs,  as 
well  as  his  enthusiasm,  helped  along  the  entertainment 
wonderfully. 

As  a  token  of  appreciation  for  the  ideal  of  D.  C  Kel- 
ler of  Cincinnati  for  Anglo-Saxon  unity,  Alex  Stew- 
art of  Guelph  presented  him  with  the  Union  Jack  and 
Stars  and  Stripes,  to  be  hung  together. 

No  one  could  forget  that  McKenzie  of  Tofonto  is 
Scotch  after  the  frequent  reference  to  the  fact  durine 
the  evening. 

MIGHTY    EFFECTIVE    PILLS 

A  quack  doctor  was  holding  forth  about  his  "medi- 
cines" to  a  rural  audience. 

"Yes,  gentlemen,"  he  said,  "I  have  sold  these  pills 
for  over  twenty-five  years  and  never  heard  a  word  of 
complaint.      Now  what  does  that  prove." 

From  a  voice  in  the  crowd:  "That  dead  men  tell  no 
tales." 
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NEWS  OF  THE  BUSINESS  WORLD 


Comment  on  Current  Events,  by  W.  L.  Edmonds 


Business  in  the  While    the   bank    clearing   re- 

East — and  the  West.  turns  are  not  generally  speak- 
ing favorable,  yet  they  never- 
theless indicate  that,  at  least  as  far  as  the  large  com- 
mercial centres  in  Eastern  Canada  are  concerned,  that 
the  tendency  is  in  the  right  direction. 

Same  weeks  of  late  certain  cities  have  been  a  little 
more  than  holding  their  own.  This  is  particularly  true 
of  Montreal,  Toronto  and  Ottawa.  In  fact  during  the 
last  week  in  February  the  returns  for  the  group  of 
eastern  cities  showed  a  gain  of  $6,762,361,  or  7  per 
cent.,  over  the  corresponding  week  in  1913.  Unfor- 
tunately, however,  the  group  of  western  cities  showed 
a  loss  of  $13,371,607,  or  24.5  per  cent.,  compared  with 
a  year  ago. 

It  is  only  a  question  of  time,  however,  before  the 
clearing  houses  in  the  West  mil  reflect  a  normal  con- 
dition of  affairs  again.  Little  or  no  improvement  can 
be  expected  for  a  few  months  yet.  Business  is,  how- 
ever, gradually  adjusting  itself  to  the  new  conditions, 
and  while  this  is  going  on  we  cannot  naturally  expect 
the  clearings  to  reveal  trade  expansion. 

But  there  need  be  no  fear  as  to  the  ultimate  result. 
The  possibilities  of  the  West  have  not  diminished  one 
iota,  and  with  the  increase  in  agricultural  population, 
and  in  acreage  under  cultivation,  its  productivity  will 
in  all  probability  be  greater  during  the  coming  Sum- 
mer and  Autumn  than  ever  before. 

The  trouble  from  which  tlie  West  is  suffering  just 
now  is  not  organic ;  it  is  functional. 


What  We 
Pay  for  Money. 


Some  rather  interesting  infor- 
mation regarding  the  rates  of 
interest  paid  by  Canada  on  lier 
national  debt  was  given  out  in  the  House  of  Commons 
the  other  day. 

In  answer  to  an  enquiry  the  Minister  of  Mnance 
said  that  the  average  rarte  now  being  paid  was  about 
3^2  per  cent.  But  probably  the  most  interesting  state- 
ment was  to  the  effect  that  the  rate  being  paid  on  that 
portion  of  the  debt  which  matures  during  the  next  ten 
years  is  slightly  lower  than  that  paid  on  the  debt 
which  matured  during  the  last  ten  years.  The  figures 
were  3.7466  and  3.8290  per  cent,  respectively. 

If  business  men  could  only  secure  loans  at  rates  like 
these,  how  happy  they  would  be !  ' 

It  will  be  remembered  that  when  Sir  George  Paish, 
the  well-known  financial  authority,  was  in  Canada 
toward  the  end  of  last  year,  he  informed  us  that  be- 
cause of  our  connection  with  the  British  Empire  we 
were  enabled  to  obtain  money  in  London  at  one-half 
to  one  per  cent,  lower  than  could  foreign  borrowers. 

According  to  the  Year  Book  the  total  public  debt 
of  Canada  at  the  close  of  the  fiscal  year  1912  was 
$508,338,592  and  the  amount  paid  in  interest  $12.2.59,- 
397.  Even  one-half  of  one  per  cent,  on  a  sum  like 
that  is  worth  something. 


Adidteration  of 
Foods  and  Drags 


That  little  adulteration  is  prac- 
ticed in  Canada  one  is  easily 
con"vinced   by   a  study   of   the 

annual  report  of  the  chief  analyst  in  connection  with 

the  Inland  Revenue  Department. 


Of  3,609  samples  of  foods,  drugs  and  fertilizers 
analyzed  only  about  8  per  cent,  were  stamped  as 
adulterated. 

As  a  matter  of  fact,  however,  the  analysis  of  foods 
and  drugs  seems  to  be  in  an  evolutionary  stage,  and 
just  what  standards  should  obtain  is  not  always  an 
exact  science.  But  the  department  is  doubtless  hon- 
estly seeking  to  determine  a  basis  which  will  both  pro- 
tect the  public  and  be  just  to  manufacturers  and 
retailers. 

•  •     • 

Parcel  Post  and  Parcel    post    seems    to    have 

Express  Companies.        struck  the   express   companies 

in  the  United  States  a  severe 
blow  in  the  solar  plexus.  At  any  rate  the  United 
States  Express  Company  has  been  put  out  of  business, 
or  is  being  put  out.  When  express  companies,  like 
individuals,  receive  a  blow  in  the  solar  plexus  it 
iLsually  means  a  knockout. 

The  express  companies  in  Canada  are  not  likely  to 
meet  with  a  similar  fate.  In  the  first  place  the  parcel 
post  system  we  have  adopted  in  this  country  is  not  as 
formidable  for  the  express  companies  as  that  in  force 
in  the  United  States.  And  in  the  second  place  the 
express  companies  in  Canada  are  part  and  parcel  of 
the  railway  companies,  although  they  are  each  stamped 
with  their  own  name  and  not  that  of  the  railway  from 
whose  loins  they  sprang.  This  is  an  advantage  which 
the  express  companies  in  the  United  States  do  not 
enjoy. 

So,  should  the  express  companies  in  Canada  lose 
business  through  the  inauguration  of  the  parcel  post 
system  the  railways  who  own  them  will  be  reimbursed 
by  the  few  million  dollars  additional  annual  grant 
which  they  have  persuaded  the  Government  to  give 
them. 

•  •     • 

A  $320,000  So  the  Ontario  Government  is 

Surplus.  able    to    show    a    surplus    of 

$320,000  on  its  year's  work. 
On  a  revenue  of  $11,000,000  that  is  scarcely  3  per  cent. 
A  business  concern  that  could  not  show  a  larger  per- 
centage of  revenue  over  expenditure  would  not  be 
accounted  very  successful.  It  would  probably  find  it 
necessary  to  pass  the  dividend  and  the  surplus  would 
be  allocated  to  the  reserv'c  fund. 

But  that  which  would  be  considered  a  small  per- 
centage of  revenue  over  expenditure  in  an  ordinary 
mercantile  enterprise  is  looked  upon  with  satisfaction 
when  appertaining  to  affairs  of  the  State. 

As  a  matter  of  fact,  according  to  the  ethics  of  sound 
government,  the  efforts  of  those  in  office  should  be 
to  make  expenditures  and  receipts  as  closely  adjust 
themselves  to  each  other  as  possible.  A  State  that  has 
large  surpluses  is  considered  by  economists  to  be  as 
ill-managed  as  one  with  large  deficits. 

In  the  meantime  if  all  governments  in  Canada — Pro- 
vincial and  Federal — study  to  make  the  two  ends  of 
revenue  and  expenditure  just  about  meet,  and  the  busi- 
ness men  of  the  country  strive  to  make  their  revenue 
fairly  well  overlap  their  expenditure,  most  of  us  will 
be  well  satisfied. 
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Crippled  in 
Its  Finances. 


Druggists  and 
the  Iron  Industry. 


Prom  the  standpoint  of  stu- 
dents in  attendance  at  the 
University  of  Toronto  every- 
thing is  as  might  be  desired,  the  attendance  of  students 
last  year  being  4,141  in  spite  of  the  liiglier  standards 
that  have  been  establLshed.  But  financially  the  uni- 
versity is  anything  but  healthy.  The  distress  in  this 
respeet  is  so  unsatisfactory  that  President  Falconer, 
in  his  annual  report  .just  issued,  sajis  that  unless  a 
more  expanding  revenue  is  provided  the  university 
will  suffer  seriously.  In  fact  it  is  already  suffering  to 
some  extent,  it  not  having  been  possible  to  complete 
necessary  equipment  in  certain  departments.  Drug- 
gists, many  of  whom  have  at  least  an  indirect  interest 
in  its  welfare,  will  no  doubt  sympathize  with  the  uni- 
vei-sity  authorities  in  their  efforts  to  secure  adequate 
revenue.  Last  year  forty-three  students  took  examina- 
tions in  pharmacy  at  the  University  of  Toronto. 
'  •     •     • 

The  Ontario  Government, 
backed  by  a  majority  of  the 
members  on  both  sides  of  the 
Legislature,  want  tlie  Dominion  Government  to  bonus 
the  iron  industry  of  the  country. 

Nothing  was  said  during  the  discussion  regarding 
the  encouragement  druggists  give  the  iron  industry. 
They  are  using  up  daily  every  ounce  of  iron  they  pos- 
sibly can  for  the  purpose  of  building  debilitated  con- 
stitutions; and  yet  the  politicians  are  unappreciative. 
Hut  politicians  never  were  appreciative  at  any  rate. 

•     •     • 

Customers  for  A  return  made  in  the  House  of 

Drug  Stores.  Commons  the  other  day  showed 

that  402,000  immigrants  en- 
tered Canada  last  year.  This  was  50,000  more  than  the 
previous  year,  and  the  largest  in  the  history  of  the 
country. 

As  they  had  to  pass  the  health  oflficers  at  the  ports 
of  entry  it  is  presumed  they  are  physically  in  good 
condition.  But  healthy  people  need  the  drug  store 
once  in  a  while,  if  not  for  medicines,  for  the  many 
other  lines  of  merchandise  which  the  modern  druggist 
now  carries  in  stock. 

Four  hundred  thousand  immigrants  grouped  to- 
gether would  make  enough  people  to  start  a  city  four- 
fifths  the  size  of  Toronto,  or  four  hundred  small  towiLs 
with  a  population  of  a  thousand  each.  And  of  course 
e.3ch  town  would  need  a  drug  .store. 


Is  Getting  Per- 
manently Profitable. 


It  looks  as  if  the  Post-office 
Department  is  becoming  a  per- 
manentl.v  paying  instiution.  At 
one  time  it  seemed  to  be  a  hopeless  task.  Sir  William 
ilulock,  when  Postmaster-General,  was  the  first  to 
make  anything  like  a  successful  effort  at  making  the 
receipts  overlap  the  expenditure,  and  the  Hon.  L.  P. 
Pelletier  appears  to  be  equally  successful. 

At  one  time  the  deficits  were  year  after  year  un- 
broken. During  the  last  half  dozen  years  or  more  the 
surpluses  have  been  regular.  The  surplus  la.st  vear 
was  $2,178,0(X);  in  1912,  $l,:il 0,000;  in  1911,  $1,192,000; 
in  1910,  $743,000,  and  in  1905,  .$490,000. 

If  the  surpluses  get  too  bidky  we  shall  all  of  course 
be  clamoring  for  lower  postage  rates. 

•     •     • 

The  biggest  revenue  producing 
business  in  Canada  is  the  Fed- 
eral   Government.      A    report 
just  issued  shows  the  revenue  for  the  eleven  months  of 


Big 
Revenue 


the  present   year   to   be  $102,222,133,  compared  with 
$88,944,332  the  same  time  last  year. 


-  year. 

In  1913  the  revenue  per  head  of  population  was 
$21.74  and  the  expenditure  $14.44.  This  in  both  re- 
spects was  the  "biggest  ever." 

As  to  whether  or  not  our  "biggest  business  con- 
cern" is  being  well  and  economically  managed  or  not 
dep.ends  largely  from  which  side  of  polities  we  stand. 
If  we  are  "with  the  Government"  we  cheer;  if  "agin 
the  Government"  we  either  criticise  or  say  nothing. 
And  it  was  ever  thus. 


Canada's  Mag- 
nificent Distances. 


Canada  is  a  great  country,  at 
any  rate  as  far  as  magnificent 
distances  are  concerned.  It 
took  the  member  of  the  House  of  Commons  from  the 
Yukon  nineteen  days  to  reach  the  capital.  Mr.  D.  B. 
Hanna,  of  the  Canadian  Northern  Railway,  has  figured 
out  that  had  he  journeyed  westward,  crossed  the 
Behririg  Sea,  taken  the  Siberian  railway  at  Vladivos- 
tock  for  Europe  and  crossed  to  Canada  it  would  only 
have  taken  the  member  for  the  Yukon  six  days  more 
to  reach  Ottawa  than  by  the  more  direct  route. 

If  some  of  the  members  of  the  House  of  Commons 
were  so  far  away  that  they  never  reached  the  capital 
it  Is  improbable  the  country  would  be  the  loser  thereby. 
This  of  course  does  not  apply  to  the  member  for  the 
Yukon. 

•  •     • 

The  Druggist  and  It  seems  that  as  civilization  ad- 
the  Water  Supply.  vances  we  are  becoming  more 
and  more  dependent  upon  the 
druggist.  In  many  parts  of  Canada,  for  example,  it 
isn't  safe  for  us  to  drink  water  until  it  has  been  dosed 
with  drugs. 

In  Toronto  we  dope  the  water  with  chlorine  until  it 
kills  the  taste  of  the  wee  drappie  of  wihskey  that  may 
accidentally  have  got  into  the  bottom  of  the  tumbler 
before  the  aqua  impure  was  poured  in.  And  now  the 
City  Engineer  of  Ottawa  declares  that  if  the  members 
of  Parliament  and  other  good  people  in  that  city  who 
drink  water  are  not  to  drink  themselves  to  death  they 
must  put  into  their  a((ua  impure  sulphate  of  alumina, 
carbonate  of  calcium  and  sodium  hypocholorite  to  the 
value  of  $40,000  annually.  The  name  of  the  Assistant 
Chty  Engineer  is  Beer,  while  the  name  of  the  water 
seems  to  be  Mud.  Beer  threatens  to  bcome  popular  in 
Ottawa. 

•  •    • 

Growling  To  sit  on  one's  haunches  and 

Will  Not  grow]  about  the  evils  of  mail 

Help.  order     competition     will     not 

mend  matters.  On  the  con- 
trary it  will  only  aggravate  them. 

Except  in  possibly  certain  lines  the  retail  druggist 
is  quite  competent  to  compete  with  the  mail  order 
houses.  His  goods  are  just  as  good  in  (luality,  and  he 
is  as  a  rule  able  to  meet  the  catalogue  price.  He  also 
possesses  the  advantage  of  ac<|uaintance  and  nearness 
to  his  customers. 

But  all  these  things  avail  not  unless  he  makes  a 
continuous  and  systematic  eft'ort  to  ac(|uaint  the  public 
of  the  fact.  Judging  from  the  advertising  many  are 
doing,  the  druggists  of  Canada  realize  this. 


"Economy  no  more  means  saving  money  than  it 
means  spending  money.  It  means  the  administration 
of  a  house;  its  stewardship;  spending  or  saving,  that 
is,  whether  money  or  time,  or  anything  else,  to  the 
best  possible  advantage."  — Ruskin. 
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Druggist  is  Trying  to  Prevent  Accidents  From  Poisons 

H.  A.  Crooks,  Paris,  Onl.,  adopted  use  of  a  safety  poison  bottle 
of  distinctioe  shape,  appearance  and  feel  for  the  protection  of 
his  customers  two  years  ago,  and  is  well  pleased  with  its  use 


Editor's  Note— In  the  March  issue  of  The  Retail  Druggist, 
we  dealt  at  considerable  length  with  the  need  of  druggists,  col- 
lectively and  individually,  putting  forth  some  effort  for  the 
prevention  of  deaths  and  accidents  from  poisons.  We  made  a 
number  of  suggestions  in  this  direction,  and  are  following  it  up 
this  month  with  an  outline  of  what  one  druggist  has  done  in  an 
effort  to  prevent  such  accidents,  by  equipping  his  dispensing 
department  with  a  special  distinctive  container  for  the  sending 
out  of  poisons  and  poisonous  preparations  to  his  patrons.  He 
is  pleased  with  the  adoption  of  this  container  both  from  the 
self  satisfaction  it  gives  him  to  be  able  to  offer  this  protection 
to  his  customers,  and  from  a  business  standpoint.  The  particu- 
lars are  given  in  the  accompanying  article.  This  and  other 
means  of  prevention  should  be  given  study  and  consideration 
by  every  druggist.  We  would  be  pleased  to  receive  the  opinions 
of  other  druggists  on  this  question,  and  an  outline  of  any  me- 
thods they  have  adopted  to  reduce  the  number  of  poison 
accidents. 


THE  many  deaths  and  accidents  from  poisons  that 
have  been  reported  of  late  have  turned  the 
minds  of  druggists  and  those  connected  with 
the  drug  trade  to  the  need  of  a  campaign  for 
the  prevention  or  reduction  of  the  number  of  such 
accidents.  One  druggist  who  over  two  years  ag" 
recognized  the  need  of  a  campaign  of  this  nature,  and 
who  himself  put  forth  an  effort  in  this  direction,  was 
H.  A.  Crooks,  druggist  of  Paris,  Ont. 

Adopted  Special  Poison  Bottle  Two  Yeaxs  Ago. 
He  felt  that  poisons  and  preparations  of  a  poisonous 
nature  should  not  go  into  the  hands  of  the  public  in 
bottles  similar  to  those  containing  harmless  remedies, 

"in  MEDCCiNK  OUALITY  IS  or  fir^t  importance" 


H.  A.  CROOKS.  Pharmacist. 
PARIS,   ONT 

TOOK  CARBOLIC  ACID  BY  MISTAKE. 


To  pr«v«ntt  aa  far  ae  pos8ibl«»  the  aooldental  admlnia- 
tration  of  Strong  Acids,  Liniments  and  other  Poisonoaa 
Liquids  (Instead  of  internal  remedlpa).  we  havo  equipped 
oar  dispensing  department  with  a  Safety  Poiaon  Bottle, 
vhloh.,  owing  to  Its  dietinctive  ahape,  appearance  and  feel, 
cannot  possibly  be  mlataken  for  any  other  bottle.  All 
Folsonoas  Liquids,  Powerful  Acids  and  Preparatlone  for  Ex- 
ternal Use  are  now  eold  by  as  in  these  bottles.  A*  a 
further  precaution  all  such  bottles  will  bear  labels 
printed  in  red  ink. 

Thia  Is  done  for  YOUa  protection,  at  considerable  ax- 
pense  to  ue.  We  trust  It  will  oorit  your  approval  and  ap- 
preciation. 

Yours  truly* 

H.  A.  CROOKS. 
IK   3. — Iha  above  features  refer  to  Oar  Store  Only. 

All  our  labels  are  either  printed  or  typewritten*   and 

ara  therefore  at  all  tiaes  legible. 

Circular  \etter  sent  out  to  people  of  \  iiinity  by  H.  A.  Crooks  of  i*H-ris, 
Ont.,  advising  them  of  the  safety  poison  bottle  in  use  by  the  store. 
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and  so  adopted  a  safety  poison  bottle,  which  owing  to 
its  distinctive  shape,  appearance  and  feel  could  not 
be  mistaken  for  any  ordinary  bottle.  All  poisonous 
liquids,  powerful  acids  and  preparations  for  external 
use  are  sold  in  these  bottles.  Not  believing  in  doing 
things  by  halves,  as  a  further  precaution  the  labels  on 
such  bottles  are  printed. in  red  ink. 

Customers  Advised  of  Bottle  by  Circular  Letter. 

This  was  giving  protection  to  his  patrons  and  at  a 
considerable  expense,  so  it  was  decided  to  take  full 
advantage  of  it,  by  sending  a  circular  letter  out  to  the 
people  of  Paris  and  vicinity,  calling  their  attention  to 


( 
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PoiBon  bottle  distinctive  in  sliape,  appearance  and  feel  in  use  by  H. 
A.  Crooks  of  Paris,  Ont.,  for  sending  out  poisons  and  poisonous  pre- 
parations.   Cut  through  courtesy  of  the  Richard  sG  lass  Co.  of  Toronto 

the  poison  bottle  used,  and  pointing  out  the  protection 
it  afforded  customers.  No  one  wants  to  run  any  risk 
of  taking  poison  by  accident,  and  if  there  is  any  way 
of  guarding  against  it,  they  are  going  to  take  advan- 
tage of  it.  Thus,  the  safety  bottle  proved  a  good  gen- 
eral advertisement  for  the  store,  and  impressed  people 
with  the  care  exercised  by  Mr.  Crooks. 

Appreciated  by  Customers. 

In  addition  to  the  circular  letter  sent  out,  whenever 
a  sale  was  made  that  called  for  the  use  of  this  special 
bottle,  the  customer's  attention  was  called  to  the  bot- 
tle and  the  reason  for  its  use.  "There  is  no  doubt 
that  many  people  do  appreciate  the  use  of  this  bottle 
for  their  protection,"  Mr.  Crooks  stated  to  the  Retail 
Druggist,  "and  many  have  told  me  so.  While  the 
great  majority  never  have  expressed  themselves  in  re- 
gard to  it,  its  use  has  been  a  source  of  considerable 
satisfaction  to  myself  and  I  shall  continue  to  use  it. 
I  have  never  made  any  extra  charge  for  this  bottle." 


BUSINESS  HINTS  FOR  THE  DRUGGIST 

AEE  you  getting  all  the  trade  in  sick  room  supplies 
that  It  is  possible? 
Put  in  a  window  display  of  rubber  goods  oc- 
casionally, so  that  passing  customers  will  know  that 
you  handle  the  line. 

More  women  would  purchase  rubber  household 
gloves,  if  they  were  only  suggested  to  them. 

Call  the  attention  of  the  ladies  to  the  special  vari- 
eties of  perfume  you  have  on  hand. 

Push  quality  toilet  soap.  It  is  the  kind  that  brings 
repeat  business. 

Why  should  a  person  not  save  money  by  shampooing 
their  hair  themselves?  Suggest  to  them  the  good 
shampoo  preparations  you  have  in  stock. 
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1913-14Classof  O.CP.  Hold 

Annual  Banquet 

THE  second  annual  banquet  of  the  Ontario  College 
of  Pharmacy  took  place  at  the  Walker  House, 
Toronto,  on  Thursday,  Mar.  19.  The  1913-14 
class  of  "pill  pounders"  turned  out  almost  to  a  man, 
and  had  as  their  guests,  representatives  of  the  faculty, 
college  council  and  board  of  examiners. 

Many  Toasts  on  the  List 

After  ample  justice  had  been  done  to  the  elaborate 
dinner  provided,  Dean  Heebner,  acting  as  toastmaster, 
proposed  the  toast  to  the  King,  which  was  heartily  re- 
sponded to  by  all  rising  and  singing  "God  Save  the 
King."  Smokes  were  then  brought  out  and  the  class 
settled  down  prepared  to  listen  to  several  speeches  of 
the  evening. 

The  toast  "Canada,"  proposed  by  Mr.  C.  E.  Dowling, 
secretary-treasurer  of  the  class,  was  well  responded  to 
by  Mr.  G.  E.  Gibbard,  a  member  of  the  council.  Dur- 
ing his  reply  he  drew  attention  to  the  vast  natural  re- 
sources of  the  Dominion,  which  as  yet  have  only  been 
discovered — not  developed.  Her  chief  resource  of  the 
country  is  the  young  men  and  women  (God  bless  'em). 

The  toast  "Toronto"  was  proposed  and  the  Univer- 
sity yell  was  given  in  response. 

High  Standard  of  College  Praised 

The  college  itself  was  proposed  by  Vice-President 
Kyle,  who  made  a  tribute  to  the  Board  and  Faculty  for 
the  high  standard  now  attained,  and  opined  that  with- 
out such  an  institution  there  must  have  been  some  "bad 
pills"  in  bygone  days.  Before  the  response  was  given 
"Dune"  Whitehead  varied  things  somewhat  by  a  selec- 
tion on  the  Fog  Horn.  (Loud  applause.)  Time  was  lim- 
ited, but  W.  B.  Graham,  the  Registrar,  kept  things  mov- 
ing by  a  humorous  and  witty  reply.  W.  H.  Worden,  a 
member  of  the  council,  also  spoke,  briefly  noting  the 
large  return  of  Americanized  Canadians. 


President  G.  J.  Meyers  proposed  the  toast ' '  The  Fac- 
ulty," remarking  that  a  large  percentage  were  present 
to  enjoy  the  last  social  function  of  the  class,  and  sur- 
mised that  those  absent  were  out  for  the  medals. 

"They  are  Jolly  Good  Fellows" 

Dean  Heebner,  in  replying,  regretted  the  lack  of 
organization  in  towns  and  small  cities,  and  hoped  that 
something  would  soon  be  done  to  overcome  this.  Prof. 
Evans  exhorted  the  men  to  be  men,  and  success  was 
bound  to  come.  The  "Examiners,"  proposed  by  Lloyd 
Wood,  Jr.,  was  responded  to  by  W.  Enony.  The 
Class  '14  was  proposed  by  the  Dean,  who,  with  Messrs. 
Graham,  Worden,  Gibbard,  Enany  and  Prof.  Evans, 
made  up  a  sextette  that  sang  "They  are  jolly  good 
fellows,"  in  perfect  harmony.  Chas.  Stewart,  on  be- 
half of  the  class,  thanked  them  for  their  selection,  and 
they  would  try  to  merit  the  good  things  said  about 
them. 

Through  the  Smoke  Clouds 

Prof.  Evans'  mule  story  made  a  decided  hit. 

Mr.  Enony  was  given  the  glad  hand  by  the  students, 
and  they  are  trusting  he  won't  forget  his  good  time 
before  May  15. 

The  banquet  committee  are  deserving  of  much  praise 
for  their  work. 

The  menu  card  was  a  unicjue  one,  and  the  explan- 
atory notes  accompanying  most  of  the  courses  con- 
tained much  humor. 

The  class  appreciated  the  candy,  cigars  and  tobacco 
donated  by  the  Patterson  Candy  Co.,  Andrew  Wilson 
Co.,  and  Imperial  Tobacco  Co. 

The  ditty  sang  by  F.  G.  Hotfman  and  B.  D.  White- 
head was  well  received.  It  was  an  original  parody  on 
"Schnitzelbank."    Here  you  have  it  for  yourself: 

Chemistry — Pharmacy ;  Thermometer — Pycnometer ; 
Placentation — Incineration ;  Rhamnaceae — Rutaceae  ; 
Anaesthetic — Sudorific ;  Alkaloid — Aldehyde ;  Janitor 
— Registrar;  Grosser  Beer — Are  we  here? 


students  of  the  ISJllIll  Liass  of  Ontario  College  of  Pharmacy,  who  hold  their  annual  hanquet  at  the  Walker  House,  'I'oronto,  on  Mai-oh  111. 
They  are  now  busy  preparing  for  the  annual  examinations,  which  bettin  on  April  28, 
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NEWS  OF  THE  TRADE 


From  Coast  to  Coast 


When  the  parcel  post  system  was  inaugurated  in 
Canada  it  was  announced  that  six  pounds  would  be  the 
maximum  weight  accepted  until  May,  when  it  would  be 
increased  to  eleven  pounds.  The  parcel  post  rash  was 
not  as  great  as  expected  and  so  the  limit  was  extended 
to  11  pounds  in  early  March. 

The  Canadian  Oral  Prophylactic  Association,  the  head 
office  of  which  is  located  in  Toronto,  has  received  On- 
tario incorporation  without  share  capital.  Their  pur- 
pose is  to  educate  the  public  to  take  such  measures  as 
will  prevent  disease,  and  particularly  as  applied  to  the 
teeth.  They  are  empowered  to  manufacture,  buy  and 
sell  tooth  powders  and  pastes,  tooth  brushes,  mouth 
washes,  and  pharmaceutical  preparations  for  the  mouth 
and  teeth.  They  will  also  encourage  dentists  to  en- 
courage the  public  in  oral  hygiene. 

Quebec  and  Maritime  Prqyinces 

George  P.  Allen,  draggist,  of  St.  John,  N.B.,  passed 
away  in  mid-March. 

Geo.  W.  Johnston,  druggist,  Sherbrooke,  Que.,  has 
added  an  alternating  electric  sign  that  is  attracting  a 
good  deal  of  attention. 

The  incorporators  of  the  Standard  Drug  Co.,  Ltd.,  of 
Sydney,  N.S.,  are  Hugh  6.  Gaskin,  druggist;  Cecil 
Phanor,  medical  doctor,  and  John  A.  Huggins,  drug- 
gist.   The  capital  stock  is  $10,000. 

Brysons,  Limited,  of  Montreal,  have  been  incorpor- 
ated, with  a  capital  stock  of  $150,000.  The  incorpor- 
ators are  Robert  H.  Bryson  and  Robert  S.  Bryson, 
James  W.  Duncan,  H.  C.  Moore  and  R.  Murray,  all  of 
Montreal. 

Ontario 

W.  J.  Inch,  druggist,  of  Mount  Dennis,  near  Toronto, 
has  sold  to  Mr.  Balfour. 

W.  ^.  Gillespie,  Fort  William,  Ont.,  suffered  fire  loss 
in  the  early  part  of  March. 

L.  L.  Springsted,  druggist,  of  Oakville,  passed  away 
the  latter  part  of  February. 

W.  A.  Colebury,  of  Dunnville,  Ont.,  was  in  Toronto 
on  March  12,  on  a  business  trip. 

A  slight  fire  occurred  in  Nasmyth's  Drug  Store, 
Stratford,  on  March  16,  but  veiy  little  damage  was 
done. 

D  'Alton  Campbell,  Gravenhurst,  Ont.,  has  disposed  of 
his  drug  business  to  Martin  Coll<  tt  of  Toronto,  and  is 
continuing  in  the  publishing  business. 

The  new  Canadian  factory  of  the  Peninsular  Chem- 
ical Co.,  Ltd.,  at  Walkerville,  Ont.,  is  now  in  operation 
and  goods  are  being  shipped. 

Floyd  Higgins  has  opened  a  patent  medicine  store  at 
151  Ontario  Street,  Stratford,  Ont.  He  carries  patent 
medicines,  toilet  articles,  etc. 

A  fire  broke  out  in  the  cellar  of  the  drug  store  of  F. 
C.  Clarke,  Belleville,  Ont.,  but  was  extinguished  be- 
fore reaching  the  main  part  of  the  store. 

The  Tanner  Drug  Co.,  Ltd.,  Lakefield,  Ont.,  has  been 
incorporated  with  a  capital  stock  of  $40,000.  The  direc- 
tors are  E.  A.  Tanner,  C.  S.  Tanner  and  F.  W.  Blake- 
man. 

Harold  G.  Foote,  of  Port  Colborne,  Ont.,  was  mar- 
ried on  Feb.  15,  going  to  Florida  on  his  honeymoon. 


He  visited  several  United  States  points  on  his  way  home, 
arriving  back  on  Mar.  11. 

The  Red  Cross  Drug  Store,  Port  Arthur,  Ont.,  have 
moved  to  new  premises  at  6  Cumberland  Street.  The 
new  store  is  an  attractive  and  up-to-date  establishment, 
with  good  fixtures  and  equipment. 

J.  DeW.  Randall,  Niagara-on-the-Lake,  Ont.,  passed 
away  during  the  past  month  from  paralysis  of  the  brain. 
The  store  occupied  by  him  has  been  in  existence  for 
100  years  in  the  same  place  and  he  was  the  fourth 
proprietor. 

Kre  destroyed  practically  the  entire  drug  stock  of 
George  H.  Small,  of  St.  Thomas,  on  Mar.  2,  entailing 
a  loss  of  $600,  covered  by  insurance.  The  fire  started 
from  the  bursting  of  a  demijohn  of  wood  alcohol,  the 
fumes  catching  fire  and  almost  immediately  igniting 
the  woodwork. 

Ryan's  Hall,  Toronto,  was  the  scene  of  a  pleasant 
function  recently,  when  Ernest  Rollings,  of  Warwick 
Bros.  &  Rutter,  was  given  a  party  in  honor  of  his  safe 
return  from  Europe.  A  large  number  of  friends  were 
present.  Jos.  North,  on  behalf  of  the  company,  pre- 
sented Mr.  Rollings  with  a  handsome  signet  ring.  A 
dance  followed  the  presentation. 

Eight  men  were  hurt  in  a  fire  and  explosion  in  Thorn- 
burn 's  Drug  Store,  at  the  "Centre,"  Niagara  Falls, 
Ont.,  on  March  3.  In  addition  to  the  firemen,  R.  Doug- 
las, manager  of  the  store,  and  William  Gyson,  a  clerk, 
were  injured.  The  fire  originated  in  the  basement  and 
melted  the  gas  connection.  Wm.  Gyson  went  into  the 
basement  with  a  lantern  in  an  endeavor  to  shut  off  the 
gas  and  the  explosion  followed. 

Manitoba 

I.  L.  Mitchell's  drug  store,  at  Roblin,  Man.,  has  been 
burned  out. 

The  Peerless  Confectionery  Mfg.  Co.,  Winnipeg,  has 
been  incorporated  in  Manitoba  with  a  capital  stock 
of  $20,000. 

The  National  Talking  Machine  Co.,  Ltd.,  Winnipeg, 
has  received  Manitoba  incorporation.  The  capital  stock 
of  the  company  is  $50,000. 

The  Standard  Unrefillable  Bottle  Co.,  Ltd.,  Winni- 
peg, is  a  Manitoba  company,  incorporated  at  $40,000, 
for  the  purpose  of  obtaining  and  registering  patents  for 
a  corking  device  to  prevent  the  refilling  of  bottle  or 
other  similar  receptacles  for  liquids,  and  thus  prevent 
the  substitution  of  other  liquids  for  the  original  bottled 
article.    John  C.  Samson  is  the  inventor  of  the  patent. 

Saskatchewan 

W.  Thurtell,  of  Chaplin,  Sask.,  has  decided  to  rebuild 


THE  WINNIPEG  CONVENTION. 

DRUGGISTS  in  all  parts  of  Canada  should  begin 
now  to  look  forward  to  the  convention  of  the 
Canadian  Pharmaceutical  Association  in  Win- 
nipeg in  August,  and  to  make  plans  that  they  may  be 
present. 

The  Association  is  an  organization  that  can  do 
much  for  the  benefit  of  the  Canadian  drug  trade,  but 
in  order  to  produce  the  best  results,  it  must  have 
the  support  and  active  interest  of  individual  mem- 
bers of  the  trade  throughout  the  Dominion. 

The  more  druggists  who  attend  these  conventions 
and  take  part  in  the  deliberations,  the  greater  will 
be  the  benefit  to  the  whole  trade,  and  particularly 
those  members  who  are  in  attendance. 

The  local  committees  in  Winnipeg  have  their  plans 
and  preparations  for  this  year's  convention  well  under 
way,  and  a  big  and  successful  gathering  is. looked  for- 
ward to.     Begin  now  to  plan  for  the  trip. 
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his  drug  store,  which  was  destroyed  in  the  recent  big 
fire  in  that  town,  and  work  on  the  new  premises  will 
be  started  just  as  soon  as  plans  can  be  prepared  and 
material  secured. 

S.  J.  Leveille  has  opened  a  drug  store  at  Montmartre, 
Sask. 

The  Limerick  Drug  Store  Co.,  Limerick,  Sask.,  has 
been  burnt  out. 

S.  J.  Clotworthy  has  succeeded  A.  Campbell  in  the 
drug  business  at  226  Second  Ave.  W.,  Saskatoon. 

Alberta 

H.  E.  Roche,  graduate  druggist  of  Calgary,  has  ac- 
cepted a  position  with  W.  D.  Mitchell,  White  River. 

The  Box  Chocolate  Co.  has  started  in  business  in 
Lethbridge,  Alta. 

The  drug  and  stationery  store  of  P.  J.  Long,  Gadsby, 
Alta.,  was  destroyed  by  fire.  The  loss  was  covered  by 
insurance. 

British  Columbia 

Wallace  S.  Terry,  Victoria,  B.C.,  is  opening  a  branch 
store  at  the  corner  of  Douglas  and  Pandora  Streets. 

A  new  drug  store  has  been  opened  in  Vancouver  by 
the  People's  Drug  Co.  It  is  located  at  the  corner  of 
King's  Way  and  Victoria  Road. 

Fire  in  the  Percival  Building,  1150  Mainland  St., 
Vancouver,  B.C.,  did  damage  toT  the  extent  of  $75,000. 
A.  W.  Young,  wholesale  druggist,  is  one  of  the  firms 
occupying  the  building. 

The  Owl  Drug  Co.,  of  Vancouver,  have  recently 
doubled  the  size  of  their  Main  Street  store  in  the  Baw- 
son  Building,  by  taking  in  the  adjoining  premises.  A. 
E.  Black  is  the  buyer  for  the  firm. 

J.  H.  Moran,  of  the  Bridge  St.  Pharmacy,  Vancouver, 
B.C.,  is  moving  to  476  Broadway  West,  at  the  comer 
of  Sambie  St.,  and  will  carry  on  the  business  in  his  own 
name,  owing  to  the  name  of  the  street  having  been 
changed. 


NEWS  NOTES  OF  INTEREST  TO  DRUGGISTS 

The  City  Drug  Co.,  of  Sutherland,  Sask.,  have  sold 
out. 

E.  J.  Hassard,  of  Acton,  Ont.,  was  in  Toronto  on  busi- 
ness on  Mar.  23. 

A  new  drug  store  has  been  opened  at  1004  Ontario 
St.  E.,  Montreal,  by  S.  Gilbert. 

J.  E.  Abbott,  of  the  1913-14  class  of  O.C.P.,  has  pur- 
chased the  business  of  Fred  J.  Harkness,  at  1136  Duf- 
ferin  St.,  Toronto. 

Chas.  See,  of  Porcupine,  Ont.,  has  purchased  the  busi- 
ness of  Dr.  H.  A.  Moore,  Timmins,  Ont.,  and  will  con- 
tinue same  as  a  branch  store. 

H.  A.  Smart,  of  the  People's  Drug  Co.,  Renfrew,  Ont., 
who  is  in  ill  health,  was  in  Toronto  in  mid-March  in 
consultation  with  a  specialist. 

John  Ferguson,  formerly  manager  for  the  McLellan 
Co.,  Ltd.,  Summerside,  P.E.I.,  has  joined  the  traveling 
staff  of  the  Canadian  i)rug  Co. 

P.  L.  Fry  &  Co.,  druggists,  of  North  Sydney,  N.S., 
are  taking  up  new  premises  in  the  new  McCallum-Mc- 
Millan  Building,  on  Commercial  Street. 

Fire  in  the  basement  of  the  Red  Cross  Drug  Store, 
Lethbridge,  Alta.,  did  considerable  damage  to  their 
spring  stock  of  baseball  and  sporting  goods. 

Students  of  the  O.C.P.  are  busy,  preparing  for  the 
annual  examinations  of  the  college,  which  begin  on 
Wednesday,  April  29,  and  end  Friday,  May  8. 


H.  N.  Balfour  has  purchased  the  branch  store  of  W. 
J.  Inch,  Mount  Dennis.  Charles  E.  J.  Bynon,  formerly 
manager  of  this  store,  has  taken  a  position  with  Henry 
Watters,  Ottawa. 

Word  was  received  at  Guelph,  Ont.,  on  Mar.  23,  of 
the  death  of  Will  Jackson,  druggist,  of  New  York,  and 
formerly  of  Guelph. 

Chas.  A.  Aberhart,  of  Seaforth,  Ont.,  accompanied 
by  Mrs.  Aberhart  and  children,  was  in  Toronto  on  a 
holiday  in  mid-March. 

J.  E.  Abbott,  formerly  with  J.  W.  Cinnamon,  of 
Agnes  St.,  Toronto,  has  bought  out  the  drug  store  at 
1136A  Dovercourt  Road,  Toronto. 

The  drug  store  of  G.  H.  Smith,  Dunrea,  Man.,  was 
destroyed  in  a  fire  which  wiped  out  the  business  section 
of  that  town  on  Mar.  20.  It  is  announced  that  he  will 
rebuild  at  once. 

The  Rutherford  Drug  Co.,  of  Nelson,  B.C.,  have 
opened  their  new  store,  which  is  a  finely-equipped  one. 
II.  S.  Maguire  is  associated  with  Wm.  Rutherford 
in  the  business. 

W.  M.  Harrison,  druggist,  Vancouver,  B.C.,  was 
elected  one  of  the  directors  of  the  British  Columbia 
Retail  Merchants'  Association,  at  their  annual  con- 
vention at  Victoria,  B.C. 

The  death  of  Henrietta  Hampton  Parry,  wife  of  R. 
A.  Harrison,  of  Dunnville,  Ont.,  took  place  on  March 
22.  Mr.  Harrison  is  a  well  known  druggist  and  a  former 
vice-president  of  the  council  of  the  O.C.P. 

Registrar  Graham,  of  the  Ontario  College  of  Phar- 
macy, wishes  to  remind  the  druggists  of  Ontario  that 
the  annual  renewal  fee  is  due  on  or  before  May  1.  The 
fee  is  $3  if  paid  by  May  1,  and  $4  if  paid  afterwards. 

James  H.  Thompson,  druggist,  Athabasca  East, 
Sask.,  has  been  notified  from  Ottawa  that  he  has  been 
appointed  to  take  charge  of  sub-post  office  No.  2,  in 
Athabasca  East,  in  succession  to  J.  B.  Greenfield,  re- 
signed. 

C.  A.  Lanspeary,  of  Walkerville,  Ont.,  will  open  a 
branch  store  on  Wellington  Ave.,  Windsor,  on  April  1, 
to  be  known  as  the  Wellington  Pharmacy.  On  May  1 
he  will  add  another  store  at  4  Wyandotte  St.,  Windsor, 
to  be  known  as  the  Temple  Pharmacy. 

The  druggists  of  Owen  Sound,  Ont.,  won  the  cham- 
pionship of  the  City  Hockey  League  by  defeating  the 
Northern  Business  College  team  by  3  to  2.  Winning 
the  championship  carries  with  it  the  possession  for  a 
year  of  the  Douglas  Cup,  which  will  be  presented  to 
the  champions  at  a  banquet  to  be  held  at  an  early  date. 


CONVENTION  OF    SASKATCHEWAN    RE- 
TAIL MERCHANTS  AT  MOOSE  JAW  ON 
MARCH  23,  24  AND  25. 

The  second  annual  convention  of  the  Sas- 
katchewan Retail  Merchants'  Association  was 
held  in  Moose  Jaw  on  March  23,  24  and  25. 
There  was  a  big  attendance.  Since  the  or- 
ganization at  Regina  last  year,  one  of  the  bene- 
fits that  has  been  received  in  Saskatchewan 
through  the  efforts  of  this  organization  was  the 
passage  of  an  act  at  the  last  session  of  the  Leg- 
islature creating  a  small  debts  court  for  the 
collection  of  sums  of  money  under  fifty  dol- 
lars. This  court  is  conducted  by  a  magistrate 
or  justice  of  the  peace,  and  has  already  been 
placed  in  operation. 
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Methods  and  Ideas  of  Other  Retail  Druggists 

Practical  ideas  thai  are  being  used  by  other  druggists 
to   build  for  larger  and  more    profitable   business 


ARiElCOMMEiNDATION  from  an  uninterested 
person  always  carries  a  ^ood  deal  of  weight.  The 
druggist  frequently  has  examples  of  this  in  his 
daily  work.  He  may  recommend  some  of  his 
own  goods  to  a  customer,  but  if  there  is  someone  else 
along  to  give  the  article  a  word  of  praise,  a  sale  is  much 
more  likely  to  be  made.  Every  dealer  can  recall  in- 
stances of  this,  and  also  cases  where  he  has  himself  been 


COUGH  CURE 

That  Does  Cure 

To  the  Red  Star  Drug  Store : 

Dear  Sirs — I  am  pleased  to  inform  you  that  the  bottle 
of  cough  remtsdy,  put  up  by  yourselves,  four  doses  cured 
me  of  a  bad  cold  on  the  lungs  and  also  did  the  same  for 
two  friends  of  miue,  and  I  tnink  it  is  the  finest  cough 
remedy  that  I've  aver  used.    Yours  truly. 

EUGENE  HELM 
Green  Point  Rapids,  B.  C.  Nov.  i,  1912 

For  Sale  Only  by 

Red  Star  Drug  Store 

Englnh.  Germen.  French  end  American  Preacription 
Chemists  Alwajs  in  Attendance 

53  Cordova  Street  West 

Opposite  Hotel  Manitol»  Phone  Sey,  1053 

Mail  Order*  a  Specialty 


Vancover  ad.  showing  how  quality  of  Roods  is  driven  home  by 
reproducing  testimonial  fi-om  satisfied  customer. 


influenced  to  purchase  goods  ou  the  recommendation  of  a 
party  who  has  used  the  article  and  is  pleased  with  it. 
The  Red  Star  Drug  Store,  53  Cordova  St.  W.,  Van- 
couver, B.C.,  have  been  making  use  in  their  advertise- 
ments of  the  fact  that  people  are  influenced  strongly  by 
the  word  of  a  third  party.  Recently  they  ran  the  ad- 
vertisement of  a  cough  cure  in  the  local  paper,  driving 
home  its  curing  qualities  by  an  actual  recommend  from  a 
satisfied  customer.  This  proved  a  convincing  means  of 
appealing  to  customers,  and  is  an  idea  that  might  be 
used  to  advantage  with  other  lines. 

PUSH  THIS  BUTTON  AND  SEE  OUR  STORE. 

A  dealer  is  using  a  novel  way  of  making  talk  about 
his  store,  and  in  a  cheap  and  practical  way.  He  has 
wired  his  .store  lights  to  a  push  button  switch  located 
at  the  entrance  of  his  store,  and  placed  underneath  the 
switch  a  sign  which  reads:  "Push  this  button  and  see 
our  store.",  Pas.sers-by  in  the  evening  are  attracted  to 
the  show  window,  and  observing  the  odd  sign,  comply 
with  its  request,  when  the  entire  establishment  is  bril- 
liantly illuminated.  All  this  happens,  of  course,  after 
the  store  has  been  closed  at  night.  The  switch  is  of  a 
type  that  releases  as  soon  as  the  pressure  is  removed 
from  the  button,  and  consequently  only  a  small  amount 
of  current  is  consumed.  Persons  who  have  seen  the  re- 
sult of  the  contrivance  have  mentioned  it  to  their 
friends,  and  brought  them  to  witness  the  scene.  The 
amount  of  oral  advertising  received  has  been  very  ex- 


tensive.   The  one  drawback  that  occurs  to  us  is  that  the 
children  might  use  it  as  a  source  of  amasement. 

GOOD  RESULTS  FROM  ONE  PRICE  WINDOW. 

One-price  windows  and  tables  have  been  used  with 
considerable  success  by  druggists  in  various  parts  of 
the  country.  The  Tamblyn  Drug  Store  at  the  corner  of 
Bloor  St.  and  Lansdowne  Ave.,  Toronto,  of  which  "W. 
G.  Packham  is  manager,  recently  used  a  one-price  win- 
dow with  considerable  success.  The  window  in  question 
showed  a  big  range  of  articles  ofi'ered  at  10  cents  each. 
The  assortment  was  very  mixed,  containing  probably 
alxiiit  25  different  line.s.  A  show  card  made  the  an- 
nouncement "Any  article  in  this  window  for  10c."  The 
display  attracted  attention  and  sold  goods. 

INVITING  PEOPLE  INTO  STORE. 

The  druggist  to-day  who  wishes  to  make  his  store 
stand  out  prominentlj»  in  the  public  mind  and  favor, 
aims  to  provide  as  many  conveniences  as  possible  for 
customers.  Many  of  these  conveniences  are  demanded  of 
the  druggist  by  the  public  to-day,  but  when  the  dealer 
gives  additional  conveniences  outside  of  those  really  de- 
manded, the  public  appreciate  it  even  more.  Realizing 
this,  Chas.  Wilson,  druggist,  of  333  Bathurst  St.,  To- 
ronto, has  a  card  in  his  window  inviting  people  to  step 
in.side  while  waiting  for  their  car.  His  store  is  located 
at  the  intersection  of  two  car  lines,  and  naturally  people 
who  have  to  transfer  appreciate  the  invitation  to  shelter, 
especially  on  stormy  days. 

"We  have  found  it  a  good  idea,"  says  Mr.  Wilson. 
"It  makes  the  people  think  yovi  are  a  good  fellow,  and 
they  appreciate  your  willingn&ss  to  accommodate  them 
in  this  manner.  It  is  even  noticed  by  passing  people  who 
are  not  waiting  for  a  car."  Incidentally,  it  might  be 
mentioned,  that  effective  display  is  carried  on  inside  the 


STEP  INSIDE 
WHILE  WAITING 

FOR 

YOUR  CAR 


Window  card  of  Toronto  Druggist  inviting  customers  to  use  his 
store  while  waiting  for  car. 

store,  .so  that  not  infrequently  people  who  drop  in  to 
wait  for  their  car.  notice  some  article  that  they  want 
and  purchase  it. 

TO  PREVENT  GIVING  OVERWEIGHT  IN  CANDY. 

Overweight  reduces  the  profits  on  bulk  confectionery 
in  many  stores  to  a  considerable  extent.  The  reason  for 
overweight  is  frequently  that  a  clerk  findkig  a  few  ehoco- 
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lates  left  in  the  seoop  when  the  scale  balances,  throws 
them  in,  feeling  that  it  looks  "close"  to  walk  back  to 
the  case  with  that  small  amount.  A  subscriber  in  Mont- 
real sends  us  in  the  following  novel  way  of  overcoming 
this: — 

"Most  clerks,  when  weighing  out  chocolates,  when  it 
comes  close  to  the  point  where  the  scales  balance,  take 
small  scoopfuls.  Then  when  there  is  only  a  couple  of 
chocolates  left,  they  have  to  throw  them  in  for  appear- 
ance sake.  I  operate  just  exactly  the  opposite  way. 
\Yhen  it  comes  close  to  the  balancing  point,  I  take  great 
big  scoopfuls,  and  so  when  the  scales  balance,  I  have 
a  large  quantity  left  on  the  scoop.  Of  course,  a  cus- 
tomer couldn't  expect  me  to  throw  in  a  scoopful,  and  so 
I  avoid  the  giving  of  overweight. ' ' 

The  idea  is  certainly  worth  the  consideration  of  every 
dealer  who  sells  bulk  chocolates. 

ARRANGE    FOR     POLICE     TO    TURN    WINDOW 
LIGHTS    OUT   AT  NIGHT. 

Many  drug  stores  which  close  early  in  the  evening, 
Uvse  a  good  deal  of  advertising  through  the  medium  of 
their  display  windows,  by  turning  out  their  window 
lights  when  the  store  is  closed  in  the  evening. 
The  "Wame  Drug  Company,  Petefboro,  Ont..  close 
their  store  at  6.30  at  night,  but  the  windovre 
are  not  allowed  to  go  to  waste  during  the 
balance  of  the  evening.  The  lights  are  left  burning  and 
an  arrangement  is  made  with  the  night  policeman  on  this 
street  to  turn  them  out  when  the  crowds  have  disap- 
peared from  the  street.  This  is  possible  by  having  the 
switch  which  controls  tlie  window  lights  .just  outside  the 
door,  where  the  policeman,  in  passing,  can  turn  the 
lights  out.  There  is  no  doubt  that  dealers  in  other 
towns  could  make  similar  arrangement.  It  is  especially 
advisable  that  lights  be  left  on  in  the  evening  during 
the  spring  and  summer,  as  there  are  always  many  people 
on  the  streets  during  the  nice  weather. 

SOLICIT  SUGGESTIONS  FROM  CUSTOMERS 

The  Regina  Trading  Co.,  Regina,  Sask.,  solicit  cus- 
tomers to  make  snggestions  to  the  managers  as  to  how 
their  service  may  be  bettered  or  the  efficiency  of  the 
organization  increased.     A   suggestion  box  has  been 


Novel  Moving  Door  Sign 


OUR  SUGGESTION  BOX 

Being  ever  on  the  lookout  for  suggestions  and  ideas 
which  will  better  our  service  and  increase  the  effi- 
ciency of  our  organization  we  have  placed  a  suggestion 
box  in  the  centre  of  the  store  on  the  ground  floor,  on 
the  door  beside  our  time  clock.  We  will  be  pleased  to 
have  our  patrons  and  friends  drop  in  any  suggestions 
which  they  think  will  better  our  service  or  efficiency. 
And  these  will  receive  our  prompt  consideration.  You 
as  a  purchaser  will  no  doubt  notice  lots  of  little  things 
which  we  overlook  and  which  should  be  remedied.  Let 
us  have  your  ideas  and  views.     We  thank  you. 


Announcement  of  suggestion  box  made  by  Regina  Trading  Co.  in  their  ad. 

placed  on  the  main  floor  for  this  purpose.  In  a  recent 
ad  they  drew  customers'  attention  to  this  feature.  The 
section  of  the  ad  in  question  is  reproduced  here.  It 
has  a  marked  value  in  getting  the  goodwill  of  cus- 
tomers, and  inspiring  greater  confidence  in  the  store. 


HERE  is  a  novel  and  inexpensive  plan  for  calling 
attention  to  special  lines  of  goods.    For  lack  of  a 
better  name,  we  will  call  it  the  moving  door  sign, 
for  it  bobs  up  and  down  before  the  eyes  of  each  cus- 
tomer as  he  or  she  comes  into  your  store. 

Measure  oflf  the  distance  on  the  frame  above  your  door 
entrance  until  you  find  the  point  just  above  the  centre 
of  the  glass  panel  in  the  door.  Mark  this  point  and  then 
fasten  two  small  screw  eyes,  one  three  inches  to  the  left 
of  this  mark  and  one  three  inches  to  the  right.  You  will 
then  have  the  centre  six  inches  of  the  glass  panel  mea- 
sured off.  Close  the  door,  and  directly  under  these  two 
screw  eyes,  fasten  two  more  as  near  the  very  top  of  the 
door  as  possible. 

Sign  Runs  Up  to  Meet  Customer's  Eye. 

Take  two  piecas  of  fish  line,  or  strong,  fine  string, 
long  enough  to  reach  from  the  top  screw  eye  to  a  point 
four  and  one-half  feet  from  the  floor.  Fasten  to  each 
one  of :  the  top  screw  eyes  one  of  the  pieces  of  string. 
After  putting  both  strings  through  the  e.ves  on  the  door 
which  are  just  below  the  eyes  to  which  they  are  fastened, 
place  a  sign  card  on  the  ends  of  the  string.  In  placing 
the  cards  on  the  string,  connect  the  strings  so  that  the.v 
will  continue  to  run  parallel,  six  inches  apart. 

Now  if  you  will  open  the  door,  ycm'll  find  that  the 
sign  will  run  up  the  glass  panel  to  meet  the  eye  of  the 
customer  as  he  opens  the  door  to  come  in. 

Can  Place  New  Card  in  It  Each  Day. 

This  is  lx)und  to  attract  nuicli  attention,  and  our  sug- 
gestion would  be  to  fasten  a  small  frame  here  and  slip  in 
a  new  card  every  day,  calling  attention  to  .some  one 
article.  If  your  sigjis  are  brief,  they'll  be  read  by  most 
of  the  people,  and  if  this  is  accomplished  then  you  can 
call  it  good  advertising. 

Should  the  frame  have  a  tendency  to  go  up  and  down 
in  an  uncertain,  zigzag  manner,  this  may  be  overcome 
by  two  strings  running  through  eyes,  fastened  to  each 
outside  end  comer  of  the  frame  and  secured  at  the  top 
and  lx)ttom  of  the  glass  panel.  This,  you  see,  provides  a 
.track  for  the  sign  to  run  up  and  down  on. 

We  think  this  idea  will  bring  in  extra  business,  but 
.even  if  it  does  not,  it  will  surely  create  favorable  com^ 
ment  on  your  store  and  aggressive  methods  and  that's 
the  best  kind  of  advertising. 


Sueces.sfnl  advertising  is  nothing  more  or  less  than 
advertising  that  tells  people  what  they  want  to  know 
about  your  goods. 


fiGND  ALONG  MERCHANDISING  IDEAS 
AND  METHODS 

EVERY  druggist  has  a  number  of  little  ideas  or 
methods  that  he  has  worked  out  and  is  finding 
of  value  to  him  in  his  business.  Frequently,  it  is 
the  case  that  some  of  these  little  things  have  not  oc- 
curred to  the  other  fellow,  but  could  be  used  to  ad- 
vantage by  him  if  brought  to  his  notice.  The  purpose 
of  The  Retail  Druggist  is  to  carry  on  an  interchange 
of  business  methods  and  ideas,  and  we  invite  you  to 
send  along  to  us  any  little  method  or  idea  that  you 
are  using  in  your  business  to  advantage.  This  reci 
procity  in  merchandising  plans  and  ideas  cannot  help 
but  prove  of  great  benefit  to  all  concerned.  Let  us 
hear  from  you.  We  will  appreciate  it,  and  so  will 
your  brother  druggists  all  over  Canada. 
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A  Well  Arranged  Drug  Store  in  Medicine  Hat 

Neatness,  cleanliness  and  orderly  arrangement  are  features  of  the  Richard- 
son Drug  Store,  of  Medicine  Hat,  Alta. — Sidelines  are  given  prominence 


THE  store  of  the  Richardson  Drug  Co.,  of  Medicine 
Hat,  Alta.^  photograph  of  which  is  reproduced 
here,  is  bmh  neat  and  attractively  arranged. 
Noticeable  features  to  the  person  who  visits  it  is 
its  neatness  and  cleanliness,  as  well  as  the  orderly  and 
attractive  arrangement,  and  there  is  no  doubt  that  these 
factors  play  an  influential  part  in  attracting  trade  to  the 
store.  G.  C.  Richardson  is  the  proprietor  of  the  store, 
which  is  located  at  the  corner  of  Braemar  Street  and 
Sixth  Avenue. 

Good  Use  Made  of  Silent  Salesmen. 

As  the  photograph  of  the  store  indicatt^,  good  use  has 
been  made  of  silent  salesmen.  Three  extend  down  the 
one  side,  while  the  serving  counter  to  the  rear  is  also 
fitted  with  a  gla&s  display  front.  It  must  be  admitted 
that  they  show  a  variety  of  lines  up  to  advantage,  while 
the  tops  are  used  to  display  goods  so  that  the  customer 
may  pick  them  up  apd  examine  them,  and  this  is  fre- 
quently the  first  step  in  leading  to  a  sale.  The  policy 
of  neat  and  cleanly  arrangement  is  emphasized  by  the 
use  of  wall  cases  with  sliding  doors.     An  arrangement 


contains  a  variety  of  lines,  including  hair,  clothes,  tooth 
and  shaving  brushes,  combs,  towels,  etc.  In  the  second 
one  are  soaps  and  kindred  lines,  while  the  third  shows 
toilet  preparations  and  rubber  goods. 

Value  of  Attractive  Arrangement. 

The  good  arrangement  which  is  a  feature  of  this  store 
is  well  worthy  of  the  consideration  of  every  druggist. 
There  is  a  two-fold  value  in  good  arrangement.  In  the 
first  place,  people  prefer  to  go  into  the  attractive  store, 
and  the  one  where  goods  are  arranged  neatly  and  or- 
derly. In  the  second  place,  goods  that  are  displayed  to 
advantage  induce  sales,  and  larger  sales  are  the  aim  of 
everv  man  in  business. 


DRUGGIST  SELLS  ELECTRIC  LIGHT  GLOBES. 

J.  W.  Cinnamon,  111  Agnes  St.,  Toronto,  handles 
electric  light  bulbs,  and  states  to  The  Retail  Dniggist 
that  considerable  trade  is  done  in  the  line.  They  have 
been  carried  in  the  store  for  some  little  time. 

The  variety  of  bulb  sold  is  used  in  lighting  the  store, 


The  drug  store  of  G.  C.  Richardson,  of  Medicine  Hat,  Alta.    Note  the  neat  and  cleanly  arrangement. 


will  be  noticed  in  the  centre  silent  salesman,  dividing 
each  shelf  ott'  into  six  separate  sections.  The  advantage 
of  this  is  the  large  number  of  lines  that  can  be  shown, 
each  one  by  itself.  In  this  case,  for  instance,  eighteen 
different  lines  can  be  shown,  each  one  in  a  separate 
section. 

The  side  lines  are  very  prominent  in  the  store,  espe- 
cially on  display  in  the  silent  salesmen.    The  first  one 


and  when  a  customer  asks  as  to  their  (luality,  the  light- 
ing in  the  store  can  be  pointed  to.  It  seems  a  good  means 
of  impressing  customers. 


No  employee  is  going  to  continue  for  long  to  do  good 
work  for  the  man  who  does  not  show  appreciation  of 
that  kind  of  work. 
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Features  of  an  Aggressive  Hamilton  Drug  Store 

Features  of  the  drug  store  of  Parke  &  Parke,  who  have 
built  up  an  extensive  drug .  butineas  in  Hamilton  — 
Factors  in  their  success — How  they  reach  out  for  business 


AMONG  the  most  extensive  drug  businesses  in 
Canada  is  that  of  Parke  &  Parke,  of  Hamilton, 
Ont..  who  have  not  only  built  up  a  substantial 
local  trade  but  who  have  also  been  successful  in  reach- 
ing out  for  business  in  sections  that  the  average  drug- 
gist does  not  attempt  to  reach.  The  firm  has  been  estab- 
lished for  a  long  time,  and  during  the  whole  period  of 
its  existence  has  been  located  close  to  the  city  market. 
Their  favorable  location  has  no  doubt  been  a  helpful 
factor  in  securing  business.  Being  in  the  centre  of  the 
city,  they  have  been  able  to  cater  to  the  city  trade, 
while  their  proximity  to  the  city  market,  which  is  made 
good  use  of  by  the  people  from  the  surrounding  coun- 
try who  have  farm  products  to  offer,  allows  them  to 
make  a  strong  bid  for  the  farmer's  trade. 

Believe  in  Getting  Goods  Out  Before  People. 

One  of  the  things  that  strikes  a  person  forcibly  on 
visiting  their  store  is  the  effort  made  to  get  goods  out 
where  the  people  will  see  them.  This  is  very  notice- 
able in  the  photograph  of  the  interior  of  their  store 
reproduced  here.  Every  possible  means  has  been  taken 
to  make  extensive  and  attractive  displays  that  will 
show  goods  up  to  advantage  and  induce  sales.  For 
instance,  it  will  be  noted  that  displays  have  been  made 
around  the  two  pillars  in  the  centre  of  the  store.  The 
cashier's  desk  is  located  at  one  side,  but  in  an  elevated 
position,  allowing  a  silent  salesman  to  be  placed  under- 
neath for  the  display  of  a  variety  of  lines.  There 
are  several  little  display  tables  in  various  sections  of. 
the  store,  all  emphasizing  their  belief  that  to  induce^ 


sales,  you  need  to  get  the  goods  out  where  people  will 
see  them. 

Make  Good  Use  of  Window  Space!. 

This  policy  is  also  noticeable  in  their  windows,  which 
extend  along  two  streets,  as  the  store  is  located  on  a 
corner.  Their  windows  are  not  deep,  but  the  maximum 
amount  of  display  is  secured  by  the  use  of  a  shelf 
arrangement  in  the  windows.  In  addition  to  the  main 
display  on  the  window  floor,  this  arrangement  allows 
of  several  additional  tiers  of  display  above.  The  Mc- 
Nab  Street  side  of  the  store  is  not  all  taken  up  with 
window  space,  there  being  an  unused  space  of  twelve 
or  more  feet.  This  space  is  not  allowed  to  go  to  waste, 
however.  An  outside  wall  case  with  a  number  of 
shelves  has  been  built,  making  an  excellent  display 
medium  for  a  variety  of  goods. 

Features  of  the  Store. 

There  are  several  features  in  the  arrangement  of  the 
store  worthy  of  notice.  Counters  and  display  ca,ses 
extend  along  three  sides  of  the  store.  In  the  centre 
of  the  store  there  is  a  square  of  four  counters,  giving 
the  maxinuim  of  counter  and  display  room  for  the 
space  taken  up.  On  three  sides  are  shelves  l)ui]t  out 
from  the  wall,  allowing  spac^e  for  storing  stock  behind. 
A  special  upright  silent  salesman  in  a  prominent  part 
of  the  store  is  devoted  to  cigars.  The  cashier's  desk 
is  centrally  located,  while  the  general  office  is  located 
in  one. of  the  rear  corners,  with  the  disj)ensing  room 
'  off   the   other  corner.     An   immense  stock  is   carried, 


Interior  of  the  store  of  Parke  &  Parke,  of  Hamilton,  showing  the  many  dispiay  methods  used  to  get  gooda  out  be£or«  people. 
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and  a  good  deal  of  surplus  stock  is  stored  in  the  base- 
ment, which  is  extensive  and  extends  out  under  the 
sidewalk  of  both  streets.  The  second  storey  is  used 
largely  for  making  up  their  own  preparations. 

Factors  in  Success. 

"To  secure  success  in  the  drug  business,"  said  Wal- 
der  Parke  to  the  Retail  Druggist,  "requires  constant 
application  and  determination.  One  of  the  factors  in 
the  success  of  our  business  has  been  in  the  pushing  of 
our  own  preparations.  We  have  been  careful  to  select 
good  formulas  and  have  used  a  liberal  amount  of  ad- 
vertising, and  by  constantly  hammering  at  it,  backed 
by  a  first-class  article,  many  of  our  preparations  are 
widely  known.     Our  hat  dye,  for  instance,  has  a  large 


has  no  doubt  been  responsible  to  no  little  extent  for 
the  growth  of  their  business. .  It  has,  at  least,  allowed 
them  to  reach  out  for  and  gather  in  business  from  ter- 
ritory which  most  druggists  make  little  or  no  effort  to 
cultivate.  Various  methods  of  advertising  are  used. 
In  addition  to  using  space  in  the  local  paper,  an  an- 
nual almanac  is  issued.  In  fact,  this  is  the  twentieth 
consecutive  year  that  they  have  issued  an  almanac. 
In  addition  to  the  regular  almanac  features,  it  contains 
household  and  culinary  recipes  and  jokes.  '  A  good 
deal  of  space  in  it  is,  of  course,  devoted  to  advertising 
the  various  lines  of  goods  sold  by  the  store.  This 
year's  almanac  was  a  40-page  one.  In  the  introduction, 
it  said,  "Quality  pays  handsomely.  The  customer  you 
hold   by  service   and   quality  is   bound  to   you.     We 


Parke  &  Parke's  drug  store,  Hamilton,  Ont.,  photoerraphed  during  the  Hamilton  Centennial  last  year.   The  view  shows 
a  portion  of  the  market  and  indicates  the  favorable  location  occupied  by  the  store. 


sale  all  over  Ontario  without  any  other  than  local  ad- 
vertising. It  is  in  a  large  package,  sufficient  to  cover 
the  largest  hat,  whereas  with  smaller  packages  two  or 
possibly  more  packages  have  to  be  used  on  one  hat, 
and  as  it  is  difficult  to  get  an  exactly  similar  shade 
from  two  bottles,  results  are  frequently  unsatisfac- 
tory." 

Lines  That  Bring  Repeat  Business. 

"Another  article  is  ovir  catsup  flavor — and  also  our 
pickle  mixture.  A  customer  using  any  of  these  pre- 
parations becomes  our  best  advertisement.  They  tell 
everyone  and  they  are  repeaters  themselves." 

As  Mr.  Parke  points  out,  these  lines  bring  more 
repeat  business  than  medicines.  "These  are  articles 
that  are  required  year  after  year,"  he  says.  "Medi- 
cine, when  used  and  the  result  obtained,  is  required 
no  more.  These  other  articles  are  one  for  which  repeat 
orders  come  in." 

Reach  Out  for  Trade  by  Advertising. 

Parke  &  Parke  are  extensive  advertisers,  and  this 


claim  for  our  goods  the  perfect  reliability  which  comes 
from  honest  material,  workmanship  and  prompt  ser- 
vice, and  we  are  always  ready  to  back  up  our  claims." 

Issue  a  Catalogue. 

A  catalogue  and  price  list  is  also  issued  by  this  firm, 
listing  goods  carried  in  stock.  This  is  used  to  appeal 
for  business  by  mail.  Many  of  the  lines  are  well  de- 
scribed, while  the  extensive  use  of  cuts  adds  much  to 
its  appearance  and  selling  value.  An  idea  of  the  ex- 
tensiveness  of  their  advertising  is  shown  by  the  fact 
that  30,000  almanacs  and  10,000  catalogues  are  sent 
out.  'Calendars  to  the  number  of  12,000  to  15,000  are 
also  distributed  yearly. 

Men  of  Experience  Comprise  Firm. 

Tha  partnership  of  Parke  &  Parke  was  established 
twenty  years  ago  and  from  a  small  beginning  has  built 
up  the  present  extensive  business.  The  two  partners 
of  the  firm  are  Walder  Parke  and  George  Parke.  The 
former  has  seen  some  big  changes  in  the  drug  business 
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and  in  Hamilton  since  he  first  entered  the  drug  busi- 
ness in  the  Ambitious  City.  For  thirty-five  yeare  he 
has  been  connected  with  the  drug:  trade  in  that  city. 
His  brother,  Georjre  Parke,  has  been  in  business  in 
Hamilton  for  twenty  years,  and  previously  had  experi- 
ence in  St.  Catharines,  Ont.,  and  Chicago,  111.  Their 
combined  experience  and  effort  has  built  up  a  business 
employing  twent.v-seven  people,  eight  of  whom  arc 
fully  qualified  graduate  chemists. 


THE  VALUE  OF  CLEANLINESS  IN  THE  STORE 

If  cleanliness  is  next  to  godliness  many  merchants 
are  a  long  way    from  heaven. 

A  dirty  or  disorderly  store  can't  hope  to  make  a  big 
success  nowadays.  One  of  the  reasons  why  people  have 
gone  to  the  county  seat  to  trade — or  to  the  retail  mail 
order  houses — is  because  the  home  stores  have  not  been 
sufficiently  attractive — they  have  lacked  both  in  order- 
liness and  cleanliness. 


When  your,  clerks  are  not  otherwise  employed,  keep 
them  busy  cleaning  and  re-arranging  stock.  Set  a  good 
example  by  lending  a  helping  hand  yourself. 

You  can  afford  to  be  a  crank  upon  this  subject.  In- 
sist upon  having  all  dust  and  rubbish  removed.  Don't 
neglect  the  comers,  the  tops  of  the  shelves,  the  space 
behind  the  stock,  under  the  counters  or  the  back  room. 

Dust  is  a  parasite  that  eats  into  profits.  Don't  throw 
away  money  by  allowing  it  to  spoil  stock.  You  can 
lose  more  in  this  way  than  in  almost  any  other..  A  dirty 
article  is  never  a  saleable  one. 

Then,  sweep  down  the  cobwebs. 

Hut  it  is  not  enough  to  be  merely  clean.  The  stock 
must  be  kept  in  order.  Good  housekeeping  consists  in 
just  two  things: 

First — Having  a  place  for  everything. 
Second — Keeping  everything  in  its  place. 
You  must  be  a  good  housekeeper  as  well  as  a  good 
storekeeper.    Even  the  pulling  power  of  a  lower  price 


The  proprietors  of  Uie  Tarke  &  I^arke  Unig  Store,  Hamilton.  Ont.    On  Mic  left  is  Air.  (ico.  Tarke.  And  on  the  right  Mr. 

Walder  Parke.    Both  are  men  with  extensive  experience  in  the  drug  business.    Their  bn»iiie8S 

methods  are  dealt  with  in  tne  two  preceding  pages. 


It  makes  no  difference  what  your  trade  is,  you  will 
sell  more  goods  if  you  keep  your  stock  and  store  clean 
and  tidy. 

Even  Dirty  People  Avoid  Dirty  Stores 

You  must  not  only  keep  it  up  to  a  man's  standard 
of  cleanliness,  but  you  must  keep  it  up  to  a  woman's 
standard  of  cleanliness. 

Not  even  dirty  people  like  to  trade  in  a  dirty  store 
— they  invariably  seek  a  clean  one  if  they  can  find  it. 
A  cleanly  person  will  never  trade  in  an  unclean  store, 
if  he  can  help  it — and  the  chances  are  ten  to  one  that 
he  cm  help  it. 

Then  keep  down  the  cobwebs  and  dust  off  the  shelves. 

An  hour  thus  employed  is  worth  a  hundred  spent  in 
cursing  your  luck  and  your  light  sales. 

Cobwebs  and  Trade  were  never  good  friends.  They 
clash  whenever  they  meet — so  keep  them  apart. 

Don't  wait  until  you  "get  the  time"  before  you 
clean  up.    Take  the  time.    It  pays. 


will  not  overcome  the  handicap  of  a  dirty,  disorderly 
stock. 

Cleanliness  is  a  direct  asset.  It  means  money  in 
your  pocket,  both  from  a  standpoint  of  credit  and 
sales. 


BUSINESS  PHILOSOPHY. 

A  man  may  liave  a  legal  right  to  waste  as  nuich  of 
his  own  time  as  he  will,  but  it  is  another  matter  when 
it  comes  to  wasting  the  time  of  someone  else. 

It  pays  to  carry  the  interests  of  your  emplo.ver  close 
at  the  heart,  for  it  is  said  that  loyal  service  makes  a 
triMierous  paymaster. 

Store  windows  are  to  allow  those  outside  to  look  in. 
Who  wants  to  look  into  a  window  where  there  is  nothing 
to  see? 

There  is  one  important  item  that  ought  not  to  be  for- 
gotten in  the  construction  of  an  advertisement,  and  that 
is  white  space.    Don't  be  afraid  to  use  plenty  of  it. 
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Window  Dressing  Department 


Hints  and  Suggesliom 

for 

The  Trinuner 


THIS  is  a  season  of  the  year  when  the  dealer  will 
find  his  windows  especially  valuable  as  selling 
agents  if  he  will  only  give  them  the  necessary  at- 
tention. During  the  winter  people  have  preferred  to 
hurry  home  to  the  fireside,  rather  than  linger  about  the 
streets,  inspecting  the  window  displays,  even  if  there 
were  attractive  ones.  It  is  different  now,  however. 
The  weather  has  moderated  to  a  considerable  extent 
and  people  are  more  inclined  to  "window  gazing"  if 
there  is  anything  to  interest  them.  The  aggressive 
dealer  should,  therefore,  see  that  his  windows  are  at- 
tractively arranged  and  are  changed  frequently,  so  as 
to  get  as  great  results  from  them  as  possible. 

PURIFYING    QUALITIES    OF    BLOOD    REMEDY 
DRIVEN  HOME  BY  DISPLAY. 

A  novel  window  display  was  used  recently  by  Rupert 
P.  Weeks  of  186  Wilton  Avenue,  Toronto,  to  illustrate 
and  drive  home  the  value  of  the  blood  remedy  sold  by 
him  in  purifying  the  blood.      It  made  a  very  seasonable 


^HHiiii^^^H  ■^■'^n    ^^^KW^^I^^H,    ^m'* 

A  window  display  of  absorbent  ontton  in  tlie  store  of  Geo.  N.  Collins,  of 
Welland,  Ont.  Mr.  Collins  is  a  strong  believer  in  the  value  of  good  window 
display  in  attractingr  business  to  the  .store.  Note  the  appropriate  setting 
to  the  display,  and  also  the  fixtures  that  are  used  in  arranging  it. 

display  for  spring,  as  at  this  season,  people  recognize 
the  need  of  using  a  blood  pruifer,  and  this  brought  the 
fact  home  to  them  strongly. 

In  the  centre  of  the  window  was  a  large  bottle  stand- 
ing upright,  with  another  bottle  inverted,  with  the  head 
of  it,  sticking  into  the  mouth  of  the  under  bottle. 
Through  the  cork  in  the  bottle  was  a  filter  made  of  a 
wax  paper  quill  with  a  cloth  across  the  bottom  of  the 
quill.  In  the  upper  bottle,  there  was  placed  a  liquid 
resembling  thick  sluggish  blood  which  trickled  slowly 
through  the  magnesia  in  the  filter  and  came  out  in  the 
lower  bottle  in  a  clarified  condition.  This  was  sup- 
posed to  illustrate  the  manner  in  which  the  blood  in  a 
person's  body  is  purified  by  the  use  of  the  blood  rem- 
edy. 

The  particular  brand  of  blood  purifier  was  dis- 
played prominently  about  the  window  and  a  large  show 
card  read:  "Note  the  difference.     Just  as  this  filter 


removes  impurities  from  this  solution,  so  will  this  blood 
purifier  remove  impurities  from  the  blood." 

Editorial  Note. — It  is  just  such  novel  ideas  as  this 
incorporated  in  displays  that  attracts  attention  and 
make  sales.  The  Retail  Druggist  solicits  readers  to  send 
in  similar  ideas  that  they  may  be  using.  We  will  wel- 
come them  and  so  will  other  druggists  all  over  Canada. 
When  you  have  an  idea  Hke  this,  don't  forget  to  send 
it  along. 

THE  "TEASER"  ATTENTION  ATTRACTOR 

•Here  is  what  might  be  termed  a  "teaser"  method  of 
attracting  attention  to  the  store.  It  will  get  the  atten- 
tion, particularly  of  the  victims  of  dyspepsia  and 
indigestion,  but  should  also  arouse  general  interest. 

In  the  window  there  is  placed  a  show  card  which 
reads:  "Next  week  you  can  exchange  a  sour  disposi- 
tion for  a  healthy  appetite.  We  will  tell  you  on 
April  25." 

Then  on  that  date  another  card  is  placed  in  the  win- 
dow which  reads:  "It's  April  25th  to-day.  You  can  get 
that  healthy  appetite  to-day.  This  is  the  medicine  that 
will  give  it  to  you."  In  the  window  is  placed  a  display 
of  suitable  preparations. 


VALUE  OF  WINDOW  SPACE. 

The  larger  the  city  the  greater  the  use  of  show 
windows  in  retail  stores,  and  in  smaller  places  little 
or  no  thought  seems  to  be  given  to  their  use;  and  this 
suggests  a  sore  lack  of  the  knowledge  of  their  value. 
Why  is  this,  and  why  do  not  the  retailers  in  villages 
take  advantage  of  the  opportunity  that  is  theirs? 

Most  dealers  in  small  towns  complain  that  the  in- 
habitants go  to  the  cities  unnecessarily  to  make  pur- 
chases, which  purchases  should  be  made  in  their  own 
town.  It  would  seem  that  if  the  merchant  did  all  he 
could  and  copied  the  successful  stores  of  the  larger 
places,  in  so  far  as  their  management  goes,  much  of 
this  complaint  would  be  done  away  with. 

The  rental  value  of  a  square  foot  of  space  in  a 
show  window  in  a  village  of  2,500  is  less  by  many 
times  than  the  space  in  the  same  store  similarly  situ- 
ated in  a  large  city,  and  this  may  in  a  measure  ac- 
count for  the  difference  in  their  use;  but  compared 
with  the  total  floor  rental  the  one  costs  as  much  as 
the  other. 

It  has  been  stated  that  some  show  windows  are  held 
to  be  worth  half  the  total  rental  of  an  entire  floor. 


WINDOW  DISPI.AY  IN  THE  SMALL  TOWN 

Good  window  display  in  the  small  town  may  not 
bring  in  as  great  results  as  in  the  larger  centres,  but 
is  none  the  less  valuable,  and  well  worth  the  time 
and  attention  of  the  dealer.  Too  many  merchants 
in  the  small  town  take  it  for  granted  that  results 
would  not  warrant  any  great  attention  to  their  show 
windows,  and  so  neglect  them.  This  is  a  mistake,  as 
shown  by  the  experience  of  many  live  merchants  in 
smaller   centres. 
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Whether  or  not  this  is  true,  there  can  be  no  means 
of  knowing,  but  certain  it  is,  that  the  space  per  foot 
in  the  show  window  is  worth  many  times  that  of  any 
other  in  the  store. 

The  window  trimmer  who  is  alive  and  who  will  take 
the  time  to  study  and  plan,  can  figure  windows  that 
will  pay  certain  profits.  The  windows  merit  as  much, 
if  not  more,  attention  than  any  other  phase  of  mer- 
chandising, and  he  who  improves  his  window  service 
is  making  an  improvement  that  will  show  an  increase 
in  sales  and  in  the  bank  account. 


WINDOW  "PAINS"  AND  HOW  TO  AVOID 

By  not  forgetting  that  both  you  and  your  store  are 
frequently  judged  by  the  style  of  your  window  display. 

By  planning  your  window  displays  at  least  a  week 
ahead.    It  pays. 

By  not  having  your  window  empty  longer  than 
necessary.  An  empty  window  with  small  pieces  of  win- 
dow strips  still  adhering  to  the  glass  may  give  an  im- 
pression of  ' '  For  Rent ' '  to  the  passing  stranger. 

By  keeping  below  the  level  of  the  eye  that  part  of 
your  display  you  wish  to  give  the  most  prominence  to. 

By  devoting  your  window  to  one  article  or  one  class 
of  goods,  rather  than  a  lot  of  odds  and  ends. 

By  having  a  strong  light  on  your  display  at  night. 


SEKD  THEM  ALONG 

Whenever  you  have  a  good  display,  have  a  photo- 
frraph  taken  and  send  it  along  to  us  for  reproduction. 
We  will  appreciate  it  and  so  will  your  brother  dealers 
and  clerks  all  over  Canada.  This  is  one  way  in  which 
you  can  contribute  to  the  general  welfare  of  the 
business  in  which  you  are  interested.  When  you  put 
in  your  next  good  window   display  keep  us  in   mind. 


An  invisible  light  shining  down  on  your  display  is 
preferable  in  most  instances. 

By  using  neat  cards  with  plain  lettering,  avoiding 
fancy  type. 

By  backing  up  the  most  prominent  feature  of  your 
display  so  as  to  bring  it  out  bold  and  strong. 


CLEARED  OUT  CIGAR  CASES 

A  dealer  in  Montreal  was  cleai-ing  out  some  low- 
priced  cigar  ease.s  which  had  not  moved  very  well,  so 
he  placed  a  display  in  the  centre  of  the  window  with 
the  following  show  card : 

ONLY  10  CENTS 
THE  PRICE  OF  ONE  BROKEN  CIGAR 

The  wording  on  the  card  appealed  to  many,  because 
it  drove  home  the  saving  by  having  a  cigar  case  to  pro- 
tect the  cigars  carried  in  the  pocket.  The  same  idea 
could  be  used  for  higher  priced  cases  by  changing  the 
wording. 

WHERE  LIGHT  WASN'T  NEEDED 

A  western  merchant  employed  a  unique  method  to 
help  attract  the  attention  of  the  people  to  big  values 
in  his  windows. 

The  occasion  was  a  nine-cent  sale.  Both  windows 
were  filled  with  9-cent  goods.  In  one  window  he  hung 
a  lighted  lantern  with  a  red  globe.  "With  this  lantern 
was  a  card  reading:  "You  do  not  need  much  light  to 
see  the  big  values  in  this  window."     In  the  other 


window  he  hung  a  lantern  with  a  blue  globe  and  with 
it  a  card  reading:  "You  can  see  big  bargains  in  this 
window  by  the  light  of  a  very  small  lantern." 

A  representative  of  one  of  the  local  newspapers, 
interested  in  the  outcome  of  the  new  kind  of  advertis- 
ing, stood  across  the  street  for  an  hour  and  watched. 
Out  of  the  107  people  passing  the  windows  during  the 
hour,  105  stopped  and  looked.  Many  went  into  the  store. 


BACKGROUND  FOB  YOUR  EASTER  WINDOW. 

Easter  gives  opportuities  for  the  sale  of  extra  goods 
that  should  not  be  neglected.  It  is  also  an  occasion 
when  the  dealer  can  well  afEord  to  devote  a  little  extra 
effort  to  decorations.      The  time  expended  in    window 


An  Easter  Background. 
PiisrceRtion  toi-  an  Easter  background  described  herewith. 


trimming  and  interior  store  display  will  pay  you  well 
in  increased  sales  of  Easter  merchandise. 

Herewith  is  reproduced,  a  suggestive  background  for 
an  Easter  window.  In  making  this  display,  the  back- 
ground is  of  pure  white  crepe  paper.  A  wide  board 
runs  around  the  top  as  shown  in  the  drawing.  Cover 
the  board  with  purple  crepe  paper,  thus  getting  the 
proper  combination  for  Easter — purple  and  white.  The 
next  step  is  to  cut  out  the  Easter  eggs  of  white  card- 
board and  mount  them  in  each  corner,  garnishing  them 
with  a  display  of  purple  and  white  Easter  lilies.  These 
paper  lilies  can  be  purchased  at  a  small  price.  The  next 
step  is  to  cut  the  small  rabbits  out  of  carboard  and 
mount  them  on  the  board.  If  you  think  this  is  too 
much  work,  use  some  of  the  rabbits  sold  for  decorations 
around  Easter,  pinning  them  in  place.  The  fringe  you 
see  hanging  from  the  border  is  purple  crepe  paper  cut 
in  shreds. 

Any  variety  of  goods  may  be  shown  in  such  a  win- 
dow. There  are,  however,  some  specially  appropriate 
lines  which  the  dealer  will  find  it  most  profitable  to 
feature  at  this  time. 


Nothing  is  easier  than  forming  a  habit  of  tardiness. 
Every  time  you  allow  yourself  to  be  late  you  make  it 
eafsier  to  be  late  again. 


WHEN  SYSTEM  DRIVES 
Sometimes  a  merchant,  after  a  tiresome  day's  work, 
feels  like  letting  the  compiling  of  the  records  of  the 
day's  business  go.  It  is  then  that  system  seems  a 
burden.  But  the  wise  man  knows  that  it  will  pay  him 
to  keep  these  records  so  that  he  can  tell  at  all  times 
how  his  business  stands  and  how  it  compares  with  other 
years. 
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Deems  Variety  Windows  Advisable  In  Some  Instances 


F.  C.  Griffith  of  the  Ot»1  Drug  Store.  1189  Bloor  St.  W., 
Toronto,  believes  that  windoiv  showing  a  variety  of  lines  is 
productive  of  best  results  where  there  is  a  large  transient  trade. 


THE  window  display  devoted  to  one  line  at  a  time 
is,  as  a  general  rule,  contended  to  possess  the 
greater  selling  power.  The  argument  put  forth 
to  back  up  this  contention  is  that  if  only  one  line  is 
shown,  the  whole  attention  of  the  passerby  is  con- 
centrated on  the  one  line,  and  interest  is  more  likely  to 
be  aroused  than  if  there  were  a  variety  of  lines  to 
share  the  attention  of  the  passerby.  Some  dealers,  how- 
ever, believe  that  in  certain  localities  and  on  certain 
occasions  the  variety  window  is  advisable,  and  produc- 
tive of  the  best  results. 

The  "Why"  of  the  Variety  Window 

One  druggist  who  has  this  opinion  is'F.  C  Griffith, 
manager  of  the  Owl  Drug  Store,  at  1189  Bloor  St.  W., 
Toronto.  A  photograph  of  the  front  of  the  store  is 
reproduced  on  this  page.  A  glance  at  either  of  the  win- 
dow displays  indicates  his  belief  that  the  variety  dis- 
play has  its  place  in  window  trimming.     A  close  exam- 


A  circular  announcing  these  is  distributed  in  the 
neighborhood,  and  this  is  further  backed  up  by  a  win- 
dow display  of  these  specials.  Co-operation  of  this 
kind  in  advertising  and  window  display  is  found  to 
produce  the  best  results. 

Windows  Make  Sales — Price  Cards  Used 

"We  find  our  windows  exceptionally  valuable,"  says 
Mr.  Griffith.  "There  are  many  people  pass  the  store, 
and  by  suggesting  goods  to  them  in  this  way,  we  attract 
many  customers  into  the  store  to  buy." 

Displays  are  changed  frequently  and  show  and  price 
cards  are  extensively  used.  When  a  number  of  lines  are 
shown  in  the  one  window,  the  show  and  price  card  plays 
an  important  part  in  directing  attention  to  the  various 
lines.  These  cards  are  very  noticeable  in  the  photo- 
graph shown  here. 

It  will  be  noticed  that  hot  water  bags  are  displayed 
at  the  rear  of  the  window.     This  suggests  them  to  the 


Sloi-e  front  of  the  Owl  l>mg  Store;  ;a  USU  Bloui-  .-Sti-eet  W..  Toronto.    It  will  be  noted  thai  both  the 
windows  are  devoted  to  variety  lines. 


ination  of  the  right  hand  window  will  show  that  al- 
though quite  a  variety  of  lines  are  displayed  they 
are  to  a  considerable  extent  associated  lines. 

The  explanation  of  the  use  of  the  variety  window 
is  that  the  district  is  one  where  there  is  a  good  deal 
of  transient  trade,  and  the  aim  is  to  have  a  display  that 
will  suggest  a  large  number  of  lines  to  the  passerby. 
People  frequently  drop  in  and  purchase  an  article  just 
because  they  are  reminded  of  it  in  passing  by  the 
display. 

Week-end  Specials  Featured  in  Window 

It  will  be  noted  that  the  display  on  the  left  hand 
side  is  a  real  variety  one,  showing  a  number  of  lines 
that  are  by  no  means  associated  ones.  This  is  not  a 
regular  display,  but  one  that  is  put  in  to  feature  Fri- 
day and  Saturday  specials.  A  special  price  is  given 
on  a  number  of  lines  on  Friday  and  Saturday  in  order 
to  attract  customers  to  the  store  for  week-end  business. 


passing  public  and  yet  they  are  not  exposed  to  the 
strong  sunlight,  which  has  a  detrimental  effect  on  rub- 
ber goods.  A  show  card  on  this  display  reads,  "We 
guarantee  these  bottles  and  syringes  for  one  year." 

Mr.  Griffith,  who  is  a  gold  medallist  of  the  1912-13 
class  of  the  O.C.P.,  is  a  strong  believer  in  the  need  of 
aggressive  merchandising  methods  in  the  drug  business 
to-day. 

PAY  ENVELOPE  WITH  A  FACE  VALUE. 

A  dealer  in  a  manufacturing  town  supplies  all  the 
mills  with  their  pay  envelopes  free  of  charge  for  the 
privilege  of  printing  on  them  this  announcement:  "If 
this  envelope  is  presented  at  our  store  within  twenty- 
four  hours  of  the  date  stamped  thereon,  it  will  be  good 
for  a  five-per-cent.  discount  on  any  purchase. 

As  a  result  of  this  publicity,  the  store  is  crowded  the 
evening  of  pay  day. 
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How  Other  Druggists  are  Advertising 

THE  di-uggist  can  freiiueiitly  secure  valuable  hints 
and  suggestions  for  the  preparation  of  copy  from 
the  advertising  of  other  dealers.  No  one  dealer  is 
endowed  with  all  the  good  ideas.  We  can  always  learn 
something  from  the  other  fellow.  It  is  frequently  the 
ease  that  the  ad.  of  another  dealer  contains  just  some 
point  that  you  wish  to  feature  yourself,  and  thus  you 
are  saved  time  and  trouble  in  putting  it  into  words 
that  in  the  least  space  would  bring  out  the  point  desired 
in  the  best  way.  This  does  not  necessarily  mean  the 
copying  of  another  ad. — word  for  word — you  can  pick 
out  the  portions  that  appeal  to  you,  and  supplement  by 
your  own  ideas. 

Some  extracts  from  advertisements  of  other  retail 
druggists  are  therefore  given  h^re,  for  the  assistance  of 
readers. 

Don't  Tinker  with  a  Cold 

This  is  the  heading  on  an  advertisement  of  Jury  & 
Lovell.  of  Bowmanville,  Ont.  It  reads:  "You  can't 
fix  a  cold  up  by  taking  medicine  of  a  doubtful  value  or 
unknown  strength.  You  have  got  to  take  a  good 
cough  remedy  if  you  want  to  get  rid  of  a  cold  and  at 
the  same  time  not  affect  your  system  in  any  unneces- 
sary way.  This  cough  remedy  has  been  proven  best 
by  test  and  trial.  Five  hundred  bottles  sold  last  sea- 
son proclaim  the  demand  it  enjoys.  If  you  have  a  stub- 
born cold,  get  a  bottle  to-day.  Two  sizes,  small  25c., 
family  50c." 

Good  Sense  and  Good  Looks 

A  small  Regina  ad.  reads:  "Good  sense  is  better  than 
good  looks,  but  j-ou  can  show  both  by  getting  in  touch 
with  H.  M.  Hindson's  Drug  Store — corner  13th  and 
Robinson  Streets.  Try  a  bottle  of  our  almond  cream 
for  your  chapped  hands.  Best  lotion  made  for  sooth- 
ing the  face  after  shaving." 

"Your  drug  store,"  says  the  F.  E.  Karn  Co.,  Ltd., 
Toronto,  in  a  recent  ad.  "We  assume  that  if  you  were 
in  our  place  you  would  feel  it  a  duty  to  protect  and 
promote  our  interests  in  every  way.  Therefore  we 
try  to  conduct  a  store  in  which  you  will  have  as  per- 
fect protection  in  every  way  as  we  should  expect  were 
the  conditions  reversed  and  we  were  trading  at  your 
drug  store.  Come  and  learn  the  reason  why  you  should 
buy  all  your  drug  store  goods  from  us.  You  will  dis- 
cover it  the  first  purchase  you  make." 

Hot  Water  Bottle  Ad. 

"Some  people  have  cold  feet."  reads  an  ad.  of  C.  R. 
Smith,  of  Thorold.  Ont.  "A  good  way  to  overcome 
cold  feet,  particularly  during  sleeping  hours,  is  to  use 
a  good  hot-water  bottle.  We  have  a  splendid  one  for 
two  dollars,  and  will  guarantee  it  for  two  years.  If 
there  is  any  cause  for  complaint  within  that  time,  we 
will  gladly  replace  it  with  a  new  one.  There  are  many 
uses  for  a  hot  water  bottle  in  the  home,  and  to  have 
the  security  of  a  two-year  guarantee  assures  you  satis- 
faction.   Come  to  our  store  and  see  them." 

C.  M.  S.  Thomas,  druggist,  in  Amherstburg,  Ont., 
since  1878,  draws  attention  to  the  fact  that  drugs  are 
not  the  only  thing  sold  in  the  drug  store  in  the  follow- 
ing manner:  "Some  people  have  an  idea  that  a  drug 
store  is  a  place  where  they  sell  physics  only — such  as 
castor  oil,  senna,  rhubarb,  asafetida,  etc.  Sure  we  have 
all  that,  and  many  nice  things  besides.  A  place  for 
everything,  and  everything  in  its  place,  is  our  motto." 

An  Ad.  Featuring  Various  Departments 

The  ad.  of  the  Gordon  Mitchell  Drug  C^o..  of  Winni- 
peg,  reproduced   here,   shows   how   an    advertisement 


can  be  handled  to  good  advantage  when  it  is  desired  to 
feature  a  number  of  different  lines  or  departments. 
Note  the  heading,  "The  things  we  sell — the  prices  we 
ask."  The  ad.  has  been  brightened  and  its  selling  value 
increased  considerably  by  the  use  of  the  cuts  down 
each  side.  Note  the  selling  talks  in  various  depart- 
ments, as  for  instance  that  regarding  kodaks,  as  fol- 
lows, "Every  day  is  kodak  day — there  is  something 
now  in  the  way  of  scenery  at  every  change  of  season. 
Then  in  the  winter  evenings  you  can  arrange  them  in 


Harmony  Arbutos 
Peroxide  Cre&m 
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The  Things  We  Sell 
The  Prices  We  Ask 

We  sell  everything  any  drug  store  sells  at 
the  very  lowest  prices,  and,  thereby  never  dis- 
appoint through  failure-  t6  supply  anything,  and 
never  overcharging  but  saving  money  instead. 
You  can  still  stick  to  Oordon-Miicheirs  where 
values  are  best  and  satisi^ction  guaranteed 


SoDdrtr  Specials 


Well  laid  out  ad.  of  Winnipeg  druK  firm,  showing  how  prominence 
is  criven  to  variety  of  lines. 

an  album.  We  have  albums  all  prices  from  50c.  to 
$2.00."  The  original  of  the  ad.  reproduced  here  was 
nine  inches  square. 

A  STOP  SIGNAL  FOR  CUSTOMERS 

A  merchant  in  a  Pacific  coast  town  has  installed  a 
railway  semaphore  in  front  of  his  store. 

"It  is  a  trade  winner,"  he  declares.  "Many  a  cus- 
tomer has  stopped  at  the  unfamiliar  sight  of  a  sema- 
phore on  a  store  front,  and  entered  to  ask  questions, 
usually  making  a  purchase  before  leaving.  Others 
watch  the  flashing  light,  the  rising  and  falling  arm, 
and  then  drop  in  with  such  a  remark  as,  'Well,  I  saw 
your  stop  signal,  and  followed  it.'  It  is  inexpensive  to 
install.  One  of  my  clerks  originated  the  idea  and  con- 
structed the  upright  and  arm  from  pine  boards,  and  a 
sign  painter  did  the  lettering  at  small  cost.  The  oper- 
ation of  a  small  motor  keeps  the  arm  in  motion  and  the 
cost  of  power  and  the  light  behind  the  colored  panes  is 
very  slight  compared  to  the  results." 

Stich  an  innovation  should  take  particularly  well  in 
a  railroad  town. 


Writing  to  The  Retail  Druggist,  W.  H.  Gil- 
lespie, of  the  (lillespie  Drug  Stores,  Fort  Wil- 
liam, Ont.,  says:  "1  think  the  idea  of  featuring 
the  commercial  side  of  the  drug  business,  as  you 
do  in  your  paper,  should  meet  with  the  approval 
ot  the  drug  trade." 
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Third  of  a  series  of  articles 
specially  prepared  for  this 
journal. 


For  those  who  feel  they  would  like  to  try  some  real 
card  writing  we  will  offer  some  general  rules  that  will 
apply  at  all  times.  The  white  card  you  use  should  be 
8  ply  for  large  sizes,  but  for  smaller  ones  and  price 
tickets  6  ply  will  answer.  The  standard  size  of  card- 
board is  22  in.  x  28  in.    Half  sheets  are  14in.  x  22  in. 


l^/ue  ar//>isprie<-- 


Suggestive  card  for  special  sales. 

or  28  in.  x  11  in.  For  panels  a  size  that  cuts  without 
waste  is  11  in.  x  17  in.  You  can  get  three  cards  this 
size  out  of  a  full  sheet.  First  cut  one  off  the  top,  11  in. 
X  22  in.  This  leaves  a  piece  22  in.  x  17  in.,  which  will 
cut  into  two  11  in.  x  17  in.  Trim  your  first  cut  to  17  in.  • 
and  you  will  have  three  panels  11  in.  x  17  in.  each.  The 
cutting  will  make  price  tickets. 

In  making  window  cards  there  is  usually  two  import- 
ant features  to  be  brought  out  prominently — ^the  name 
of  the  article  and  the  price.  All  other  reading  on  the 
card  is  subordinate  to  these.  If  it  be  a  chair  you  are 
advertising  and  you  word  the  card  as  follows:  "An 
Unusual  Bargain,  This  Chair  $6.50,"  the  two  main 
features  are  This  Chair,  and  $6.50.  The  other  wording, 
"An  Unusual  Bargain,"  should  be  written  in  small 
lettering  while  the  words  and  the  price  should  be 
brought  out  prominently.  Any  of  the  styles  of  alpha- 
bets given  in  this  and  previous  lessons  will  suit  admir- 
ably for  a  card  of  this  description. 

"We  have  intimated  that  the  plain  card  is  more  in 
demand  than  the  fussily  ornamented  one.  As  a  rule 
the  beginner  is  inclined  to  make  too  fancy  letters  or  put 


on  too  much  ornamentation.  If  you  find  this  is  your 
fault,  strive  to  make  your  cards  too  plain,  and  you 
will  then  hit  a  happy  medium.  All  ornamentation 
should  be  made  in  a  subdued  color.  But  of  coloring  we 
will  say  more  in  the  next  lesson. 

The  laying  out,  or  arranging  of  the  lettering  on  a 
card  is  almost  as  important  as  the  formation  of  the 
letters.  Frequently  the  beginner  is  inclined  to  spread 
the  matter  out  equally  all  over  the  card.  This  will  tend 
to  destroy  the  effect  of  emphasizing  the  article  and  price 
advertised.  While  a  card  writer  has  unlimited  license  in 
the  matter  of  laying  out  a  card,  there  is  one  rule  that 
should  always  be  borne  in  mind,  that  is,  that  each 
subject  matter  should  be  kept  by  itself.  This  is  par- 
ticularly true  if  there  is  much  to  go  on  the  card.  If 
you  have  three  or  four  lines  of  lettering  in  small  type, 
keep  these  compact  and  do  not  have  too  much  space 
between  each  line.  With  upper  case  do  not  have  the 
space  between  each  line  greater  than  the  height  of  the 
letters.    If  lower  case  is  used  the  space  may  be  a  little 


striking  bargain  sale  window  card. 

deeper  than  the  depth  of  the  body  of  the  letters  to 
allow  for  the  letters  that  extend  above  and  below  the 
lines. 

Do  not  be  afraid  to  leave  a  good  wide  margin  on 
your  cards.  A  special  display  line  may  run  to  the 
edge  of  the  card,  but  even  then  the  card  as  a  whole 
should  have  a  margin  and  this  line  should  be  worked 
over  or  into  it.  In  cases  where  you  have  a  great 
quantity  of  reading  matter  to  go  on  to  a  card,  it  may 


123456r89 


Plate  12.— Combination  of  capitals  and  numerals^ 
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ABCDEFGHI 

aKLMNOPOR 
STUV  WXYZ  ? 


Plate  li— Alphabet  of  capital  letters. 


not  be  necessary  to  emphasize  any  particular  word  or 
line.  In  such  cases  you  should  keep  the  reading  matter 
well  in  the  centre  of  the  card  and  have  a  liberal  margin 
outside.  The  general  appearance  of  the  card  will  be 
better  than  if  the  matter  were  spread  all  over  it  in 
larger  type. 

It  frequently  occurs  that  you  will  have  a  long  space 
to  fill  with  a  short  word  or  the  reverse,  a  long  word 
to  fit  into  a  short  space.  This  may  be  accomplished 
by  "condensing"  or  "extending"  the  letters.  The 
alphabet  given  this  month  shows  a  moderately  con- 
densed letter  and  a  sample  line  of  "extended"  in  the 


brush  work.  The  February  Sale  card  is  suggestive  for 
a  sale  of  any  line  of  goods.  You  may  use  it  for  any 
special  article  and  quote  the  price  of  it. 

Nearly  every  month  has  some  special  occasion  that 


Example  o(  poor  layout. 


Style  at  window  card  announcing  sale. 

same  style,  which  will  show  you  the  possibilities  of 
extending  and  condensing  letters.    See  plates  13  and  14. 

Plates  13  and  14  are  among  the  styles  of  most  general 
use  for  display  lines  and  words,  but  are  not  easily 
enough  made  to  be  sufficiently  rapid  for  general  use. 
They  are  very  clean  cut  and  will  always  look  well. 

In  the  general  conduction  of  any  business  it  is  always 
well  to  take  advantage  of  any  situation  that  may  be 
turned  to  advertising  advantage.  Conventions,  gather- 
ings, political  meetings,  picnics,  all  holidays,  etc. 

The  sample  cards  are  suggestive  for  any  line  of 
business  you  may  be  engaged  in.  The  50c.  card  may 
be  adapted  to  any  article  or  price  during  the  valentine 
season.  The  design  is  made  with  an  air  brush  which 
we  will  take  up  later.    The  other  two  cards  are  also  air 


A  poorly  laid  oat  card. 


The  same  attrartively  set  out. 


can  be  made  the  hook  for  hanging  special  advertising 
on  and  at  this  time,  appropriate  show  cards  should  be 
prepared  for  interior  and  window.  No  matter  what 
class  of  business  you  may  be  doing,  the  show  card  will 
be  found  a  valuable  aid. 


PHRASES  FOR  THE  SHOW  CARD 

A  tempting  price  on  tempting  goods. 
An  inspection  is  all  we  ask. 
Costs  you  nothing  to  come  in. 
Our  clerks  assist— -not  insist. 
Telephone  ns  for  what  you  forget. 
Come  and  profit,  buy  and  rejoice. 


abcdefdhijlmn 
opqrstuvAv^xijz 


Plate  R— Alphabet  of  lower  oaae  letters. 
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HINTS  TO  BUYERS 

Items  from  Manufacturers,  Jobbers, 
and  Agents 


Sharland  &  Company  are  now  agents  for  "Prana" 
Sparklets.    This  is  a  spring  and  summer  specialty. 

The  Pugh  Specialty  Co.  have  their  representatives 
all  over  Canada,  and  are  showing  an  extensive  line  of 
new  post  cards,  pennants,  and  cushions. 

Easter  time  is  perfume  time.  The  dealer  should 
push  this  line  strongly.  Get  in  line  with  some  of  Cor- 
son's Gardenia.  It  is  the  latest  creation  in  perfumes. 
It  is  the  product  of  Soverign  Perfumes,  Ltd.,  Toronto. 

The  Ontario  Cork  Co.  take  particular  pride  in  sell- 
ing the  most  perfect  cork  obtainable.  There  is  nothing 
inferior  about  their  stock.  Sit  down  now  and  write  in 
for  a  trial  order. 

The  photographing  season  is  now  opening  in  full 
blast.  Wellington  &  Ward,  Montreal,  carry  a  full  line 
of  plates,  papers  and  films.  Be  sure  your  stock  is  com- 
plete. 

Wedd's  Fruit  Salt,  put  up  in  a  very  attractive  pack- 
age by  Henry  K.  Wampole  &  Co.,  Perth,  Ont.,  should 
prove  a  ready  seller  at  this  season.  The  best  part  of 
the  article  is  the  virtue  of  the  contents.  The  price,  too, 
is  popular — fifty  cents. 


SMITH'S  TONIC  INVALID  PORT 

Smith's  Tonic  Invalid -Port  is  now  obtainable  in  all 
parts  of  Canada.  In  Eastern  Canada  it  is  handled  by 
the  wholesale  druggists,  while  arrangements  have  now 
been  made  for  the  handling  of  it  in  Western  Canada  by 
the  Hudson  Bay  Company's  wholesale  department. 
The  spring  is  an  excellent  time  of  the  year  for  the  sale 
of  this  line,  because  it  is  invigorating,  stimulates 
energy  and  tempts  the  appetite.  Druggists  should  see 
to  their  stocks.  It  is  made  by  S.  H.  Smith,  Summer- 
hill  Gardens,  Toronto. 


VELVET  PRODUCTS  COMPANY 

The  Vejvet  Products  Company,  Ltd.,-  of  Winnipeg,  is 
a  new  firm,  incorporated  on  January  30  of  this  year, 
and  manufacturing  high  grade  toilet  articles.  They 
are  giving  away  free  a  dressing  table  fifteen  inches 
by  six  inches  high.  A  feature  of  their  pub- 
licity campaign  is  that  they  have  a  high  priced 
artist  for  making  sketches,  etc.,  for  advertising  cuts. 
They  give  the  retailer  the  use  of  these  free,  and  pay 
for  the  insertion  of  same  over  the  retailer's  name  in 
his  town  paper. 


PENSLAR  LINES  IN  CANADA. 

The  Peninsular  Chemical  Co.,  Detroit,  Mich.,  now 
have  their  Canadian  factory  at  Walkerville,  Ont.,  in 
operation,  and  are  beginning  a  big  Canadian  campaign. 
They  have  made  remarkable  progress  since  they  intro- 
duced Penslar  goods  in  the  United  States  three  years 
ago,  and  feel  certain  that  the  same  thing  will  be  repeat- 
ed in  Canada.  From  the  first  they  have  been  chiefly 
concerned  about  quality,  believing  that  this  must  be 
the  foundation  of  any  permanent  success.  Their  goods 
are  put  up  in  handsome  packages  and  sold  to  the  public 
through  carefully  selected  retail  exclusive  agencies  on 
the  protected  price  plan. 

In  order  to  popularize  the  Penslar  line,  they  are  now 


conducting  aggressive  national  advertising  through  the 
medium  of  the  Saturday  Evening  Post.  The  advertise- 
ments are  of  extraordinary  beauty  of  design,  both  pic- 
torial and  typographic.  These  six  advertisements  re- 
present an  outlay  of  over  $30,000  for  space,  drawings, 
plates,  etc.,  and  should  be  an  immense  benefit  to  dealers 
handling  Penslar  lines. 


WILLARD'S  PORKDIPT  CHOCOLATES 

A  very  attractive  counter  card  being  sent  out  by  Wil- 
lard's  Chocolates,  Ltd.,  of  Toronto,  drives  home  in  a 
convincing  manner  the  fact  that  Willard's  chocolates 
are  all  forkdipt.  It  shows  a  girl  in  attractive  and  clean- 
ly attire,  engaged  in  the  work  of  forkdipping  Willard 
chocolates.  The  card  is  an  attention  attractor,  and  a 
reproduction  of  it  is  being  used  by  the  firm  for  other 
advertising  purposes. 


BIG  EXHIBITION  AT  WARWICK  BROS.  &  RUTTER 

For  several  years  Messrs.  Warwick  Bros.  &  Rutter, 
Toronto,  have  had  on  exhibition  each  spring  a  very  ex- 
tensive line  of  holiday  goods,  imported  from  European 
markets. 

We  had  the  pleasure  of  visiting  their  warehouse  this 
week  and  can  safely  say  that  their  collection  this  year 
excels  all  previous  ones  in  variety  and  quantity  of  the 
difi'erent  classes  of  goods  on  display.  To  attempt  to 
describe  this  exhibition  would  entail  too  much  time  and 
space,  but  we  would  refer  specially  to  some  of  the 
newest  novelties. 

Parisian  Ivory  takes  up  a  good  deal  of  space,  and 
our  attention  was  called  specially  to  some  mesh  bags 
made  up  of  advanced  silver  and  guaranteed  not  to  tar- 
nish— also  German  silver  vanity  purses.  Some  of 
the  other  features  include  platinoid  non-tamishable  pic- 
ture frames,  electric  lamps  and  electric  candles,  mani- 
cure sets,  traveling  rolls,  automobile  sets,  carry-alls, 
clocks  and  traveling  cases. 

Some  very  fancy  novelties  were  shown  amongst  the 
leather  bags.  Other  startling  novelties  were  walking 
sticks  with  electric  cigar  lighters,  and  folding  canes. 
Tango  glassware  and  motto  goods  .were  very  exten- 
sively shown,  while  wicker  goods,  including  trays, 
wastepaper  baskets  and  work  baskets  were  very  prom- 
inent. Beaten  metal  goods,  brass  goods,  artificial 
flowers  and  a  very  beautiful  line  of  wall  mirrors  were 
included  in  this  vast  display. 

Any  dealer  who  wishes  to  make  his  store  popular 
around  holiday  time  is  missing  a  great  opportunity  to 
do  so  if  he  fails  to  see  this  display.  A  visit  to  the  ware- 
house of  Messrs.  Warwick  Bros.  &  Rutter  will  surely 
repay  anyone  taking  the  time. 


ADDITIONAL  PURIFICO  PRODUCTS 

The  Purifico  (Company,  Limited,  Bridgeburg,  Ont., 
who  recently  received  Ontario  incorporation,  are  add- 
ing a  number  of  new  "Purifico"  products  to  the  lines 
they  already  manufacture. 


GO  AFTER  IT 
The  man  who  goes  after  what  he  wants  in  the  right 
way  will  get  it  nine  times  out  of  ten.  That  applies 
to  sales,  collections  or  anything  else.  But  he  who 
is  listless  or  easy-going  is  sure  to  be  left  behind  in 
the  race  for  business  and  profit. 
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RULES  FOR  THE  CLERK 

A  Dozen  of  Them 


Following  are  twelve  rules  which  deserve  the  con- 
sideration of  every  clerk  and  driver  in  the  grocery- 
business. 

1.  Begin  at  the  bottom.  The  only  way  you  can  learn 
the  ins  and  oiits  of  any  business  is  by  actual  contact 
with  conditions  of  every  sort. 

2.  Choose  your  calling  carefully.  Success  is  not 
always  measured  in  dollars.  You  might  easily  be  the 
acknowledged  leader  in  one  business  and  a  failure  in 
another. 

3.  Go  after  the  highest  job  in  your  own  business. 
Every  office  boy  ought  to  resolve  to  be  the  president 
of  the  corporation  or  the  head  of  his  firm. 

4.  Remember  that  few  persons  fail  to  get  what  they 
really  go  after. 

5.  Don't  bother  about  influence.  Application  and 
untiring  industry  will  fatten  your  pay  envelope  faster 
than  all  the  "pull"  in  the  world. 

6.  Never  sit  back  and  wait  for  the  help  of  others. 
The  others  are  too  busy  helping  themselves  to  bother 
about  you. 

7.  Remember  that  you  have  got  to  be  better  than 
the  other  fellow  to  land  the  top-notch  place  yourself. 
Two  men  can't  hold  down  the  same  job. 

8.  Punctuality  is  only  a  platitude.  To  succeed 
you've  got  to  beat  punctuality  to  a  standstill.  Nobody 
ever  got  in  wrong  with  his  employers  by  working  over- 
time, either  at  the  beginning  or  the  end  of  the  day. 
Clock-watchers  own  no  aiitomobiles. 

9.  Keep  ahead  of  the  game.  Always  be  ready  to  fill 
the  position  next  higher  up. 

10.  Beware  of  being  sidetracked.  Petty  spite, 
jealousy  and  personal  antagonism  may  rile  you  almost 
to  the  breaking  point,  but  don't  be  diverted.  It  will 
only  distract  your  attention  to  no  good  end  and  may 
beat  you  to  the  tiltimate  goal. 

11.  Go  long  on  self-confidence.  Never  be  afraid  of 
tackling  anything.    Even  if  you  fail  you  learn  a  lot. 

12.  Specialize.  It  is  infinitely  better  to  know  every 
thing  about  one  thing  than  a  little  about  everything. 
The  specialist  is  ten  times  more  in  demand  than  the 
handy-man.  Generally,  he  draws  an  income  and  the 
other  fellow  draws  wages. 


ARE  YOU  MAKING  A  GOOD  IMPRESSION? 

By  a  Traoeller 

Clerks,  as  a  rule,  are  not  aware  that  they  are  always 
advertising  themselves.  Not  only  their  customers,  but 
the  travellers  very  quickly  notice  anything  in  their 
manners  or  service  which  is  in  advance  of  the  ordinary 
man  behind  the  counter,  and  this  may  lead,  and  often 
does  lead,  to  very  good  positions.  Every  clerk  who 
wishes  to  rise  must  make  progress  every  day  in  his 
occupation.  A  good  many  clerks  look  sleepy  and  are 
longing  to  get  at  something  better,  but  no  traveller 
would  recommend  a  young  man  for  a  responsible  posi- 
tion unless  he  is  qualified  to  fill  it.  A  good  delivery 
boy  has  a  better  chance  to  secure  advancement  than 
a  poor  clerk.  If  you  are  working  in  a  store,  you  must 
measure  up  to  a  certain  standard  before  you  can  expect 
anything  better,  and  this  you  can  only  reach  by  taking 
a  deeper  interest  in  your  work,  and  by  using  every 
means  to  acquire  the  knowledge  necessary  to  give  your 


employer  the  best  service.  Some  clerks  often  try  to 
look  smart  when  they  tell  you,  rather  boastfully,  that 
they  take  no  time  to  read  trade  papers,  but  these  are 
not  the  men  who  get  the  good  positions,  but  they  are 
advertising  themselves  all  the  same. 


PITHY  POINTERS  FOR  THE  DRUGGIST 

Boost  the  lines  that  pay  the  best  profit,  but  never  at 
the  cost  of  recommending  goods  that  will  not  give  sat- 
isfaction. 

The  store  that  makes  the  customer  feel  welcome  the 
first  time  he  comes  to  the  store  will  have  the  first  chance 
to  welcome  him  again. 

Go  after  the  trade  of  the  "best  families,"  but  don't 
neglect  the  common  people. 

If  you  make  it  easy  for  people  to  see  your  stock 
without  asking,  they  will  buy  more. 

Consider  whether  another  silent  salesman  would  not 
increase  your  sales  considerably. 

Spending  a  dollar  to  make  two  dollars  is  always  good 
business. 

How  many  times  do  you  turn  your  stock  in  a  year? 
Percentage  of  profit  on  amount  invested  depends 
largely  on  this. 

Remember  that  25  per  cent  profit  on  cost  only  means 
20  per  cent,  on  sales — and  you  figure  expenses  on  sales. 

The  merchant  should  devote  attention  to  plans  for 
developing  enthusiasm  among  his  clerks. 

The  time  to  make  the  store  and  stock  ready  for  busi- 
ness is  before  customers  start  to  come,  not  after. 

It  is  just  as  bad  business  to  sell  a  customer  more 
goods  than  he  wants  as  to  let  him  walk  out  without 
buying  all  he  came  for. 


SALESMEN  WANTED 

An  opportunity  for  several  good  salesmen  calling  on  the  Retail 
uruir  Irade  to  handle  a  line  of  medicines  and  Druggists'  Special- 
ties on  a  commission  basis.  All  goods  attractively  dressed  and 
advertised,  and  are  ready-sellers  of  superior  merit.  A  strictly 
nigh-grade  line.    Address,  stating  what  territory  you  cover. 

Box  399,  Bridgeburg,  Ontario 


FOR  SALE 


One  pair  of  Whitall,    Tatum   &   Co.'s  combination  show 
bottles,  capacity  3>^  g-allons.     A  snap. 

Apply  ALEX.  STEWART,  Guelph,  Ont. 


SHOW  CASES 


Two  slightly  used  show  cases,  one  20  ft.  long,  the  other 
8  ft.   long.       Write  for  description  to 

Box  421,  RETAIL  DRUGGIST,  Toronto 


PICTURE  POST  CARD  STANDS 

Write  us  for  circular'  describing  best  stands  for  display- 
ing picture  post  cards. 

Box  753,  RETAIL  DRUGGIST,  Toronto 
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THE  STATIONERY  DEPARTMENT 


zl      A  department  deooted  lo  stationery,  book',  post  cards  and  associated  lines     \- 


HINTS  ON  SELLING  FOUNTAIN  PENS 

By  Edman  Vogel 

A  line  that  is  well  worth  considering  by  the  druggist 
is  the  fountain  pen.  All  purses  can  be  catered  to,  and 
all  tastes ;  but  the  large  variety  of  fountain  pens  on  the 
market  only  make  the  call  for  discrimination  all  the 
more  insistent.  It  is  not  advisable  to  stock  one  brand 
of  pen  only;  on  the  other  hand,  two  or  three  brands 
should  be  iearried,  including  one  of  the  cheaper  kind. 
It  is  no  use  telling  the  public  that  you  have  a  dollar 
fountain  pen  that  is  just  as  good  as  the  three-dollar 
article,  because  the  public  won't  believe  you,  but  you 
can  tell  them  that  you  have  a  cheap  pen  which  is 
thoroughly  reliable,  though  not,  of  course,  possessing 
the  lasting  qualities  of  the  more  expensive  article.  The 
"candid  note"  is  always  worth  striking,  and  the  man 
who  is  most  candid  in  his  advertising  is  the  man  the 
public  approves  of. 

Pens  Must  Be  Studied 

Selling  a  fountain  pen  is  not  m,erely  a  question  of 
showing  one  line  of  pens  to  a  man  who  has  come  into 
your  shop,  and  letting  him  do  a  few  spirals  with  two 
or  three  different  points,  and  then  wrapping  up  his 
choice  for  him. 

The  pens  must  be  studied.  When  advertising  the 
fountain  pen,  invite  intending  purchasers  to  send  you 
a  specimen  of  their  handwriting,  so  that  you  can  offer 
special  advice  on  their  choice.  I  remember  buying  a 
fountain  pen  myself.  I  went  into  a  shop,  and  a  certain 
line  was  shown  to  me,  and,  as  usual,  I  was  invited  to 
try  one  or  two  points.  The  medium  pen  suited  me  fair- 
ly well,  but  T  did  not  feel  enthusiastic  over  it  by  any 
means.  The  assistant  stood  passively  by,  and  as  I  did 
not  want  to  waste  a  lot  of  time  over  it,  I  came  away 
with  a  pen  which  I  found  afterwards  did  not  suit  me 
as  I  would  have  liked  it  to  do. 

Where  Attention  Paid  Well 

Some  six  months  later  I  had  occasion  to  buy  another 
pen,  no  manufacturer  yet  having  invented  a  fountain 
pen  which  absolutely  refuses  to  be  lost,  and  I  went  into 
another  shop.  The  assistant  brought  me  some  points 
to  try,  but  as  soon  as  he  saw  me  handle  the  pen  he  said : 
"Ah,  I  see  what  you  want,  those  won't  suit  you,  but  I 
think  I  have  the  very  thing."  He  had  noticed  that  I 
wrote  with  the  pen  between  the  first  and  second  fingers, 
and  accordingly  brought  me  a  pen  with  a  point  that 
was_sloped  a  little. 

Just  the  thing  I  wanted,  and  I  know  that  two  of  my 
friends  bought  a  pen  at  the  same  shop  as  a  result  of 
my  praises  of  it. 

Methods  of  Advertising  Peng 

Don't  simply  send  around  cards  supplied  by  the 
manufacturer,  but  send  a  letter  of  your  own,  asking, 
as  I  have  already  suggested,  for  a  specimen  of  hand- 
writing, and  adding  that  you  can  recommend  all  the 
lines  which  are  described  in  the  accompanying  adver- 
tising matter  (for  you  should  use  the  manufacturer's 
cards  in  this  way,  because  he  can  put  the  selling  points 
of  his  pen  better  than  you  can)  from  personal  knowl- 
edge of  them. 


Add  also  that  the  pens  are  the  subject  of  a  special 
display  in  your  window,  and  that  you  will  be  only  too 
pleased  if  the  recipient  of  the  letter  will  just  come  in 
and  try  one  or  two. 

Don't  be  afraid  to  let  the  public  understand  that  you 
know  something  about  fountain  pens,  and  that  your 
advice  on  the  choice  of  one  is  worth  having. 

When  some  time  has  elapsed  send  around  another 
letter  mentioning  that  you  have  not  received  any 
inquiry  from  the  recipient  as  to  a  pen,  and  repeating 
the  selling  talk  of  number  one. 


EXTENSIVE  STATIONERY  DISPLAY  IN  ORILLIA 

STORE 

W.  C.  George,  Orillia,  Ont.,  finds  a  big  trade  possible 
in  stationery,  magazines,  books  and  post  cards.  In 
fact,  at  certain  times  of  the  year,  they  form  a  big 
percentage  of  his  business.  Extensive  display  is 
responsible  to  no  little  extent  for  this.  For  instance, 
when  The  Retail  Druggist  visited  his  store  not  long 
ago,  post  cards  were  shown  in  a  rack  near  the  front. 
A  wire  stretched  across  above  the  show  case  on  one 
side,  and  to  this  magazines  were  attached.  On  the 
other  side  was  a  long  silent  salesman  for  the  display  of 
stationery,  while  books  were  shown  on  the  shelves 
behind. 

A  rack  that  any  dealer  can  easily  duplicate  was  used 
for  the  display  of  magazines  at  the  rear.  It  was  made 
of  an  ordinary  flat  surface  about  the  size  of  a  small 
table  top,  across  which  small  cleats  were  tacked  at 
intervals  to  hold  the  magazines.  By  sloping  the  rack 
slightly  backward,  the  magazines  remained  in  position. 
Such  a  rack  is  easily  movable  to  any  section  of  the 
store. 


DO  IT  NOW. 

If  you  have  hard  work  to  do, 

Do  it  now. 
To-day  the  skies  are  clear  and  blue, 
To-morrow  clouds  may  come  in  view. 
Yesterday  is  not  for  you; 

Do  it  now. 

If  you  have  a  song  to  sing, 

Sing  it  now. 
Let  the  notes  of  gladness  ring 
Clear  as  song  of  bird  in  spring, 
Let  every  day  some  music  bring, 

Sing  it  now. 

If  you  have  kind  words  to  say, 

Say  them  now. 
To-morrow  may  not  come  your  way, 
Do  a  kindness  while  you  may. 
Loved  ones  will  not  always  stay; 

Say  them  now. 

If  you  have  a  smile  to  show, 

Show  it  now. 
Make  hearts  happy,  roses  grow. 
Let  the  friends  around  you  know 
The  love  you  have  before  they  go; 

Show  it  now. 
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Sober  Second  Thought 

Possibly  you  have  not  as  yet  decided  what 
to  do  about  Importing  Holiday  Gift  Goods, 
but  Christmas  will  arrive  on  the  twenty-fifth 
of  December,  just  as  punctual  as  the  tax  col- 
lector, and  it  is  as  necessary  to  be  prepared 
for  one  as  the  other. 

BE  PREPARED  FOR  THE 

HOLIDAY  TRADE 

Our  reputation  for  having  the  right  goods  at 
the  right  price  is  fully  sustained, — and  more. 
We  recognize  the  fact  that  this  year,  more 
than  ever,  moderate  priced  lines  will  be  most 
popular, — we  have  them.  ^ 

If  you  are  a  Bookseller,  Stationer,  Jeweller, 
Druggist  or  Art  Dealer,  we  have  the  latest 
novelties  to  suit  your  trade,  and  can  convince 
you  of  this  fact  with  the  opportunity. 


IMPORT  ONLY 


Warwick  Bros.  &  Rutter,  Limited 

TORONTO 
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SENSIBLE  ADVICE 

By  F.  L.  Britlain 

I  am  sure  that  merchants  spend  too  much  time  be- 
moaning the  fate  of  dealers  in  general  and  themselves 
in  particular.  They  abuse  the  mail  order  houses  in 
print  and  say  unkind  things  of  those  who  order,  some 
of  which  must  surely  reach  the  ears  of  those  talked  of. 
Here  is  about  the  best  thing  I  ever  saw  in  the  way  of 
an  advertisement  in  defence  of  trading  at  home.  Run 
it  in  every  one  of  your  ads.  and  give  it  a  little  time  to 
soak  in,  and  you  will  see  its  effect.  Notice^  how  IHtle 
it  says  about  the  mail  order  habit — but  it  hits  the 
point: 

WHY  BUY  AT  HOME? 
I  buy  at  home  — 

Because  my  interests  are  here. 

Because  the  community  that  is  good  enough  for  me 
to  live  in  is  good  enough  for  me  to  buy  in. 

Because  I  believe  in  transacting  business  with  my 
friends. 

Because  I  want  to  see  the  goods  I  am  buying. 

Because  I  want  to  get  what  I  buy  when  I  pay  for  it. 

Because  my  home  dealer  "carries"  me  when  I  run 
short  of  cash. 

Because  some  part  of  every  dollar  I  spend  at  home 
stays  at  home  and  helps  work  for  the  welfare  of  the 
city  and  county. 

Because  the  home  man  I  buy  from  stands  back  of  the 
goods,  thus  always  giving  value  received. 

Because  I  sell  what  I  produce  to  my  home  people,  be 
it  labor  or  goods. 

Because  the  man  I  buy  from  pays  his  share  of  the 
county  and  city  taxes. 

Because  the  man  I  buy  from  helps  support  our  poor 
and  needy,  our  schools,  our  churches,  our  lodges  and 
our  homes. 

Because  if  ill  luck,  misfortune,  or  bereavement  comes, 
the  man  I  buy  from  is  here  with  his  kindly  expressions 
of  greeting,  his  words  of  cheer  and,  if  needs  be,  his 
pocketbook. 

Here  I  live  and  here  I  buy 

Let  us  make  —  and  —  County  a  good  place  in  which 
to  work  and  live. 

It's  easy  and  certain  if  every  one  will  contribute 
his  share. 


In  Lighter  Vein 


Smiles — and 
Near  Smiles 


ABOUT  HONESTY 

It  is  a  fine  thing  for  a  store  to  have  the  reputation  of 
being  entirely  honest  in  all  of  its  dealings,  but  we 
doubt  if  such  a  reputation  can  be  acquired  through 
advertising,  says  Show  Window.  We  are  inclined 
to  believe  that  the  "holier  than  thou"  advertising  that 
is  used  by  some  merchants  fails  to  accomplish  any  very 
great  results.  If  a  store  is  honest,  the  people  will  find 
it  out  soon  enough — and  an  inclination  to  dishonesty 
will  be  discovered  quite  as  quickly.  The  occasion  for 
these  remarks  lies  in  an  argument  that  has  been  run- 
ning in  the  advertisements  of  two  stores  in  an  eastern 
city  as  to  which  is  the  more  honest — at  least  that  is 
what  their  arguments  amount  to.  Both  claim  to  have 
preceded  the  other  in  the  matter  of  establishing  the 
one-price  system.  As  their  arguments  take  them  back 
nearly  half  a  century,  it  seems  hardly  probable  that 
the  present  day  shopper  will  become  wildly  excited  as 
to  which  store  has  the  prior  claim  to  the  contested 
distinction.  This  sort  of  advertising,  if  such  it  can  be 
called,  seems  all  the  more  useless  since  both  stores  are 
widely  known  for  their  honesty. 


As  Jones  wended  his  uncertain  way  homeward  he 
pondered  ways  of  concealing  his  condition  from  his 
wife.  "I'll  go  home  and  read,"  he  decided.  "W^ho 
ever  heard  of  a  drunken  man  reading  a  book?" 

Later  Mrs.  Jones  heard  a  noise  in  the  library. 

"What  in  the  world  are  you  doing  in  there?"  she 
asked.  - 

"Reading,  my  dear,"  Jones  replied  cheerfully. , 

"You  old  idiot,"  she  said  scornfully,  as  she  looked 
in  at  the  library  door.    "Shut  up  that  valise  and  come 

to  bed." 

•  *    •    • 

"I  think  the  seediest  railway  line  in  the  world  is  the 
one  that  runs  between  ■ —  and  ■ — , "  said  a  traveling  man, 
who  recently  returned  from  an  extended  trip.  "We 
were  crossing  an  open  stretch  of  land  when  the  train 
suddenly  stopped  for  no  apparent  reason.  After  a 
wait  of  almost  an  hour  the  conductor  came  sneaking 
through  the  train,  glancing  furtively  at  exasperated 
passengers  as  he  passed.  When  he  came  to  me  he 
stopped  and  leaned  down. 

"  'Say,'  he  said  in  a  whisper,  'have  you  got  a  piece 
of  string?    We  want  to  fix  the  engine.'  " 

•  •     •     • 
He  Had  a  Name 

Patrick,  late  over,  was  Working  in  the  yards  of  a 
railroad.  One  day  he  happened  to  be  in  the  yard 
office  when  the  force  was  out.  The  telephone  rang 
vigoi  ously  several  times  and  he  at  last  decided  it  ought 
to  be  answered.  He  walked  over  to  the  instrument, 
took  down  the  receiver,  and  put  his  mouth  to  the  trans- 
mitter, just  as  he  had  seen  others  do. 

"Hillo!"  he  called. 

"Hello!"  answered  the  voice  at  the  other  end  of 
the  line.  "Is  this  eight-six-one-five-nine?" 

"Aw,  g 'wan  I    Phwat  d'ye  tink  Oi  am?    A  box  car?" 

•  •     •     • 

He  Could  Take  His  Choice 

A  man  from  the  city  went  to  a  small  country  town 
to  spend  his  vacation.  At  the  station  he  took  the  stage, 
which  was  drawn  by  two  dilapidated  horses,  and 
found  that  he  had  no  smaller  bill  than  a  five-dollar  one, 
which  he  handed  to  the  driver. 

The  driver  looked  at  it  for  a  moment  or  so,  and  then 
said:  "Which  horse  do  you  want?" 

•  •     •     • 

A  Cold  Day  in  January 

A  merchant  sent  out  his  new  Swede  clerk  to  make 
collections.  When  he  returned  the  merchant  asked 
him  how  they  had  responded. 

"Oh,"  said  the  Swede,  "Jim  Brown  said  he'd  pay 
when  he  sold  his  wheat,  Jan  Peterson  said  he'd  pay 
next  week.  Bill  Jones  said  he'd  pay  in  January — " 

"Stop  right  there,"  said  th"e  merchant.  "That's 
the  first  time  I  ever  knew  Bill  Jones  to  set  a  date 
when  he  would  settle.  Are  you  sure  Bill  said  he'd 
pay  in  January?" 

"Ay  tanak  so,"  said  the  Swede.  "He  said  it  would 
^  be  one  cold  day  when  he  paid — ay  tanak  dat  he  be  in 
Januarv. ' ' 


A  man's  success  as  a  salesman  is  in  direct  ratio  to  his 
possession  of  that  valuable  quality  called  tact. 
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The  Benefit  of  Local  Trade  Organizations  in  Canada 


By  IVilUam  Edward  Park 


Is  it  worth  the  effort  for  merchants  to  organize  lo- 
cally. The  answer  to  that  question  rests  with  the  mer- 
chants themselves.  Their  local  organization  is  what 
they  themselves  make  it. 

Trade  organization  as  it  now  exists  in  Canada  is 
only  the  stepping  stone  to  greater  things.  Local 
associations  formed  here  and  there,  struggling  to 
maintain  their  existence,  are  merely  the  prelude  to  the 
inevitable  getting  together  of  retailers  for  self-help 
and  self-improvement.  The  experience  of  these  local 
organizations  is  valuable,  not  merely  as  showing  the 
mountains  of  achievement  that  can  be  climbed,  but  the 
precipices  of  disorganization  and  discord  that  must  be 
avoided. 

Town  and  city  organization  in  some  instances  has 
involved  the  organization  of  individual  trades.  In 
others  it  has  brought  together  all  classes  of  retailers. 
Usually  these  local  associations  are  affiliated  with  pro- 
vincial or  national  organizations. 

The  history  of  a  merchants'  association  in  a  typical 
small  city  of  about  12,000  inhabitants  is  a  fair  sample 
of  what  local  organizations  can  achieve,  even  when 
subject  to  great  handicaps.  A  grocers'  association, 
disrupted  on  the  question  of  early  closing,  was  the 
only  previous  organization  of  any  kind.  In  Carisford 
(so  I  shall  call  this  city)  the  merchants  held  toward 
one  another  the  mental  attitude  common  to  merchants 
in  every  town  where  the  organization  idea  is  new — an 
attitude  of  "Each  man  for  himself  and  devil  take  the 
hindmost." 

Following  the  visit  of  a  central  organizer,  the  local 
association  came  into  being  with  an  initial  member- 
ship of  about  35,  which  speedily  climbed  to  over  60,  the 
list  of  members  including,  with  a  few  exceptions,  all  the 
leading  merchants. 

Calling  a  Halt  to  Graft. 

In  every  town  and  city  Graft  ceaselessly  haunts 
Main  street,  where  the  retailers  do  business.  The  mer- 
chant is  on  Main  street  tied  down  to  his  store  practi- 
cally all  day  long,  he  can't  get  away — and  the  grafter 
knows  it,  and  nails  him  every  time.  Graft  takes  dif- 
ferent forms.  It  masquerades  as  a  subscription  to  some 
hospital  or  other  charity,  a  donation  to  this  or  that 
church  bazaar,  a  prize  for  the  school  field  sports,  a 
couple  of  tickets  to  the  ball  game,  or  an  advertise- 
ment in  an  obscure  corner  of  a  school  concert  pro- 
gramme. It  doesn't  matter  that  the  merchant  isn't  a 
member  of  the  church  which  solicits  aid,  that  he  can't 
attend  the  ball  game  or  the  sports,  that  the  school  con- 
cert programme  has  a  circulation  of  approximately  50 
copies — he  is  there  and  can't  get  away,  that's  the 
main  thing.  Part  of  the  penalty  he  pays  for  running  a 
store  that  improves  the  appearance  of  Main  street  and 
paying  proportionately  a  larger  share  of  city  taxes  than 
any  other  man,  is  that  when  the  Grafter  appears,  the 
merchant  must  cough  up,  and  cough  loud.  Otherwise 
he  is  openly  threatened  with  loss  of  business,  and  the 
spreading  among  sports  or  church  people  of  the  tale 
of  his  parsimony.  The  more  undeserving  the  project, 
the  more  relentless  the  grafter.  The  city  takes  several 
hundred  dollars  from  the  merchant  in  taxes.  The 
grafter  doubles  the  annual  toll. 

The  newly  formed  Carisford  Merchants'  Association 
singled  out  the  grafter  for  its  first  attack.  A  rigorous 
enactment  was  placed  on  the  minute  books  that,  on 


and  after  a  certain  date,  no  more  subscriptions  or 
donations  would  be  given  or  tickets  purchased  by  mer- 
chants at  their  stores  during  business  hours. 

The  very  announcement  staggered  some  of  the  graft- 
ing fraternity.  Bolder  spirits,  doubting  the  sincerity 
of  the  resolution,  again  swooped  down  like  the  As- 
syrian; but  like  the  Assyrian  they  were  smitten.  In 
isolated  instances  the  rule  may  have  been  disregarded, 
but  when  they  found  their  confreres  meant  business, 
the  weaker  merchants  stiffened  their  spines.  A  few 
merchants  had  obstinately  remained  outside  the  pale 
of  membership ;  but  even  the  non-members  took  advant- 
age of  the  association's  stand  to  swat  the  grafter  and 
cut  off  his  nefarious  imposts. 

A  field  sports'  programme  issued  shortly  after  is 
typical  of  the  results.  In  other  days  such  a  programme 
would  have  carried  advertisements  of  perhaps  forty 
merchants,  representing  over  $50  expenditure  and 
value  nil.  This  programme,  issued  while  the  rule  was 
in  force,  contained  advertisements  of  just  two  mer- 
chants, non-members,  the  other  advertisers  being  out- 
side the  mercantile  field. 

Results  in  other  instances  were  similar.  Graft — 
church,  charity,  sport,  ticket,  programme,  prize — was 
wiped  out;  an  illustration  of  the  effect  of  united, 
loyal  and  determined  action  in  a  just  cause. 

Influence  of  Legislation. 

The  fight  against  the  Co-operative  Societies'  Bill  a 
few  years  ago  is  fresh  in  the  memory  of  all  retailers. 
The  Carisford  Association  was  on  the  alert,  and,  in 
unison  with  similar  associations  throughout  the  coun- 
try, took  prompt  and  decided  action.  Telegrams  were 
dispatched  to  Ottawa,  resolutions  sent  to  local  mem- 
bers of  Parliament,  and  individual  merchants  exerted 
their  personal  infiuence.  For  the  time  being  the  bill 
was  halted. 

In  this  instance  a  pressing  danger  spurred  mer- 
chants to  united  action.  With  merchants  in  the  larger 
share  of  Canadian  towns  and  cities  practically  unor- 
ganized, results  were  accomplished.  What  could  be 
done  in  the  way  of  effectively  presenting  the  views  of 
Canadian  merchants  were  such  organizations  wide- 
spread and  general,  can  be  inferred  from  what  was 
done  in  this  instance. 

On  the  other  hand,  the  non-enforcement  in  Carisford 
of  civic  by-laws  regulating  peddlers  and  transient  trad- 
ers had  for  years  been  a  subject  of  protest  on  the  part 
of  individual  merchants.  The  association  by  dint  of 
organized  effort  secured  the  raising  of  the  license  fees, 
the  remodeling  of  the  civic  by-laws  into  an  enforce- 
able measure,  and  the  bringing  of  test  cases.  Another 
subject  of  protest  had  been  the  auctioning  on  market 
spaces  of  shoddy  new  goods,  in  unfair  competition  with 
legitimate  dealers  in  small  hardware.  Through  the 
representations  of  the  association,  the  fees  for  these 
market  spaces  were  increased  and  the  by-law  govern- 
ing such  sales  made  more  effective. 

IJnited  effort  in  these  and  other  instances  proved  the 
most  effective  means  of  dealing  with  civic  problems 
which  in  many  localities  harass  the  legitimate  retailer. 


James  Watt,  inventor  of  the  condensing  steam-en- 
gincv  was  the  sou  of  a  small  merchant,  who  failed  in 
business. 
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SMOKERS'  SUPPLIES,  CIGARS  and  TOBACCO 

=^|     The  Department  that  Attracts  the  Men  to  the  Drug  Store    I  ^= 


Value  of  Window  in  Attracting  Cigar  and 
Tobacco  Trade 

Told  hy  Carl  Frederick  '"  Tobacco. 

ATTRACTING  attention  to  a  cigar  store  through 
unusual  methods  of  window  dressing  and  ad- 
vertising is  like  a  good  many  other  things,  in 
that  it  is  the  cumulative  force  that  counts,  as  I  learned 
in  the  days  when  I  was  the  junior  clerk  in  a  cigar 
store  in  one  of  the  big  towns  in  the  Middle  West. 

As  I  have  already  said,  this  store  was  owned  by  a 
relative,  for  whom  I  went  to  work  immediately  after 
leaving  school.  I  was  young  and  ambitious,  but  totally 
without  experience.  I  wanted  to  see  the  business  of 
that  cigar  store  grow,  and  so  I  kept  my  mind  con- 
tinuously busy  trying  to  think  of  ways  and  means  to 
make  the  business  increase. 

I  was  certain  in  my  own  mind  that  the  better  I  could 
make  the  store  known — the  more  I  could  get  it  talked 
about — the  larger  the  sales  would  become.  The  owner 
of  the  store  and  the  senior  clerk  were  conservative, 
middle-aged  men,  who  took  the  point  of  view  that  be- 
cause the  store  had  been  doing  business  at  that  loca- 
tion for  years,  it  was  well  known,  and  could  always 
count  upon  a  certain  amount  of  trade. 

Demonstrated  that  Window  Display  Paid. 

It  was  mighty  diflBeult,  therefore,  for  me  to  get  them 
to  see  things  from  my  point  of  view.  Such  a  thing  as 
spending  money  for  advertising  the  store  was  not  to 
be  thought  of.  I  w£is  permitted  to  attempt  something 
in  the  way  of  window  dressing,  because  it  did  not  cost 
anything,  and  because  both  the  owner  and  the  senior 
clerk  believed  that  by  constantly  handling  and  re- 
handling  the  goods  that  I  used  in  trimming  the  win- 
dows I  would  become  more  quickly  acquainted  with 
the  stock.  They  had  no  idea  that  my  work  in  dressing 
the  windows  would  make  more  business  for  the  store. 

Fortunately,  however,  I  was  able  to  put  in  one  or 
two  out-of-the-ordinary  window  displays  in  the  early 
months  of  my  career  that  actually  resulted  in  bringing 
about  increased  sales.  This  actual  demonstration  of 
the  power  of  window  dressing  to  attract  trade  and 
increase  business  led  to  my  being  encouraged  to  fur- 
ther efforts  along  those  lines,  and  had  an  important 
bearing  upon  my  whole  future,  as  well  as  upon  the 
future  of  that  particular  cigar  store. 

Cumulativei  Force  That  Pays. 

It  began  to  gradually  down  upon  me,  however,  that 
it  was  the  cumulative  effect  of  the  things  that  I  was 
doing  rather  than  any  one  particular  thing,  that  was 
bound  to  count  in  the  long  run.  I  saw. — not  all  at  once, 
but  by  degrees — that  while  one  particular  thing  that 
attracted  attention  to  the  show  windows,  and  to  the 
store,  might  result  in  but  a  moderate  increase  in  sales, 
a  succession  of  unusual  window  shows,  that  would 
keep  people  continually  talking  about  the  store  and 
wondering  what  it  was  going  to  do  next,  and  would 
have  a  permanent  and  lasting  effect  in  building  tip 
business. 

Some  of  the  window  displays  that  T  arranged  at- 
tracted more  attention  than  others,  but  when  I  once 


fairly  got  my  hand  in,  they  all  of  them  attracted  some 
attention,  and  it  got  to  be  a  pretty  general  custom  for 
everybody  that  had  occasion  to  pass  by  the  store  with 
any  frequency  to  glance  at  both  windows  to  see  if 
there  was  anything  new  on  view. 


Profit  in  Proper  Handling  of  Tobacco 

Horn  to  conduct  department. 

DRUGGISTS  are  more  and  more  coming  to  handle 
and  push  tobaccos.  This  was  the  point  referred 
to  by  a  traveller  for  a  tobacco  house  recently, 
and  he  went  on  to  point  out  just  why  it  was  possible 
for  the  druggist  to  work  up  a  good  tobacco  trade,  and 
the  advantage  it  was  to  other  departments  of  his  busi- 
ness because  it  brought  men  into  the  store. 

Can  Succeed  Even  With  Gompetitioii. 

"There  are  some,"  he  said,  "who  say  that  they  can- 
not sell  tobacco,  because  the  exclusive  tobacconist  is 
too  close  to  them.  I  came  across  a  dealer  with  this 
excuse  not  long  ago,  and  yet  this  dealer  is  handling 
and  selling  a  good  deal  of  candy  with  competition  all 
around  him.  If  he  can  build  up  a  trade  in  candy  and 
other  lines  with  strong  competition,  he  can  do  the  same 
with  tobacco.  Salesmanship  is  all  that  is  required. 
The  druggist  who  goes  after  this  trade  aggressively 
will  get  it. 

Need  of  Prominent  Display. 

In  selling  tobacco,  one  must  keep  the  goods  right 
under  the  customer's  eyes  and  have  them  so  attractive- 
ly laid  out  that  they  will  attract  attention.  A  long 
silent  salesman  showing  tobacco,  cigars,  cigarettes  and 
a  few  rows  of  pipes,  if  prominently  situated  will  catch 
the  eye  of  every  smoker.  There  is  quite  a  large 
amount  of  transient  trade  to  be  had  in  these  lines.  The 
man  who  finds  himself  out  of  tobacco  or  who  wants  a 
cigar  is  going  to  patronize  the  first  store  he  comes  to 
that  impresses  him  with  the  fact  that  he  can  get  what 
he  wants.  Thus  the  need  of  having  some  sign  to  indi- 
cate that  tobacco  is  sold,  and  also  the  desirability  of 
devoting  the  whole  or  part  of  the  window  to  these 
lines  occasionally. 

Give  Attention  to  Care  of  Stock.  \ 

Cigars  are  a  profitable  line,  but  unless  they  are  kept 
in  a  moist  atmosphere,  they  will  dry  up,  and  of  course, 
not  produce  as  satisfying  a  smoke  as  might  be.  Dealers 
should  exercise  great  care  with  their  store  because  the 
man  who  purchases  a  cigar  that  peels  off,  or  tobacco 
that  is  dry,  is  not  tempted  to  go  back  again. 

One  could  quote  many  instances  where  tobacco  has 
been  made  a  good  profit-winner  by  druggists.  The 
dealer  who  puts  as  much  energy  behind  this  department 
as  others  in  the  store,  will  soon  find  it  becoming  an 
important  one. 


When  you  can  meet  a  man  at  the  door  and  shake 
hands  with  him  and  make  him  feel  you  are  glad  he 
came,  you  have  made  it  fifty  per  cent,  easier  to  sell  him, 
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TUffKlSH 


BLEND 


CIGARBTTBS^ 


IMPERIAL  TOBACCO  W 


DRUGGISTS  ARE  DELIGHTED 


with  their  sal^s  of 

'TATIMA'' 

Cigarettes 

They  find  that  the  high 
quality  of  these  Turkish 
Blend  Cigarettes  is 
attracting  the  best  trade 
to  their  stores. 


FATIMA 

TURKISH  BLEND 

CIGARETTES 


The  packing  of  Fatima  Cigarettes 
is  compact  and  convenient. 


20  in  a  package  to 

retail  at  25c. 


Handled  by  all 

the  Wholesale  Trade. 
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Fancy  Goods,  Novelties  and  Photographic  Supplies 


A  department  of  means  and  methods  of  incteaalng  business  in  photographic  sup- 
plies,  pennants,  plajjing  cards,    pens,  ink,  sporting  goods,    novelties,  china,    etc. 


CHINAWARE  AND  GLASSWARE  IN  THE  DRUG 
STORE 

Quite  a  few  druggists  handle  china  and  glassware, 
and  find  it  quite  a  profitable  department.  Most  dealers 
go  in  for  the  better  quality  of  goods,  which  also  is  the 
variety  that  pays  the  best  profit.  In  addition  to  the 
direct  sales,  if  peojale  get  in  the  habit  of  "coming  to  the 
store  for  this  line  of  goods,  it  will  prove  beneficial, 
because  it  helps  to  sell  other  lines.  One  of  the  big 
features  in  business  to-day  is  to  get  people  into  the 
store. 

Maintain  Activity  in  this  Department 

Prior  to  the  festive  season  is,  of  course,  one  of  the 
best  times  of  the  year  for  the  sale  of  chinaware  and 
glassware.  Purchases,  however,  are  largely  for  gift 
purposes.  At  other  times  of  the  year,  people  buy  for 
their  own  use.    The  dealer  therefore  does  not  want  to 


REAL  CUT  GLASS, 

It  would  be  interesting  to  you  to  see  our  nice  stock  of  genuifie 
cut  glass — They  are'in  exceedingly  pretty  styles  of  cutting — A  piece 
of  this  would  gladden  the  heart  of  any  housekeeper — Just  try  it. 


CHINA 


We  have  opened  up  a.  big  new  stock  of  China'  in  all  kinds  of  fancy  pieces- 
Real  hand  painted  in  many  varied  and  beautiful  designs. 

If  you  should  only  want  some  cups  and  saucers  or  tea  plates  we  ca^i  give  yon 
something  that  will  suit  you  and  please  you.  Whole  Tea  Sets  and  also  complete 
Dinner  Sets. 

Cojne  in  and  have  a  look  at  our  Teapots,  Open  Jugs,  Covered  Jugs,  Cream  Jugs, 
Butter  Tubs,  Etc. 


E.  r.  DARBY.    -    HARROW 
DRUGGIST  OPTICIAN  STATIONER 


Ad.  of  druggist  of  Harrow,  Ont.,  who  features  glassware  and 
associated  lines  In  his  store. 

let  his  attention  to  these  lines  lag  just  because  Christ- 
mas is  over.  Try  to  maintain  activity  in  this  depart- 
ment. 

Herewith  is  reproduced  an  ad  of  E.  F.  Darby,  of 
Harrow,  Ont.,  who  does  considerable  business  in  these 
lines.  Other  dealers  could  use  advertising  to  good 
advantage  in  featuring  these  lines  at  the  present  time. 

Keep  Changing  Stock  Around 

The  only  way  to  make  the  stock  always  look  new  is 
to  keep  moving  it  around.  The  assiduous  and  daily 
use  of  the  duster  and  broom  are  necessary,  but  the 
arrangement  of  the  goods  must  be  changed  as  well ;  a 
new  arrangement  makes  the  goods  look  as  new.  There 
is  another  advantage  attained,  besides  creating  the 
much-desired  air  of  "newness."  By  moving  the  stock 
around,  the  most  seasonable  lines  can  always  be  kept 
to  the  front.  The  store  which  always  has  the  same 
goods  in  the  same  place,  week  in  and  week  out — you 
can  find  lots  of  this  kind — may  appeal  to  some  of  the 
people  some  of  the  time,  but  there  will  be  times  when 
'it  will  not  appeal  to  any  of  the  people.  To  appeal  to 
'"all  of  the  people  all  of  the  time,"  it  is  absolutely 
necessary  that  the  store  should  be  featuring  the   most 


seasonable  goods  at  all  times.  This  necessitates  con- 
siderable and  continual  work  in  rearranging  the  in- 
terior, so  that  each  season's  best  sellers  are  brought 
forward.    The  work  will  bring  ample  reward. 


ADVERTISING  VALUE  OF  HIGH  PRICED 
ARTICLES. 

High  priced  articles  always  arouse  our  interest  even 
if  there  is  not  the  slightest  po.ssibility  of  us  ever  pur- 
chasing them.  For  instance,  some  time  ago  the  T.« 
Eaton  Company,  Toronto,  placed  a  huge  cut  glass 
pedestal  in  the  window  with  the  price  ($500)  prom- 
inently displayed.  There  was  constantly  a  crowd  of 
people  around  the  window,  admiring  the  pedestal. 
Some  people  might  say  that  they  might  as  well  have 
left  it  out  of  the  window,  because  there  was  prac- 
tically no  possibility  of  any  one  in  the  crowds  who 
looked  at  it  purchasing  it. 

Impresses  the  Public. 

That  is  probbaly  true,  but  that  pedestal  had  an  ad- 
vertising value  of  no  little  account.  Many  of  the 
people  who  saw  it  would  comment  to  their  friends 
about  the  high-priced  pedestal  that  the  firm  had  in 
their  window.  Then  again,  it  impressed  on  the  public 
that  the  T.  Eaton  Company  sold  cut  glass,  so  if  they 
wanted  anything  in  that  line  they  would  be  inclined 
to  inspect  their  stock. 

The  small  dealer  will  find  in  the  same  way  that 
there  is  a  big  advertising  value  in  high-class  and  high- 
priced  articles. 

$70  Camera  Attracts  Attention. 

A  druggist  in  London,  Ont.,  for  instance,  last  year 
stocked  a  camera  that  retailed  at  $70.  This  was  placed 
in  the  show  window  with  the  price  prominent,  and  -a 
short  description  of  its  special  features.  It  attracted 
a  good  deal  of  attention  and  done  much  to  impress 
upon  the  people  of  London  that  this  firm  made  a 
specialty  of  cajneras. 

When  your  window  displays  and  your  newspaper  ad- 
vertising work  together  they  produce  results  much 
greater  than  the  sum  of  their  efforts  where  working 
without  co-operation. 


BEGIN   TO  FEATURE   PHOTOGRAPHIC 
SUPPLIES 

THIS  is  the  time  of  the  year  when  the  druggist 
should  be  making  plans  to  instill  greater  life 
into  the  photographic  department.  There  are  a 
good  many  dealers  who  are  losing  considerable  pos- 
sible business,  just  because  they  are  not  giving  this 
department  sufficient  attention.  To  such,  let  this  be 
a  call  to  action — let  them  consider  ways  and  means 
by  which  they  may  build  up  an  appreciable  trade  in 
cameras  and  camera  supplies  during  the  coming  sum- 
mer. It  is  trade  worth  going  after,  because  it  at- 
tracts other  business  to  the  store.  Decide  now  to  get 
your  share. 
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Post  Cards 

Everything  in  Post  Cards 

Easter,  Comics,  General,  Birthday, 
Patriotic,  etc.  Easter  Booklets. 

Local  View  Post  Cards  lo  order  from  your 
own  photos. 

Post  Card  Racks. 


Pennants  and  Cushions 


Biggest  and  Best  Line 
in  Canada 

Both  Sewn  and  Stencilled  Letters 

Drop  a  post  card  for  our  catalogues. 
They  are  worth  having. 


Xmas  Line,  Post  Cards,  Booklets,  etc. 

Now  Being  Shown 

Our   10  travellers  cover  Canada  from  Coast  to  Coast.    See 
our  line  when  representative  calls.     We  can  save  you  money. 


Pugh  Specialty  Company,   Limited 


Location 


38-42  Clifford  St.,  Toronto,  Canada 


iiiea 

Note  I 

I 


THE  ERA 

DOSE  BOOK 

FIFTH  EDITION 
Revised  and  Enlarged 

Price  75  cents  per  copy,  postpaid 


With  Appendix  s^ivihg  percentages  of  Alcohol  and  Quantities  of  Narcotics  in 
U.S. P.  and  N.F.  Preparations,  supplying  juE^t  the  information  required  to  label 
these  preparations  so  they  will  comply  with  the  FEDERAL  FOOD  AND  DRDCIS 
ACT.     Adopted  as  a  standard   by  pharmaceutical   associations. 

The  Fifth  Edition  of  this  valuable  reference  work  brings  the  posology  of  the 
materia  medica  down  to  date,  and  includes  all  of  the  Newer  Remedies  and  Syn- 
thetics that  have  been  Introduced  within  recent  years. 

Contents:  Dose  List:  Percentage  Solutions;  Dose  Equivalents j  Veterinary 
Doses;  incompatibles ;  properties  of  Remedial  Agents;  Drops  in  Fluidram;  Solu- 
bilities; Latin  Words  and  Phrases;  Specific  Oravities  of  Metals;  Latin  Cardinal 
and  Ordinal  Numbers;  French  and  German  Prescription  terms;  Poisons  and  Their 
Antidotes;  International  Atomic  Weights;  Specific  Gravities  of  OfUcial  Substances; 
The  Metric  System;  Mathematical  Memoranda;  Boiling  Point  of  Water  at  Different 
Barometer    Readings;    Thermometric    Equivalents;    Hydrometer    Tables;    Appendix. 

The  Era  DoSe  Book  is  in  handy  form  for  reference,  saves  time  in  prescribing 
and  dispensing,  and  makes  accuracy  easy. 

THE   RETAIL  DRUGGIST  OF  CANADA 

32  COLBORNE  STREET,  TORONTO 


Plates,  Papers,  and  Films 


luire 
us 


Wellington  goods  sell  quickly  and  reqi 
no  handling  except  handing  out.  Let 
write  you  the  whole  proposition. 

Free  Bo^ltb  oa  request 

Wellington  &  Ward 

Montreal 


u 
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FORMULARY 

Special  "Preparations  for  the  "Druggists 


Sulphur  Skin  Lotion 

Zinc  Sulpho.  Carb ^2  f^^' 

Zinc   Oxide    2  drs. 

Sulphur  Praecip ^  4^- 

Aqua  Colonieiisis  6  drs. 

Glycerin »  drs. 

Aqua  Ad 6  ozs. 

Dissolve  zinc  sulpho.  carb.  in  water;  mix  oxide  zinc 
and  sulphur  praecip.  with  glycerin  in  mortar  and  add 

eau  de  cologne.     Transfer  to   a   bottle  colored  with 
2  grs.  carmine. 

Milk  of  Roses 

Blanched  Almonds    2       drs. 

Curd  Soap o      ?' 

Spermaceti 2       drs. 

Almond   Oil    %  dr. 

Rectified   Spirits    V2  oz. 

Tr.  Benzoin 2       drs. 

Otto  of  Rose   4      mins. 

Oil  Rose  Geranium  5       mins. 

Glycerine 21/2  drs. 

Aqua  Rosae  ad 20      ozs. 

Melt  spermaceti  and  oil  together,  add  curd  soap  and 
continue  the  heat  until  uniform.  Transfer  to  a  warm 
mortar  and  add  gradually  10  ozs.  aqua  rosae  boiling. 
Beat  up  almonds  well  in  another  mortar  and  add  sper- 
maceti mixture  to  this  paste.    Mix  thoroughly  the  re- 


Spring  Medicine 

COE.  OPERATION,  M.D. 

Harmony  and  Concord  Ave*.,  SUCCESSVILLE 

T)        i  5  Animalis  Humanitus. 
-^       i  3  Publicitus  Spirilus. 

i  i  3  Commercialus  Methodus. 
i  i  i  3  Reciprocitus. 
i  V  3  Energitus. 

Shake  well  and  take  freely. 


(2) 

Oylcerin  Cream 

Almond  Oil   8  ozs. 

Spermaceti 3  ozs. 

White  Wax 1  oz. 

Powdered  Borax   ^/^  oz. 

Glycerin 3  ozs. 

Orange  Flower  Water 1  oz. 

Oil  Neroli  5  mins. 

Otto  of  Rose   5  mins. 

Mix  the  first  three  ingredients  together  and  transfer 
to  a  warm  mortar.  Dissolve  borax  in  glycerin  and  or- 
ange flower  water ;  add  a  little  at  a  time  to  mortar  con- 
tents, stirring  well  to  produce  a  uniform  cream. 

Honey  and  Almond  Cream 

Cold  Cream y2  oz. 

Almond   Oil    y2  oz. 

Glycerine V^  oz. 

Ac.  Boric  V2  oz. 

Sal.  Soda  iy2  ozs. 

Quince  mucilage  5      ozs. 

Aqua  Ad 5      pints 

Stir  cold  cream,  almond  oil  and  sal.  soda  together 
until  a  uniform  soapy  emulsion  is  obtained.  Dissolve 
ac.  boric  in  60  ozs.  warm  water;  to  this  add  glycerin 
and  quince  mucilage  and  add  mixture  slowly  and  with 
constant  stirring  to  mortar  contents.  Perfume  with 
spirits  of  almonds  and  rose. 

Toilet  Cream 

Removes  sunburn,  freckles,  etc. 

Lanoline 5  drs. 

Almond   Oil    5  drs. 

Sulphur  Praecip 5  drs. 

Zinc   Oxide    2^/^  drs. 

Violet  Extract   %  dr. 

Tincture  Alkanet q.s. 

Make  an  ointment  using  sufficient  of  Tincture  Alka- 
net to  impart  flesh  color. 


Here  is  a  Spring  medicine  that  every  druggist  will  find  of  value 
to  his  business. 

mainder  of  hot  rose  water  to  form  an  emulsion.  To 
this  add  oils  dissolved  in  spt.  and  tincture.  Strain 
through  fine  calico  and  make  up  to  20  ozs.  with  Aqua 
Rosae. 

(1) 

Blanched  Almonds   3      drs. 

Tincture  Benzoin  %  oz. 

Soft  Soap 1       dr. 

Aqua  Rosae  8       ozs. 

Beat  up  almonds  with  soft  soap,  emulsify  with  rose 
water,  strain  and  add  tincture. 


IS  YOUR  TURNOVER  ABOVE  OR  BELOW  THE 
AVERAGE? 

System  secured  from  seven  hundred  stores  their 
average  turnover  on  stock,  and  found  the  following 
aVerage  number  of  turnovers  secured  annually  on 
these  ten  lines: 

Grocery — 10  times  per  year. 

Department — 7  times  per  year. 

Variety  goods — 6  times  per  year. 

Drug--4.5  times  per  year. 

Dry  goods — 4  times  per  year. 

Hardware — 3.5  times  per  year. 

Furniture — 3  times  per  year. 

Shoe — 2.1  times  per  year. 

Clothing — 2  times  per  year. 

Jewelry — 1.5  times  per  year. 

With  these  averages  to  cheek  against,  retailers  are 
in  a  position  to  decide  if  their  turnover  ranks  above  or 
below  the  results  secured  by  other  stores.  Once  he  has 
secured  turnover  and  costs  figures  for  his  store,  the 
added  profit  which  an  extra  turn  will  bring  is  very 
evident. 

While  the  table  presented  above  shows  the  average 
turnover  for  a  large  number  of  stores,  there  are  many 
stores  that  are  turning  their  stock  over  oftener  than 
this.    The  dealer  should  aim  to  be  above  this  average. 
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DO  NOT  BE  DECEIVED 

Be  sure  that  the  Traveller  to  whom  you  give 
your  Bottle  Order  is  representing 

THE  RICHARDS  GLASS  CO.,  LTD. 

We  know  that  orders  have  been  taken  under 
false  pretences. 

The  following  are  our  Representative* 

MR.  I.  A.  SNIDER  MR.  F.  J.  BOSSONS 

MR.  J.  E.  GRATTON  MR,  DOUGLAS  LORIMER 

MR.  J.  P.  RICHARDS 


MR.  J.  E.  SAYERS 
MR.  A.  W.  DEW 


You  save  money  on  any  orders  you  give 
the  above  Gentlemen 

THE  RICHARDS  GLASS  CO.,  LTD. 

182  Adelaide  St.  West  TORONTO,  ONTARIO 

"  Everything  the   Druggist  Needs  in  Glass  " 


Strong,  Sound 
and  Clean — 
Every  One  Perfect 

That's  What  You 
Get  in — 

"ONTARIO" 
CORKS 


^TT  JUST  as  you  take  pride  in 
^jj  your  business;  just  as  you 
want  things  done  right, 
so  should  you  use  Ontario  Corks. 
Small  enough  in  themselves,  but 
big  in  the  service  of  efficiency 
they  perform. 

A  sample  order  of  the  Ontario 
make  will  convince  you. 


The  Ontario  Cork  Company 


ARTHUR  BROOKS 


AgencltM  : 
OTTAWA,  Ont. 
QUEBEC.  Qu.. 


31-33  Front  St.  E.,  Toronto 


Phtnu: 
Office:    Ad.liM«  17SS 
Rm<1mic.  :  B.aehl09B 
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Bush,  J.  W.  &  Co.,  Montreal 4 

D 
Dixon,  Wilson  Co 4 

I 

Imperial  Tobacco  Co.,  Montreal 41 

L 

Lawrason,  J.  P.  Toronto 46 

M 

Marvel  Co.,  New  York 5 

o 

Ontario  Cork  Co.,  Toronto 45 

P 

Peninsular  Chemical  Co i.  f.  c. 

Phenix,  The  Co.. 5 

Pugh  Specialty  Co.,  Toronto 43 

R 

Rennie  Seed  Co.,  Toronto _ 46 

Richards  Glass  Co.,  Ltd..  Toronto : 45 

S 

Sharland  &  Co.,  Montreal 5 

Smiths.  H 3 

Sovereign  Perfumes  Ltd 3 

V 

Velvet  Products  Co o  b.  c. 

W 

Wampole,  Henry  K.,  Co.,  Ltd.,  Perth 6 

Warwick  Bros.  &  Rutter,  Toronto 37 

Wellington  &  Ward,  Montreal 43 

Willard's  Chocolates  Ltd.,  Toronto k.  f.  c. 


J.  P.  Lawrason 

25  Toronto  Street 

makes  a  specialty  of  selling  Drug 
Stocks  and  locating   Druggists. 

If  you  have  •  Stock  you  want  to  sell,  oi  i(  you  want  to  buy  a  bus- 
iness, write  or  call.  I  might  give  you  a  suggestion  that  would  solve 
the  problem.  I  have  helped  others  and  might  help  you.  Bank, 
Wholesale  and  Retail  References. 

J.  P.  Lawrason,  Druggist,  Toronto,  Ont. 

lillllllllllillllllliillllill 


Current  Prices — Drugs  and  Chemicals 


AcetanUid lb  $0.40 

Acid — Carbolic    lb  16  Vj 

Citric lb  .67 

Salicylic     tb  .65 

Alcohol— B.   P gal.  5.10 

Wood    gal.  1 .  00 

Ammonium — Erom lb  .85 

Iodide     lb  3 .  40 

Atropine    Sulph    dr.  .70 

Acid — Acetic                          lb  .  12 

ArBenious.    lump    lb  .85 

Commercial     lb  .12 

Benzoic,     Eng.       (from 

benzoin)     oz.  .80 

German     oz.  .10 

Boiic     lb  .16 

Gallic      lb  .90 

Hydrobrqmic      tb  .35 

Hydrocyanic     oz.  .12 

Lactic,  concentrated    . .  tb  1 .  20 

Mari&tic     lb  .05 

Chem.   pure    lb  .20 

Nitric    lb  .12 

Chem.    pure     25 

Oleic     lb  .50 

Oxalic     lb  .18 

Phosphoric,    ayrupy    . .  lb  .50 

Dilute     lb  .16 

Bulphnrie    R>  .04 

Chem.   pure    lb  .20 

Aromatic     lb  .60 

Tannic    lb  .85 

Tartaric,   powdered    ...lb  .88 

Adeps  Lanae    lb  .40 

Albolene     lb  .30 

Aloiii    01.  .20 

Alum lb  .03 

Ammonia — Arom.     Spts      lb  .65 

."imyl  Acetate It)  .50 

Amyl    Nitrite     . oz.  .20 

Antipyrine     oz.  .40 

Antimony,    black   powd.      lb  .12 

And   potas.    tart    lb  .40 

Apomorphia     gr.  .05 

Arrowroot,    Bermuda    .  .  .  Tb  .85 

.Tamaica     lb  .20 

Aristol   (gee  Di-Thymol)   oz.  1.7.'^ 

Aspirin     oz.  .65 

Bismuth — Sub.    carb    ...  lb  3 .  25 

Sub.  nit   lb  3 .  00 

Balsam.    Canada    ib  .75 

Copaiba    lb  .75 

Pm     Ib  3.25 

Tolu     lb  .45 

Borax     Tb  .09 


Powdered   Ib  .07 

Bromoform     oz.  .  15 

Bromine oz.  .  10 

Caffeine    Ib  4.60 

Citrate     Ib  3 .  SO 

Camphor     Ib  .65 

Chloroform  com Ib  .40 

Cocaine,   H.C.L oz.  3.25 

Codeine    FhoB oz.  ,'! .  7U 

Cocoa    Butter     lb  .60 

Cadmium,    Bromide    ....oz.  .12 

Iodide     oz.  .45 

Calcium    Chlor.,    crystals  .lb  .80 

Sticks     lb  .75 

Capsicum     Ib  .20 

Powdered     Ib  .25 

Carbon,    Bisulphide     .  .  . .  tb  .18 

Cerium    Oxalate    oz.  .16 

Chalk,    French,    powd. ...Ib  .06 

Precipitated     lb  .10 

Prepared     lb  .06 

Chloralmid     oi.  .45 

Chloral   Hydrate    Ib  1 .  05 

Cinchonine,    Muriate    .  .  .os.  .25 

Sulphate     oz.  .25 

Cinchonidia,     Sulphate ..  .oz.  .45 

Cloves   Ib  .80 

Powdered     Ib  .85 

Cochineal,    S.G lb  .70 

Black    Ib  .SO 

Collodion    Ib  .S5 

Colocynth     Ib  .60 

Powdered     lb  .70 

Copper,    Carbonate    Tb  .86 

Sulphate     lb  .08 

Oxide    n>  .55 

Copperas     lb  .01 

Cotton,   absorbent    Ib  .28 

Cotton  Seed  Oil Ib  1.00 

Cream  Tartar,   powdered,  lb  .28 

Creolin     Ib  .80 

Ether,    Acetic     lb  .60 

Nitrous.    Spirits    lb  .45 

Sulphuric.    725    lb  .45 

Glycerine    Ib  .2K 

Gum    Aloes,    Barb     Ib  .20 

Powdered     Ib  .80 

Cape     lb  .20 

Powdered     It)  .80 

Socot     Ib  .80 

Powdered     lb  .40 

Arabic,    Select    tb  .45 

Powdered   Ib  .60 

Benzoin     Ib  .50 

Oatechn    Ib  .20 

Powdered     lb  .SS 


Gamboge     Ib  1.35 

Powdered     Ib  1 .  50 

Guaiacum   Ib         .45 

Myrrh      Ib         .45 

Tamarac     Ib  1 .  50 

Tragacanth     Ib  1 .  20 

Herb— 

Horehound,  in  ozs.   . . .  Ib         .28 

Lobelia     lb         .20 

Iodoform     oz.       .40 

Iodine,    commercial     ....oz.        .35 

Resublimed      ...oz.        .35 

Iron,   carbonate,   precipit.Ib         .15 

Saccharated Ib         .35 

Citrate   and  Ammo- 

niam     Ib         .90 

Quinine   and  Strj-ch- 

nine    oz.        .27 

And    Strychnine    oz.        .20 

Iodide,    Syrup    lb         .40 

Sulphate,    pure    Ib         .08 

Lithium — carb Ib  1.50 

Citrate    Ib  1 .  64 

SallcyUc    Ib  1 .  50 

Menthol    lb  7 .  50 

Mercury — Sub.    Ohlor. . . .  Ib  1 .  02 

Bichlor Ib        .92 

Amm.    chlor Ib  1.10 

Morphine  Sulpb    oz.  3 .  60 

Milk   Sugar    lb         .25 

Oil — ^Aniseed     Ib  2.48 

Bergamot     Ib  7 .  00 

Cedar    Ib        .40 

Cloves     Ib  2 .  26 

Eucalyptus     Ib        .90 

Peppermint,  American,  lb  6.00 

Santal  E.  I Ib  7.00 

Oil — Coriander     oz.        .75 

Cotton  Seed gal.  1.40 

Croton     lb  1.75 

Cubeb     Ib  1 .  75 

Fennel    oz.        .20 

Fusel     lb         .80 

Hemlock      Ib         .45 

Juniper  wood Ib         .40 

.Tuniper,   berries    oz.        .15 

Origanum     Ib         .40 

Pennyroyal     lb  2.00 

Sassafras    Ib         .70 

Ointment   Mercurial    .  .  lb         .70 

Bellsdona     Ib         .60 

Blue    lb         .75 

Canthar    Ib  1.00 

Carbolic     Ib        .40 

Oitrina     Ib        .40 


Gallae Ib 

Ointment — 

Galls   and  Opium    . .  .  .  Ib 

Iodine     lb 

Cnmp Ib 

Resin     lb 

Sulphur     Ib 

Zinc  Oxidfe Ib 

Pepsin     tb 

Fhenacetlne     Ib 

Potassium — Bromide     . . .  Ib 

Iodide     Ib 

Protropin    (and  Formin)   oz. 

Quinine   Sulph    oz. 

Besorcin     Ib 

Senna     .lb 

Soda — Brom Ib 

Iodide Ib 

Salicyl    Ib 

Soda,   Ash    ....  keg  or  cask 

Caustic    drum  or   Ib 

Sodium.     Acetate     Ib 

Benzoate     Ib 

Spermaceti     Ib 

Strychnine     oz. 

Suliihate     oz. 

Strontium,  bromide,  OTys..Ib 

Powdered     Ib 

Terpin  hydrate    Ib 

Thymol     Ib 

Trlonal     oz. 

Turpentine,     spirits     . . .  gal. 

Venice     Ib 

Urotropin    (and  Formin)  oz. 

Tablets,    20's     box 

Veratria     oz. 

Verdigris ...Ib 

Wax   Ceracine    Ib 

Baylberry     Ib 

Camauba    Ib 

■rapan    It) 

Paraffine Ib 

White    No.    1    Ib 

No.   2    lb 

Yellow    Ib 

Zinc,  chloride,   fused    ...oz. 

Iodide     oz. 

Oxide     Ib 

Slearate     oi. 

Compound     oz. 

Aristol      oz. 

Ichthyol      01. 

Sulphate,    pure    Ib 

(common     Ib 

Sulphocarbolate     lb 


.50 

2.00 

.80 

.76 

.80 

.40 

.40 

4.20 

.96 

.57 

3.85 

.20 

.34 

.90 

.20 

.70 

4.26 

.50 

.2% 

.2% 

.25 

.90 

.55 

.90 

.90 

.80 

2.50 

1.10 

4.00 

1.20 

.70 

12H 

.20 

2.25 
.80 
.80 
.40 
.70 
.25 
.15 
.65 
.45 
.45 
.10 
.65 
.15 
.20 
.50 

8.00 
.80 
.10 
.06 
.80 
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Three  Departments 
to  Push  Now 


At  this  season  of  the  year,  there 
are  three  special  departments 
in  the  drug  store  that  begin  to 
show  signs  of  greater  activity,  and  behind  which  the 
dealer  ^ould  put  renewed  effort  if  he  would  receive 
the  greatest  possible  profit  from  them  during  the  com- 
ing season.  They  are  the  soda  fountain,  photographic 
and  sporting  goods  departments. 

In  the  cities  and  larger  towns  there  are  some  drug- 
gists who  keep  their  soda  fountain  department  going 
during  the  entire  winter.  The  majority  do  not,  how- 
ever, and  they  should  therefore  try  to  reap  as  large  a 
harvest  as  possible  during  the  summer  season.  Plans 
for  the  season  should  be  made  early  and  the  depart- 
ment got  und'er  way  just  as  soon  as  conditions  are 
favorable.  There  is  an  advantage  in  an  early  start. 
It  gets  the  people  coming  to  your  store,  and  if  they 
get  the  habit  early,  they  are  likely  to  continue  to  pa- 
tronize you  during  the  entire  season. 

Cameras  and  photographic  supplies  are,  of  course, 
all-the-year-round  sellers,  but  it  is  during  the  warm 
weather  that  photography  is  taken  to  the  strongest. 
Dealers  should  realize  the  big  possibilities  for  increas- 
ing demand  for  these  lines,  and  begin  their  campaign 
at  an  early  date. 

More  druggists  are  taking  up  sporting  goods  and 
are  finding  it  an  easy  and  profitable  line  to  handle.  In 
addition  to  the  direct  trade,  it  also  serves  as  a  means 
of  bringing  other  business  to  the  store. 

Special  articles  offering  hints  and  suggestions  on 
how  trade  in  these  three  departments  can  be  built 
up  will  be  found  elsewhere  in  this  issue,  and  are  well 
worth  the  consideration  of  the  aggressive  druggist. 


Dishonest  Complaints  of  dishonest  substi- 

Substitution.  tution    by    unscrupulous    retail 

druggists  are  frequently  re- 
ceived from  manufacturers  of  well-known  products. 
They  back  their  complaints  up  by  instances  of  such 
substitution  for  their  own  goods  that  have  come  to 
their  notice,  and  intimate  that  the  number  of  cases- 
which  are  not  unearthed  are  probably  large  in  number. 
They  claim  that  a  customer  who  has  been  induced  to 
ask  for  a  specific  brand  of  goods  by  reason  of  having 
seen  it  ad*vertised,  or  having  purchased  it  before,  or 
had  it  recommended  by  a  friend,  will  frequently  have 
another  branch  of  goods  palmed  off  upon  them,  with 
absolutely  no  intimation  on  the  part  of  the  druggist 
that  the  article  supplied  is  different  from  the  one 
asked  for. 

Substitution  in  this  way  is  made  easy,  because  of  the 
close  similarity  between  brand  names  and  packages  of 
different  makes  of  many  lines  of  goods  in  the  drug^ 
trade  that  makes  it  diflScult  for  the  ordinary  customer 
to  detect  at  the  time  that  the  article  supplied  is  other 
than  that  asked  for.  The  dealer,  however,  does  know^ 
and  while  we  do  not  believe  that  this  practice  is  gen- 
erally prevalent  in  the  drug  trade,  where  goods  are 
palmed  off  on  the  public  in  this  way,  it  can  only  be 
described  as  direct  and  dishonest  substitution.  Aside 
from  what  the  manufacturer  who  is  imposed  on  by 
such  substitution  may  think,  the  practice  is  to  be  con- 
demned  from  the  standpoint  of  principle. 

Not  only  is  it  to  be  condemned,  because  it  violates 
the  principles  that  are  held  so  high  by  the  members  of 
the  drug  profession,  but  also  because  it  is  bad  business 
for  any  merohant  to  deceive  his  customers.  Deception 
is  sooner  or  later  bound  to  be  discovered,  and  the  re- 
action is  generally  found  to  have  a  big  detrimental  ef- 
fect upon  the  business.  Just  recently  a  manufacturer 
related  an  instance  where  a  customer  had  written  in, 
asking  if  they  had  changed  the  name  of  their  goods. 
She  had  asked  the  druggist  for  their  brand  of  goods,, 
and  when  she  got  it  home  found  that  while  the  name 
was  somewhat  similar,  that  it  was  different. 

Having  found  out  that  the  druggist  had  taken  ad- 
vantage of  her  by  directly  substituting  something  dif- 
ferent to  that  desired  and  asked  for,  there  is  no  doubt 
but  that  she  would  in  the  future  avoid  his  store,  and 
he  would  not  only  lose  her  trade  in  that  one  line,  but 
in  others  as  well.  Probably  she  would  drop  a  word  to 
friends  here  and  there  as  to  the  manner  in  which  she 
had  been  deceived,  and  they  too  would  become  sus- 
picious. The  dealer  might  never  hear  of  it,  but  all  un- 
known to  him,  that  germ  of  suspicion  thus  aroused, 
would  undermine  his  business  to  a  considerable  extent. 

There  are  times  when  the  dealer  is  quite  justified  in 
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offering  something  different  to  that  asked  for,  but  the 
customer  should  be  made  acquainted  with  the  fact 
that  it  is  different.  If  the  dealer  has  reasons  for  push- 
ing a  certain  brand  of  goods,  and  believes  that  it  is 
quite  equal  in  quality  and  value  to  the  one  asked  for, 
there  is  no  reason  why  he  should  not  present  to  cus- 
tomers and,  if  possible,  sell  it.  He  is  quite  within  his 
rights  in  doing  so.  There  is  no  excuse,  however,  to  be 
offered  for  direct  substitution,  because  it  is  dishonest. 

If  may  take  ambition  to  start  a  man  develop- 
ing his  ability,  but  simple  common  sense  will 
keep  him  at  it. 

Live  Merchandising  Centrally  situated  in  a  large 
Methods  Needed  city   there    is   a    certain     drug 

To-day.  store  that  is  admirably  located 

to  secure  a  big  trade,  and, 
yet  it  is  safe  to  siay  that  it  is  not  doing  as  much  trade 
as  many  similar  sized  stores  in  much  less  favorable 
positions.  One  thing,  at  least,  is  certain,  and  that  is— 
that  it  is  not  securing  the  amount  of  business  that  it 
would  be  possible  for  it  to  secure,  despite  the  fact  that 
it  is  in  a  place  where  land  is  valuable  and  rents  are 
high. 

One  naturally  wonders  why  this  is  so.  There  are 
no  unusual  circumstances  surrounding  the  business. 
The  faiilure  of  the  business  to  come  up  to  its  possibili- 
ties is  simply  due  to  the  failure  of  the  proprietor  to 
use  live  merchandising  methods.  He  apparently  be- 
longs to  the  old  school  and  finds  it  difficult  to  shake 
off  the  cobwebby  methods  of  yesteryear.  The  person 
passing  his  store  can  plainlj'  see  that  little  attention  is 
given  to  the  windows,  and  that  they  are  not  changed 
near  as  often  as  they  should  be.  The  goods  shown  in 
them  are  in  many  cases  not  the  lines  that  would  appeal 
to  the  class  of  peoiple  who  pass  his  store.  In  the  in- 
terior of  the  store  there  is  the  same  lack  of  progres- 
siveness  and  aggressiveness.  The  opportunities  for 
big  business  lare  present,  but  he  is  not  cashing  in  on 
them  because  he  does  not  use  the  proper  methods. 

The  merchant  who  would  forge  to  the  front  to-day 
must  go  after  business  by  live  merchandising  methods. 
He  must  realize  the  value  of  an  attractive  store  and 
of  good  display.  He  must  model  his  business  to  new 
conditions  as  they  arise  and  ever  strive  to  be  in  the 
front  ranks  in  the  matter  of  introducing  new  and  ag- 
gressive business  methods. 

At  this  season  of  the  year,  the  dealer  would 
do  well  to  plan  for  his  stinimer  holidays. 

Sidelines  Help  A  frieifd  of  the  writer's  cited  a 

Other  Departments,  case  the  other  day.  of  how  he 
had  gone  into  a  drug  store  to 
purchase  some  cigars,  and  before  he  had  left  pur- 
chased three  additional  articles. 

The  case  just  demonstrates  an  additional  value  of 
sidelines  to  the  drug  store,  and  one  which  the  dealer 
frequently  does  not  appi-eciate — at  least  not  to  its  full 
■extent.  If  this  customei-  had  not  been  induced  to  enter 
the  store  because  of  the  cigar  department,  in  all  proba- 
bility he  would  have  purchaised  the  other  three  arti- 
cles elsewhere. 

In  a  similar  manner,  other  sidelines  have  their  trade 
attracting  powers,  in  addition  to  the  direct  sales  in 
the  lines  carried.  Having  induced  a  customer  to  enter, 
the  opportunity  is  given  of  presenting  other  goods  to 
them  by  display  or  personal  salesmanship,  and  sales 


frequently  follow.     Thus  the  various  sidelines  help  all 
departments  of  the  business. 

Realizing  this,  the  dealer  should  not  fail  to  impress 
upon  the  public,  in  various  ways,  the  different  side- 
lines that  are  carried  in  the  store. 

Advertising  is  a  good  tonic  to  tone  up  business 
with  at  this  time  of  the  year. 

Why  Did  You  Mrs.  Jones  used  to  deal  at  your 

Lose  That  store.     She  doesn't  any  more. 

Customer?  Why  did  she  stop?     How  fre- 

quently do  many  dealers  have 
to  ask  themselves  that  question,  and  how  often  it  is  their 
own  fault,  if  they  only  knew.  A  good,  steady  customer 
is  a  valuable  asset  to  a  dealer,  and  there  is  indeed  good 
reason  for  investigating  the  loss  of  one.  A  tactful 
inquiry  into  the  cause  may  sometimes  lead  to  a  satis- 
factory explanation  of  some  supposed  wrong,  and  the 
return  of  the  customer.  It  should  be  part  of  the  policy 
of  a  firm  to  find  out  why  customers  leave,  no  matter 
how  small  the  business  of  that  person  may  be. 

Frequently  it  is  some  trifling  occurrence,  or  uninten- 
tional discourtesy  that  drives  a  customer  away.  The 
greatest  care  should  be  taken  by  merchant  and  clerk 
in  handling  customers.  Inattention,  roughness  of 
speech,  and  lack  of  courtesy  are  common  causes  of  loss 
.)f  customers. 

An  angry  customer  can  not  only  take  her  own  trade 
away  from  you,  but  as  many  of  them  are  wont  to  do, 
spread  malicious  tales  that  may  cause  considerable 
injury  to  your  business.  For  this  reason,  a  dealer 
should  try  to.  effect  a  reconciliation  with  such  cus- 
tomers. 

If  there  is  anything  more  important  in  sales- 
manship than  knowing  what  to  say,  it  is 
knowing  when  to  say  it. 


They  no  Longer 
Cut  Prices. 


The  want  of  confidence  by  mer- 
chants in  each  other  is  the  root 
of  many  of  the  evils  that  affect 
the  retail  trade.  This  is  probably  more  true  of  retailers 
in  small  towns  than  of  those  in  the  cities. 

A  case  in  point  came  under  my  observation  the  other 
day.  There  are  a  couple  of  merchants  in  a  certain 
small  Ontario  town.  They  were  keen  competitors  and 
cut  prices  freely.  Each  considered  the  other  capable 
of  performing  any  mean  and  unbusinesslike  act.  Con- 
sequently their  relationship  was  most  strained,  and 
when  passing  scarcely  noticed  each  other. 

A  traveling  salesman,  who  was  intimate  with  both, 
became  obsessed  with  the  ridiculousness  of  the  situa- 
tion and  made  up  his  mind  to  draw  each  of  them  into 
conversation  about  it.  Carrying  out  his  intention  he 
found  that  each  recognized  the  suicidal  character  of 
their  present  price-cutting  practices,  but  that  each  hesi- 
tated to  approach  the  other  owing  to  his  lack  of  con- 
fidence in  him. 

The  next  time  the  traveler  was  in  the  town  he  invited 
the  two  merchants  to  take  dinner  with  him.  After 
dinner,  as  they  smoked  their  cigars,  he  broached  the 
subject  of  price-cutting  and  other  trade  evils  and 
pointed  out  how,  by  recognizing  the  right  of  every  man 
to  carry  on  business  and  by  each  exercising  a  little 
confidence  in  the  other,  there  was  no  reason  why  they 
should  not  be  remedied. 

Each  of  the  merchants  saw  the  point  and  each  was 
soon  confessing  his  sins  of  omission  and  commission 
with  the  traveler  presiding  as  father  confessor. 

No  hard  and  fast  agreement  was  drawn  up  as  a  re- 
sult of  the  conference,  but  the  two  merchants  decided 
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to  adopt  the  same  method  of  arriving  at  costs  and  to 
add  a  moderate  profit  when  fixing  the  selling  price. 

Several  months  have  since  gone  by,  and  the  desire 
is  now  to  maintain  prices  rather  than  to  slaughter  them, 
for  each  merchant  has  discovered  that  the  other  fellow 
can.  after  all,  be  trusted. 

The  dealer  who  lets  his  competitor  spring  all 
the  merchandising  su  rp  rises,  may  find  h  is  first 
surprise  party  is  the  sheriff  7vith  a  judgment. 


Do  You  Want 
Your  Son  to 
Succeed  You? 


Many  dealers  have  sons  whom 
they  hope,  or  at  least  wish,  to 
have  succeed  them  in  their  busi- 
ness. The  dealer  is  certainly  for- 
tunate who  has  some  one  on  whom  he  can  depend  to 
take  on  part  or  the  whole  of  the  responsibilities  of  his 
business,  when  a  certain  degree  of  independence  has 
been  reached,  and  he  wishes  to  take  life  a  little  easier 
after  years  of  struggling  with  business  problems. 
Naturally  there  is  no  one  whom  he  would  rather  have 
pilot  his  business  than  a  son  on  whom  he  can  depend 
to  loyally  care  for  the  best  interests  of  the  business  he 
"has  built  up. 

In  view  of  this  fact,  it  is  unfortunate  that  men  with 
sons,  when  they  reach  that  stage  where  they  wish  to 
lay  down  the  burden  of  managing,  frequently  find  that 
the  one  whom  they  would  most  wish  to  take  up  the 
yoke,  have  interested  themselves  in  some  other  line  of 
endeavor,  and  are  not  wont  to  return  to  their  father's 
husiness. 

The  reason  in  many  instances  is  that  no  effort  was 
made  at  the  proper  time  to  interest  the  son  in  the 
l)iasiness.  The  father  at  that  time  probably  gave  little 
thought  to  the  time  when  he  would  want  to  retire,  and 
made  no  effort  to  interest  the  son  in  the  business  in  a 
way  that  would  attach  him  to  it.  And  so,  the  son 
drifted  into  something  else  in  which  he  was  or  became 
interested. 

Let  the  fathers  and  sons  in  the  business  world  get 
closer  together.  You  successful  merchants,  are  you 
showing  your  son  how  the  business  has  been  built  up  ? 
Are  you  giving  him  an  insight  into  the  inside  work- 
ings? Are  you  giving  him  a  chance  to  prove  that 
young  blood  in  the  store  can  often  do  much  to  improve 
trade?  Are  you  making  a  genuine  effort  to  interest  him 
in  and  bind  him  to  the  business  in  which  your  whole 
heart  is  centered?  Take  the  boy  into  your  confidence 
—  and  do  it  soon  enough. 


CUTTING  PRICES. 

With    Apologies    to    "Hamlet. "- 

To   cut   or  not   to   cut.      That   is   the   question. 

Whether  It  is  not  better  in  the  end 

To  let   the   chap  who   knows  not  the  worth 

Have  the  business  at  cut-throat  prices,   or 

To  take  up  arms  against   his  competition. 

And  by   opposing   cut   for   cut.   end   it. 

To  cut — and  by  cutting  put  the  other  cutter 

Out    of   business- — 'tis   a    consummation 

Devoutly  to  be  wished.     To  cut — to  slash — 

Perchance  myself  to  get  it  in  the  neck — 

Aye — there's  the  rub;    for  when   one  starts  to  meet 

The   other   fellow's   prices,    'tis  like   as   not 

He's  up  against  it  good  and  hard. 

To  cut  and  to  slash  is  not  to  end  the  confusion 

And  the  many  evils  the  trade  is  pestered  with; 

Nay,    nay,    Pauline:    'tis    but    the    forerunner 

Of  debt  and  mortgage  such  a  course  portends 

'Tis  well  to  get  the  price  the  goods  are  worth 

And   not  be  bluffed  into  selling  them  for  what 

So-and-so  will   sell   his  goods  for. 

Price-cutting  doth   appear  unseemly 

And  fit  only  for  the  man  who  knows  not 

What  his  goods  are  worth,   and  who,   ere  long. 

By  stress  of  making  vain   comparison 

'Twixt  bank  account  and  liabilities. 

Will  make  his  exit  from  the  business. 

— Exchange. 


SHORT  NOTES  FROM  THE  EDITOR  S  PEN. 

The  sale  that  you  almost  made  will  not  add  to  your 
profits  or  increase  your  bank  account. 

•  •     •     • 

If  1914  i.s  to  do  more  for  you  than  1913  did,  you  will 
find  that  you  must  do  more  for  yourself. 

•  •     •     • 

It  would  be  a  good  thing  if  some  dealers  could  see 
their  stores  as  their  customers  see  them. 

•  •     •     • 

The  retailer  to-day  who  would  forge  to  the  front, 
must  use  brains  in  the  conduct  of  his  business. 

•  •     »     * 

The  man  who  allows  himself  to  be  hurried  in  his 
buying,  is  likely  to  find  liis  purchases  cannot  be  sold 

in  a  hurry. 

•  •     •     * 

Get  people  talking  about  your  store.  The  wagging 
tDugiie  of  a  pleased  customer  is  the  best  advertise- 
ment a  dealer  can  have. 

•  *     •     • 

Repeat   orders   are   essential   to   the   success   of  any 
mercantile  enterprise.     The  profitable  sale  is  the  one 
which  brings  another  and  repeated  sales. 
/  •     •     «     • 

Druggists  would  be  able  to  sell  more  porous  plasters 
to  customers  if  they  would  explain  to  them  that  they 
may  be  removed  without  torture  by  dampening  slight- 
ly with  alcohol. 

•  •     *     • 

Now  there  comes  a  story  of  a  man  who  only  sleeps 
four  hours  out  of  the  twenty-four.  What  a  find  he 
would  be  for  the  druggist  who  wants  a  clerk  to  be  on 
the  job  all  (lay  and  far  into  the  night. 

•  •     •     • 

All  editorial  note  in  a  daily  newspaper  sa.vs  that  a 
man  never  gets  all  the  credit  he  deserves.  The  mer- 
chant with  a  long  list  of  past  due  accounts,  will  prob- 
ably say  that  a  good  many  get  more  than  they  deserve. 

•  •     •     • 

"Cold  weather  is  surely  coming,"  reads  the  -head- 
ing on  an  advertisement  of  a  druggist  in  mid-April. 
Yes,  everyone  know.s  it  is — sometime,  but  why  worry 
the  public  with  such  (liscDiiraging  announcements,  just 
when  spring  is  beginning  to  blossom  forth  in  all  its 
beauty?  Ads.  that  are  allowed  to  remain  unchanged 
as  long  as  the  one  in  question,  certainly  cannot  be  ex- 
pected to  bring  in  very  big  returns  to  the  store. 

•  •     *     • 

Are  you  keeping  pace  with  t^ie  schedule  .vou  map- 
ped out  at  the  beginning  of  the  year?  The  engineer 
ill  charge  of  a  train  does  not  wait  until  the  end  of  his 
run  to  see  if  he  is  on  time,  but  keeps  timing  himself  at 
each  station  as  he  goes  along.  The  dealer  who  hopes 
to  attain  a  certain  ideal  foi-  the  year,  should  do  the 
same  thing — should  keep  comparing  his  progress  with 
his  schedule  as  he  goes  along. 

•  •     •     • 

For  his  own  good,  the  druggist  would  do  well  to 
adopt  a  container  of  distinctive  character  for  sending 
out  poisons  and  poisonous  preparations.  If  some  ef- 
fort to  reduce  the  number  of  accidents  from  poisons 
is  not  made,,  there  will  be  a  public  demand  for  more 
stringent  laws'  regarding  the  sale  of  poisons,  and  the 
druggist  will  admit  that  he  is  already  surrounded  by 
sufficient  restrictive  laws  without  more  being  added. 
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Summer  Sporting  Goods  Profitable  Line  for  Druggists 


More  druggists  are  stocking  sporting  goods  and  are  finding  it  an  easily 
handled  and  profitable  line — Some  suggestions  on  how  to  promote  sales 


More  Druggists 
Handling 
Sporting  Goods. 


Many  druggists  to-day  handle 
sporting  goods  in  their  store, 
and  are  finding  it  an  easily 
handled  and  profitable  depart- 
ment. More  drug  stores  are  ptltting  in  the  line  every 
year,  and  people  are  beginning  to  look  to  the  drug 
store  as  the  proper  place  to  go  when  they  desire  cer- 
tain varieties  of  sporting  goods.  In  fact,  in  the  small 
town,  the  drug  store  is  generally  recognized  as  the 
summer  sporting  goods  centre,  and  is  turned  to  for 
supplies.  In  the  larger  centres,  too,  druggists  are  go- 
ing in  more  for  this  line,  and  are  finding  it  of  ad- 
vantage. 

•     •     •     • 

A  Profitable  The  dealer  finds  sporting  goods 

Sideline.  a  profitable  line  from  two  stand- 

points. First,  there  is  an  ap- 
preciable direct  profit  from  the  sale  of  the  line  itself, 
and  in  addition,  it  has  a  value  in  the  fact  that  it  at- 
tracts customers  to  the  store,  thus  helping  along  other 
departments  of  the  business.  It  attracts  the  younger 
people,  and  this  is  a  class  that  a  good  many  druggists 
find  it  difficult  to  interest  to  any  great  extent  in  their 
store.  The  dealer  who  watches  himself  in  the  sale  of 
sporting  goods  will  find  few  left-overs  at  the  end  of 
the  year,  and  the  small  amount  of  carryovers  are  al- 
ways saleable  another  season. 


Big  Variety  of 
Saleable  Lines. 


There  is  a  big  variety  of  sporting 
the  goods  which  can  be  handled 
to  advantage  in  the  summer. 
Baseball  goods  are  among  the  most  prominent  lines 
and  enjoy  a  sale,  no  matter  how  large  or  small  the 
town  may  be.  The  fishing  tackle  business  is  a  big  one 
in  Canada,  because  of  the  big  chain  of  lakes  and  rivers 
throughout  the  country.  Soccer  football  is  gaining 
ground  because  of  the  number  of  Old  Country  people 
who  are  settling  in  the  country,  and  cricket  is  becom- 
ing more  prominent  for  the  same  reason.  Tennis  and 
golf  are  also  big  features  in  many  centres. 


The  Palmy  Days 
Are  Drawing  Near. 


The  real  palmy  days  for  the 
sporting  goods  department  are 
drawing  near,  and  it  behooves 
the  dealer  to  make  plans  now  to  cash  in  on  this  busi- 
ness. It  is  early  in  the  season  that  the  dealer  who 
hopes  to  reap  the  biggest  harvest  should  get  his  plans 
made,  and  there  is  a  big  advantage  also  in  beginning 
to  feature  these  lines  early.  By  giving  prominence  to 
these  lines,  it  interests  probable  purchasers  and  gets 
them  thinking  about  goods  they  will  want  for  their 
favorite  sport. 

«     •     •     • 
Push  Strong  There  is  a  big  field  in  sporting 

for  Trade.  goods,    and   the    dealer   should 

not  be  content  with  that  trade 
that  just  happens  his  way,  but  should  go  after  it  in  a 
real  aggressive  manner.  He  should  display  these  lines 
in  the  store,  and,  where  possible,  go  after  business  by 
window  display  and  advertisement.  He  should  aim  for 
the  trade  of  the  leaders  in  the  respective  lines  of  sport, 
and  whenever  possible  should  suggest  these  lines  to 
customers  who  visit  the  store,  whom  he  thinks  will  be 
interested. 


HOW  TO  GET  THE  BASEBALL  BUSINESS 
Some  Hints  and  Suggestiom 

THE  business  in  baseball  goods  is  the  biggest  of 
all  lines  of  summer  sporting  goods  with  most 
dealers,  and  the  advent  of  this  popular  game 
will  therefore  be  welcomed  with  open  arms  by  the 
wide-awake  and  energetic  merchant.  He  will  now  get 
ready  for  the  baseball  business  and  aims  to  make  his 
batting  average  .1000  in  the  Sales  League. 

Get  After  Business  Early. 

The  baseball  business  is  pretty  apt  to  be  about  what 
the  dealer  makes  it.  If  he  is  satisfied  to  take  what 
comes  to  him  and  makes  no  effort  to  get  more,  it  is 
almost  certain  that  the  business  will  not  be  of  the 
rushing  variety — except  that  it  will  rush  by  the  door. 
The  playing  season  is  now  with  us,  and  the  various 
leagues  throughout  the  country  will  be  opening  up, 
and  the  dealer  should  have  his  window  trim  ready  for 
the  occasion.  Now  is  the  time  to  get  ready,  for  the 
failure  of  the  dealer  to  have  his  trim  ready  will  in  no 
way  delay  the  opening  of  the  game. 

Every  Dealer  Has  Chance  for  Business. 

Following  in  the  wake  of  the  opening  game  comes 
a  general  revival  in  interest  in  this  popular  pastime, 
and  every  corner  lot  will  soon  be  occupied  by  would- 
be  stars.  No  matter  where  located,  there  is  a  possibil- 
ity for  trade,  and  there  is  as  good  a  percentage  of  pro- 
fit in  the  sale  of  a  cheap  ball  to  the  scrub  team  playing 
on  the  commons  as  there  is  in  the  sale  of  a  $10  catch- 
er's mitt  to  the  big  team. 

The  business  of  the  boys  should  not  be  overlooked. 


Siiggestive  arrangement  for  a  baseball  eoods  window  that  should  bring 
business  for  the  dealer  just  now. 
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because  with  many  dealers  this  is  a  very  profitable 
portion  of  their  trade. 

How  Dealer  Can  Arouse  Interest  in  Baseball. 

The  dealer  himself  can  frequently  do  much  to  arouse 
interest  in  baseball  in  his  town  or  district  and  thus 
help  his  trade  in  supplies.  In  an  Eastern  town  a  few 
years  ago,  a  Sundown  League  was  organized.  It  was 
led  by  a  sporting  goods  dealer — a  real  live  one.  There 
were  six  teams  in  the  league  and  two  teams  played 
each  afternoon,  starting  the  game  at  6  o'clock.  An 
admission  fee  of  ten  cents  was  jcharged.  There  was 
no  enclosure  and  no  seats  on  the  lot  where  the  game 
was  played.  A  rope  was  stretched  across  that  portion 
of  the  grounds  by  which  the  largest  crowd  entered, 
and  an  effort  made  at  collecting  a  dime  from  each 
spectator.    This  was  impossible ;  however,  enough  was 


FEATXJBE  BASEBALL  GOODS  IN  WINDOW. 

THE  baseball  season  Is  on,  and  players'  Interest  is 
at  high  tide.  Now  is  the  time  to  hit  a  homer 
with  the  bases  full  by  using  a  window  trim  that 
will  appeal  to  baseball  players.  It  will  be  a  good  start 
in  your  aim  for  a  batting  average  of  1000  in  the  sales 
league. 


collected  to  cover  the  expense.  The  business  men  of 
the  town  took  a  lot  of  interest  in  the  league,  and  there 
was  a  big  crowd  in  attendance  each  evening.  This  did 
much  to  increase  the  demand  for  baseball  supplies,  and 
while  all  of  the  dealers  profited  by  it  the  dealer  at  the 
head  of  the  league  got  the  bulk  of  the  patronage. 

Personal  Contact  With  Prospective  Buyers. 

The  sporting  goods  dealer  will  win  the  bulk  of  the 
baseball  business  who  takes  the  lead  in  baseball  in  his 
home  city,  or  who  has  a  salesman  who  is  capable  and 
willing  to  do  it.  It  is  the  personal  contact  with  the 
prospective  customer  that  will  win  the  business  for 
any  firm.  The  salesman  who  can  get  out  and  mix  with 
prospective  customers  is  worth  more  to  the  dealer  than 
the  salesman  who  waits  for  the  customers  to  come  to 
him,  and  who  spends  his  off-time  doing  something  that 
has  no  connection  with  and  renders  no  assistance  to 
the  business. 

Just  now  the  first  fiood  of  purchasing  is  starting,  and 
the  dealer  wants  to  turn  it  into  his  store  by  prominent 
interior  and  window  display. 


HAVE  MOTION  IN  YOUR  WINDOWS. 

A  moving  thing  in  a  window  is  reasonably  sure  to 
get  a  crowd. 

Some  ducklings  swimming  around  in  a  tub,  some 
little  chickens  scratching  around  in  gravel,  a  dozen 
canaries  flying  at  large  in  the  window — all  are  pullers. 

A  policeman  had  to  clear  the  crowd  away  from  the 
window  of  a  city  stationery  store  the  other  day.  The 
attraction?  Just  an  ever-flowing  bottle  of  ink.  The 
trimmer  had  it  arranged  so  the  ink  would  be  run  into 
the  bottle  from  an  invisible  source,  and  so  the  flow 
kept  up,  to  the  amusement  of  the  crowd.  There  is 
nothing  particularly  magnetic  about  ink,  but  when  it 
is  arranged  in  sort  of  a  fountain  the  case  is  different. 

A  very  good  means  of  providing  motion  in  a  window 
is  by  means  of  an  electric  fan,  a  small  box  and  a  lot  of 
twine.    This  is  illustrated  herewith. 

The  drawing  shows  very  plainly  how  the  plan  is 
worked.  Lay  an  electric  fan  on  its  back  in  a  small 
box.     Then  tie  a  lot  of  strings  on  the  box  extending 


them  up  to  a  barrel  hoop  fastened  to  the  top  of  the 
background.  Inside  of  the  strings  put  four  or  five  toy 
balloons.  Then  start  the  fan.  The  balloons  will  bob 
up  and  down  and  the  people  will  stop  and  look.  They 
can't  help  it.  They  cannot  see  the  fan,  and  this  will 
give  the  impression  that  the  ballons  are  being  pro- 
pelled by  some  mysterious  force. 

One  merchant  who  tried  this  plan  painted  a  letter  on 
each  balloon.  Together  they  represented  some  word. 
He  advertised  that  he  would  give  a  prize  to  the  person 
who  guessed  the  word.    It  seemed  to  him  that  nearly 


Desirn  (or  a  motion  display.    It  will  attract  the  children. 

everybody  in  town  tried  to  patch  the  word  together 
from  the  letters  on  the  balloons  as  they  bobbed  up 
and  down  with  rhythmic  regularity. 

Try  the  plan.  It  is  about  the  easiest  and  most  in- 
expensive means  of  supplying  attractive  motion  in 
windows  that  has  come  to  our  attention  in  a  long  time. 
—The  Butler  Way. 


There  is  no  way  of  handling  money  satisfactorily 
without  making  a  record  of  every  transaction  whether 
it  is  a  large  or  a  small  one. 


WHEN  you  do  anything  or  give  anything,  do  it 
whole-heartedly.  There  are  many  things  on 
the  "free  list"  in  the  store,  but  when  a  per- 
son asks  for  the  directory,  or  a  glass  of  water,  or  a 
match,  give  it  to  them  and  throw  in  a  smile  to  put  them 
at  their  ease,  for  perhaps  they  did  not  like  to  ask.  It 
is  good  sense  and  good  judgment,  when  you  are  going 
to  do  a  thing,  to  do  it  right. 
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Opening  of  the  Soda  Fountain 


Some  Practical  Mints 

and 

Suggestions  for  the  Druggist 


Value  and  Possibilities  of  Soda 
Fountain  in  Drug  Store 

THOSE  druggists  who  have  not  now  a  soda  fountain 
in  their  store  should  consider  the  advisability  of 
installing  one  during  the  present  season.  The 
experiences  of  other  druggists  go  to  prove  that  this  de- 
partment is  a  valuable  one  to  the  store.  The  dispensing 
of  soda  and  kindred  lines  is  at  the  present  time  recog- 
jiized  in  all  pai'ts  of  the  country  as  a  legitimate  part 
of  the  drug  business.  The  public  to-day  are  more  and 
more  coming  to  expect  a  soda  fountain  in  the  drug  store, 
and  to  find  there,  the  best  obtainable  in  these  lines. 
While  this  continues,  it  needs  no  strong  argument  to 
prove  to  the  average  druggist  that  it  will  pay  him  to 
have  what  the  public  want,  and  expect  him  to  serve. 

Fountain  Attracts  People  to  the  Store. 

A  secoiul  value  of  the  soda  foiuitain  is  that  it  attracts 
people  to  the  store,  and  the  problem  of  getting  people 
into  the  store  is  a  big  one  with  every  merchant.  Most 
things  sold  in  the  drag  store  are  purchased  when  people 
need,  or  think  that  they  need  them.  l)ut  they  purchase 
the  lines  sold  <\t  the  soda  founJiiin  because  they  enjoy 


them.  The  more  often  they  come  for  these  things,  the 
greater  assistance  the  fountain  is  to  other  departments 
of  the  l)usiness.  The  soda  fountain  is  also  ornamental  to 
the  store  and  adds  to  a  considerable  extent  to  its  general 
attractiveness.  This  all  aids  in  bringing  more  people 
into  the  store,  and  inducing  them  to  come  again.  Thus 
the  fountain  not  only  itself  makes  money  for  the  drug- 
gist, but  it  gives  him  an  opportunity  of  increasing  sales 
in  other  lines.  For  that  reason,  the  dealer  who  has  not 
a  fountain  should  consider  carefully  the  question  of  in- 
stalling one,  while  the  dealer  who  already  has  one  should 
study  to  improve  his  service,  and  advertise  it  in  such 
a  way  as  to  get  the  maximum  results  from  it. 

Opportunities  in  Residential  Sections. 

The  argument  sometimes  put  up  by  the  druggist  that 
he  could  not  hope  to  make  a  soda  fountain  department 
profitable  because  he  is  located  in  a  residential  section  Is 
a  very  weak  one,  as  shown  by  the  success  that  has  been 
attained  in  the  soda  department  by  many  druggists  in 
strictly  residential  sections  of  our  cities.  The  neigh- 
borhood is  like  a  small  town,  and  if  it  will  support  a  drug 
store,  it  will  support  a  good  soda  fountain.  It  may  re- 
fuse to  support  a  poor  one,  but  it  is  the  work  of  the 
dealer  to  see  that  his  is  such  as  will  appeal  to  customers. 


An  attractive  sotla  fountain  adds  a  good  deal  to  the  appearance  of  the  store.     Cut  through  courtesy  of  J.  J.  McLaughlin  Mfg.  Co.,  Toronto. 
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The  soda  fouiitaiu  in  the  residential  district  drug  store 
offei-s  an  excellent  opportunity  for  the  dealer  to  become 
personally  ac(iuainted  with  more  people  in  the  district. 


Plans  for  the  Opening  Day 

THE  druggist  whose  soda  fountain  has  been  idle 
during  the  winter  should  plan  for  an  "opening" 
that  will  attract  attention,  and  start  business 
coming  in  his  direction.  Even  the  department  that  has 
been  going  in  full  swing  should  find  a  special  opening 
for  the  summer  trade,  a  good  feature.  It  is  well  to  se- 
Iwt  a  date  in  ailvaiu-e,  and  one  that  will  be  suitable  for 


THE    SODA    FOUNTAIN    MENU. 

MENUS  save  jnuch  time,  and  allow  your  customers 
a  better  opportunity  of  selecting  what  they  de- 
sire. No  matter  how  simple  or  elaborate  it  may 
be,  good  taste  should  be  shown.  In  getting  out  a  menu 
it  should  be  borne  in  mind  that  a  low  priced  card  that 
can  be  thrown  away  when  soiled  is  preferable  to  a  more 
expensive  menu,  if  the  latter  is  used  until  it  becomes 
finger-marked  and  unclean. 


the  lai-gest  number  of  people  to  visit  the  department. 
The  dealer  will  find  it  good  business,  and  money  well 
spent,  to  send  out  an  announcement  of  his  fountain  open- 
ing, with  a  cordial   invitation  to  be  present. 

Sending  Out  Announcement.' 

The  general  announcement  can  be  just  as  expensive 
as  the  dealer  con.siders  his  business  will  allow.  Then- 
are  many  smaller  ways  in  which  it  can  be  l)acked  up 
to  advantage.  Eor  instance,  when  oistomers  are  in  the 
store,  clerks  can  mention  that  their  soda  fountain  will 
be  opened'  on  a  certain  date,  and,  if  time. permits,  tell 
them  of  the  new  features  which  the  store  intends  to 
introduce  during  the  season:  and  in  this  way  cu.stom- 
ers  can  be  really  interested.  The  telephone  can  also 
be  used  to  acquaint  customers  with  the  opening,  and 
it  is  advisable  to  make  good  use  of  show  cards  in  the 
windows.  Everything  should  be  done  -to  interest  just 
as  many  people  as  possible. 

Some  Features  for  Opering  Day. 

Music  i.s  a  good  feature  for  opening  day.  It  makes 
the  occasion  more  festive.  An  orchestra,  of  course,  is 
preferable,  but  even  a  graphophone  or  a  piano  will 
serve  the  purpose. 

Make  sure  that  the  fountain  is  in  the  best  condition 
and  have  it  scrupulously  clean  and  bright. 

Have  your  menu  card  ready  for  opening  day  and 
have  it  gotten  up  as  tasty  and  attractive  as  possible. 

A  flower  in  the  button-hole  of  each  dispenser's  t-oat. 
and  one  in  each  girl's  hair,  will  help  along  the  atmos- 
phere of  festivity  on  opening  day. 

A  Special  welcome  should  be  given  to  customers. 
Having  specially  invited,  them,  greet  each  one'^  if  pos- 
sible, with  a  handshake;  or  at  least  with  a  nod.  Re- 
cognize everyone  in  some  way. 

Sottie  'druggists  have  found  it  a  good  plan  to  give  a 
.souvenir  of  some  kind  to  each  customer  patronizing  the 
soda  fountain  on  opening  day. 


EXTENSIVE  FOUNTAIN  DEPARTMENT  IN  NE'W 
TORONTO  DRUG  STORE. 

The  soda  fountain  and  ice  cream  department  in  the 
new  Owl  Drug  Store,  opened  at  the  corner  of  Bloor 
Street  and  Spadina  Road,  Toronto,  is  an  extensive  one, 
and  is  proving  a  profitable  venture. 

Fountain  'With  Palm  Room  in  Basement. 

On  the  main  fiooi'  is  a  large  and  atti'active  Mclyaugh- 
lin  fountain,  with  working  apparatus  open  to  view,  so 
that  patrons  can  see  that  everything  is  kept  perfectly 
clean.  There  are  three  or  four  tables  in  the  main  part 
of  the  store  for  the  serving  of  customers,  while  in  the 
basement  is  a  palm  garden,  where  a  large  percentage 
of  the  trade  is  done.  The  palm  garden  is  very  large 
and  is  arranged  in  an  artistic  manner  that  proves  at- 
tractive to  tile  eye..    As  a  supplement  to  the  fountain 


View  of  the  attractive  fountain  in  the  new  Owl  Drug  t'o.    There  is  also 
a  large  palm  garden  in  the  basement. 

on  the  main  floor,  there  is  a  smaller  fountain  in  a  sec- 
tion to  the  rear  of  the  palm  room,  for  use  in  rush 
periods. 

Some  Features. 

The  fountain  is  near  one  of  the  entrances  and  open 
to  the  view  of  those  passing  b,v.  thus  suggesting  the 
line  to  them. 

Two  high  priced  music  machines  are  in  use  in  the 
palm  room  for  the  entertainment  of  customers. 

The  fountain  and  palm  room  are  given  careful  at- 
ttntion  and  kept  in  a  cleanly  manner,  that  impresses 
customers. 

There  are  toilet  rooms  for  both  ladies  and  gentle- 
men at  the  rear  of  the  jiaini  room. 


The  better  you  like  your  business,  the  easier  it  will  be 
for  you  to  succeed  at  it.  If  you  don't  like  it  at  all,  learn 
to  like  it  or  get  out  of  it. 


FOUNTAIN  REPAIRS  NOW  IN  ORDER. 

THERE  are  few  soda  fountains  that  do  not  need 
seme  repairs  in  the  spring,  and  now,  before  the 
opening  of  the  rush  season,  is  the  time  to  make 
them.  A  fountain  that  is  out  of  repair  is  difficult  to 
keep  clean,  and  gives  customers  an  appearance  of  un- 
cleanliness.  A  fountam  that  is  cut  of  repair  also 
quickly  dscouragcs  the  d!Eper.s£r.  The  druggist  who 
docs  not  care  enough  about  the  appearance  of  his  foun- 
tain to  spend  a  few  dollars  to  keep  it  in  order,  can 
hardly  expect  that  a  clerk,  be  he  ever  so  good,  will  care 
enough  to  put  his  best  nito  his  work.  A  clerk  gener- 
ally gathers  his  euthus  ssm  from  the  man  he  works  for. 
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Display  Features  of  a  Large  Winnipeg  Drug  Store 

The  Portage  Aoenue  Store  of  the  Gordon  Mitchell  Drug 
Company,  of  Winnipeg,  has  excellent  display  facilities  that 
show  goods  up  to  advantage — Business  is  deparimenttzed 


ONE  of  the  noticeable  features  of  the  large  drug 
store  of  the  Gordon  Mitchell  Drug  Co.,  on  Port- 
age Avenue,  Winnipeg,  Man.,  photographs  of 
the  interior  of  which  are  reproduced  here,  is 
the  excellent  display  facilities  that  have  been  provided 
throughout.  Progressive  drug  concerns  throughout 
the  Dominion  are  recognizing  more  and  more  the  value 
of  arranging  their  stores  so  as  to  present  the  greatest 
amount  of  goods  in  the  best  possible  manner  to  cus- 
tomers and  prospective  customers,  and  this  is  the 
policy  that  has  been  kept  in'  mind  in  arranging  the 
drug  store,  views  of  which  are  presented  here. 

Grood  Use  Made  of  Silent  Salesmen. 

For  one  thing,  it  will  be  noted  that  silent  salesmen 
are  much  in  evidence.  Not  only  do  they  present  a 
neat  appearance  and  add  to  the  general  attractiveness 
of  the  store,  but  they  allow  the  display  of  a  big  variety 
of  goods,  and  to  the  best  advantage.  A  line  of  these 
silent  salesmen  extends  down  the  entire  length  of 
the  store  on  the  right  side,  while  the  same  is  true  on 
the  other  side,  with  the  exception  of  the  space  at  the 
front  occupied  by  the  soda  fountain  department.  The 
store  is  a  wide  one  and  in  the  centre  there  is  also  a 
square  of  silent  salesmen  at  the  front  devoted  to  candy, 
and  one  at  the  rear  given  over  to  perfumes  and  toilet 
articles.  It  will  also  be  noticed  that  wall  cases  are  a 
prominent  feature  on  both  sides  of  the  store. 

Extensive  Fountain  and  Candy  Departments. 

At  the  front,  on  the  left  hand  side,  lis  a  large  and 
attractive  soda  fountain  that  adds  much  to  the  appear- 


ance of  the  store  as  well  as  being  a  profitable  depart- 
ment. The  equipment  in  connection  with  the  fountain 
is  very  complete,  and  in  addition  to  the  dispensing  of 
ice  cream  and  soda  drinks,  sandwiches  and  light 
lunches  are  sold. 

The  candy  department  is  an  extensive  one,  occupy- 
ing a  large  space  in  the  centre  of  the  store,  as  can  be 
seen  from  the  photographs  reproduced  here.  Both  box 
and  bulk  candies  are  sold,  and  both  are  well  displayed. 
Price  cards  are  used  with  many  lines,  and  specials  on 
a  few  lines  are  quoted  on  certain  days  to  attract  new 
customers,  and  get  the  trade  of  those  who  are  shopping 
around. 

Side  Lines  are  Very  Prominent. 

An  outstanding  feature  that  strikes  the  person  visit- 
ing this  store  is  the  great  prominence  given  to  the  so- 
called  sidelines — they  are,  in  fact,  the  mainstay  of  the 
business.  The  soda  fountain  and  candy  departments 
are  big  ones,  while  there  is  an  appreciable  business 
done  in  such  lines  as  cameras  and  supplies,  cigars  and 
tobaccos,  stationery,  toilet  goods,  perfumes,  etc. 

The  drug  and  patent  medicine  department  has  been 
placed  at  the  very  rear  of  the  store.  Thus,  people  who 
wish  these  lines  have  to  pass  through  a  long  rnnge  of 
effective  displays  of  other  lines,  and  have  many  other 
articles  brought  to  their  notice  while  entering  and  leav- 
ing, and  it  is  recognized  that  to  get  goods  out  where 
people  see  them  means  greatly  increased  sales. 

The  store  has  been  departmentized — thero  is  a  certain 
section  of  the  store  for  each  line,  and  a  customer  knows 


General  view  of  the  Portage  Avenue  store  of  the  Gordon  Mitchell  Drug  Co.,  Winnipeg.    Note  the  many  sidelines  and  the  excellent  manner  in  which. 

they  are  displayed.    The  large  soda  fountain  can  be  seen  to  the  left. 
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exactly  where  to  go  to  secure  any  articl;  desired.  Signs 
indicating  the  location  of  each  department  are  used 
throughout  the  store.  For  instance,  down  the  right  side, 
there  are  cigars,  pipes,  cameras,  developing  and  print- 
ing, novelties  and  stationery.  Perfumes,  toilet  goods, 
brushes  and  manicure  goods  are  in  the  centre  near  the 
back. 

The  value  of  departmentizing  a  bu.siness  is  that  tho 
sales  in  each  department  can  !)e  kept  separate,  and  a 
tab  can  be  kept  on  the  progress  of  each  department. 
When  it  is  found  that  sales  in  any  one  department  are 


Have  I  seen  that  the  store  is  kept  clean  and  in 
order  I 

Have  I  marked  all  the  new — and  old — goods  in  plain 
figures  t 

Have  I  done  anything  to  get  new  people  into  the 
store? 

Have  I  given  my  advertising  and  show  windows 
proper  attention? 

Have  1  overstocked  on  any  article? 

Have  I  really  placed  my  orders  where  price  and 
•quality  are  best? 


Lurking  down  the  riglit  hand  side  of  the  large  store  of  the  Gordon  Mitchell  Drug  Co.,  on  Portage  Ave.,  Winnipeg. 

Note  how  the  store  is  departmentized. 


not  as  large  as  expected,  or  are  not  bearing  that  depart- 
ment's share  of  the  expenses,  an  examination  into  the 
cause  can  be  made,  and  probably  remedied.  It  at  least 
shows  what  departments  are  weak  and  these  cm  be 
bolstered  up,  while  if  the  business  is  not  departmentized, 
the  manager  is  never  exactly  certain  how  any  one  line 
is  getting  on. 

Some  Features  of  the  Store. 

Note  the  effective  display  behind  glass  above  the  regu- 
lar wall  cases  along  the  side  and  rear. 

The  store  is  well  lighted  and  is  kept  bright  and  clean. 

Notice  the  department  card  at  the  front  with  the  in- 
scription "Favors." 

There  is  a  cash  register  for  each  separate  department, 
which  allows  the  business  of  each  department  to  be  kept 
track  of  separately. 

The  cigar,  tobacco  and  pipe  department  is  located  at 
the  front  of  the  store. 

C.  A.  Leatherdale  is  the  manager  of  this  store,  which 
is  one  of  the  largest  and  best  equipped  drug  stores  in 
Canada.  The  Gordon  Mitchell  Drug  Co.  have  five  stores 
in  Winnipeg,  and  make  good  use  of  the  local  paper  for 
advertising  purposes. 

WHAT  THE  LIVE  MERCHANT  ASKS  HIMSELF. 

By  G.  5.  Buck 

Have  I  found  a  way  to  cut  expenses? 
Have  I  cleaned  up  any  of  the  old  stickers? 
Have  I  used  enough  for  leaders? 


Have  I  explained  the  talking  points  of  the  goods  to 
the  salespeople? 

Have  I  dealt  squarely  with  them? 

Have  I  been  pleasant  to  everyone  to-day? 

Have  I  made  plans  for  a  better  day  to-morrow? 

Am  I  a  better  merchant — and  a  better  man — than  I 
was  yesterday? 


HINTS  FOR  THE  WINDOW  TRIMMER. 

Is  the  floor  of  your  window  on  the  proper  level  to 
show  displays  up  to  the  best  advantage? 

Watch  the  lighting,  so  as  to  make  it  the  most  effec- 
tive. Do  not  allow  strong  lights  to  shine  directly  in 
customers'  eyes. 

Use  plenty  of  showcards  to  direct  attention  to  the 
various  lines  on  display. 

Make  sure  that  displays  are  not  top  heavy  or  un- 
evenly balanced. 

Many  trimmers  fall  down  when  it  comes  to  arrang- 
ing the  background.      Give  study  to  this  problem. 

Keep  your  eye  on  the  other  stores  for  new  ideas  that 
you  may  use  in  your  own  windows. 


GBEATEB  turnover  Is  the  aim  of  every  bualnem 
man.    Turnover  is  tbe  measure  of  the  work  each 
dollar  in  your  business  does  for  you.    It  is  at 
once  the  way  to  profits  and  a  check  on  your  resulta. 
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NEWS  OF  THE  BUSINESS  WORLD 


Comment  on  Current  Events,  by  W.  L.  Edmonds 


Business  Still 
Adjusting  Itself. 


Bu.siness  is  still  going  through 
the  process  of  adjustment;  and 
in  the  process  it  is  gradually 
getting  into  better  shape. 

It  will,  no  doubt,  be  some  months  before  normal  con- 
ditions will  again  obtain,  but  the  fact  should  not  be 
overlooked  that  the  general  quiet  condition  of  trade 
to-day  was  preceded  by  a  period  of  abnormal  trade 
activity  such  as  the  country  had  never  in  its  history 
experienced.  In  other  words,  we  are  measuring  the 
trade  conditions  of  to-day  by  the  abnormal  trade  con- 
ditions of  a  year  or  two  ago. 

But  even  based  on  this  process  of  measuring,  there 
is  no  reason  why  we  sihould  take  a  pessimistic  view  of 
the  situation. 

With  the  manufacturers  business  is  somewhat  irre- 
gular. It  takes  a  fepurt  some  weeks  and  then  possibly 
takes  a  rest  other  weeks,  but  practically  all  agree  that 
the  net  result  is  a  step  forward. 

The  fact  that  the  demand  for  merchandise,  as  ex- 
perienced by  the  manufacturers,  is  good  in  fits  and 
starts,  proves  that  which  has  time  and  again  been  as- 
serted, namely,  that  stocks  in  retailers'  hands  are  light 
and  require  to  be  frequently  replenished  in  order  to 
meet  the  everyday  demand.     That  is  a  healthy  sign. 

Until,  however,  the  current  year's  crop  is  assured, 
we  cannot  expect  to  see  confidence  fully  restored,,  and 
pai'ticularly  in  the  Western  Provinces. 

So  far  conditions  for  the  crop  of  1914  are  favorable. 
In  the  Prairie  Provinces  the  area  under  cultivation  is 
estimated  to  be  about  two  million  acres  larger  than 
last  year.  Last  Autumn  the  climatic  conditions  were 
favorable  to  plowing  and  this  Spring  they  have  been 

favorable  for  seeding. 

•  *     *     • 

Canada's  Wealth-  But  whether  or  not  good  crops 

Creating  Powers.  are  gathered  in  the  Dominion  as 

a  whole  during  the  current 
year,  there  can  be  no  doubt  about  the  future  of  the 
country. 

There  undoubtedly  was  a  great  deal  of  wild  specu- 
lation in  the  West,  but  that  no  longer  exists.  It  has 
been  smothered. 

As  far  as  the  wealth-producing  resources  of  the 
country  are  concerned,  there  can  be  no  doubt  in  regard 
to  the  greatness  of  their  possibilities.  They  are  as  real 
as  the  fact  of  our  existence.  All  authorities  abroad 
as  well  as  at  home  agree  upon  this  point. 

Our  agricultural,  manufacturing,  mining,  fishing 
and  forestry  industries  are  all  told  creating  new  wealth 
at  the  aggregate  rate  of  approximately  three  billion 
dollars  annually.  And  in  this  estimate  no  considera- 
tion is  given  to  the  wealth-producing  potentialities  of 
the  immigrant. 

A  country  that  is  creating  wealth  at  this  rate — 
$250,000,000  monthly — has  no  need  to  put  on  crape 
when  a  period  of  rest  and  recuperation  settles  down 

upon  it. 

•  •     •     • 

Our  Foreign  Trade       Canada's  foreign  trade  in  drugs, 
in  Drugs  and  dyes  and    chemicals,  for    1913, 

Chemicals.  according   to   the   detailed    fig- 

ures recently  issued,  was  the 
largest  in  the  history  of  the  country. 


This  applies  both  to  imports  and  exports,  and  par- 
ticularly to  the  former. 

The  total  value  of  the  imports  was  -Isl 6,51 1,343.  on 
which  the  duty  collected  was  $897,290.     The  value  of 
the  exports  was  $5,028,741.     In  the  one  instance  the 
increase  over  the  preceding  year  was  33  1-3  per  cent.,' 
and  in  the  other  24.64  per  cent. 

The  articles  which  bulk  the  largest  in  value  in  the 
imports  are,  in  their  order,  crude  chicle,  nitrate  of 
soda,  medicinal  preparations,  logwood  and  brimstone. 
Crude  chicle  also  bulks  largest  in  our  exports. 

By  far  the  largest  amount  of  our  imports  comes  from 
foreign  countries,  the  total  being  $13,087,354.  or  nearly 
80  per  cent,  of  the  whole.  And  of  this  amount  $8,721,- 
950  came  from  the  United  States.  Less  than  two  mil- 
lion dollars'  worth  came  from  the  United  Kingdom. 

Covering  a  period  of  five  years,  the  exports,  under 
the  classification  of  drugs,  dyes,  ohemieals  and  medi- 
cines, have  increased  over  100  per  cent.,  and  the  im- 
ports a  fraction  over  82  per  cent. 


Is  Any  of  the  There  are  lying  in  the  banks  of 

Money  Yours?  Canada    unclaimed    balances  to 

the  amount  of  $775,164.97,  and 
,  unpaid  dividends  to  the  amount  of  $2,921.97. 

The  surprising  part  of  it  is  the  .s.mall  amount  of 
unpaid  dividends.  People  who  have  dividends  coming 
due  are  evidently  less  forgetful  than  people  who  have 
money  on  deposit.  But  forgetfulness  is  not  the  only 
cause  of  balances  being  unclaimed.  Among  the  known 
causes  is  death,  whioh  incidentally  reminds  one  it  is 
us  and  not  our  money  that  the  Grim  Reaper  wants 
when  he  beckons  us  over  the  border. 

The  Blue  Book  doesn't  tell  how  much  of  the  un- 
claimed balances  is  the  property  of  business  men.  But 
it  is  safe  betting  that  very  little  of  it  belongs  to  re- 
tailers. Very  few  of  them  have  .so  much  money  that 
they  forget  about  it. 

Should  you  have  any  doubt  about  your  having  any 
unclaimed  balances  or  dividends,  just  glance  over  the 
Blue  Book.  It  only  contains  about  eleven  hundred 
p;iges. 

It  would  be  interesting  to  know  how  many  people 
ever  open  its  pages.  In  all  probability  the  number  is 
even  smaller  than  that  which  opens  the  Greek  Testa- 
ment. 

But  the  law  says  the  book  must  be  printed.  Thank 
goodness  the  law  doesn't  say  it  must  be  read. 


Small  Costs  and 
Big  Profits. 


Tell  it  not  in  Gath.  The  Do- 
minion Government  derives  an 
annual  revenue  of  nearly  $5.- 
500,000  from  the  sale  of  the  little  stamps  whioh  adorn 
the  tobacco  retailers  sell  and  that  smokers  buy. 

Just  how  much  money  the  Government  makes  out  of 
the  stamps  there  are  no  figures  to  inform  us.  An  item 
which  went  through  in  the  estimates  the  other  day  in 
the  House  of  Commons  provided  for  an  expenditure  of 
$125,000  on  tobacco  stamps. 

Whatever  the  profit  may  be,  one  tubing  is  certain : 
it  is  so  substantial  that  the  Inland  Revenue  Depart- 
ment does  not  have  to  bother  its  head  as  to  whether  the 
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profit  should  be  based  on  either  the  selling  price  or 
the  cost  price.  They  don't  need  to  when  they  evident- 
ly get  over  four  thousand  per  cent,  profit. 
'  The  revenue  of  the  Post-Office  Department  from 
stamps  last  vear  was  $14,112,000,  but  it  is  safe  to  ven- 
ture the  opinion  that  it  yielded  neither  the  gross  nor 
the  net  profit  that  the  tobacco  stamps  did  the  Inland 
Revenue  Department.    And  there  would  be  a  rebellion 

if  it  did. 

•     •     •     • 


on  payin-;  for  and  out  of  his  own  pocket.  "My  op- 
ponents shall  never  truthfully  say  that  I  ever  took  a 
cent  out  of  the  public  treasury  for  my  own  personal 
benefit."  he  more  than  once  was  heard  to  assert. 

He,  too,  wore  himself  out  in  the  service  of  the  State, 
and  although  there  is  no  record  of  a  proposition  being 
made  to  settle  his  doctors'  bills  and  pay  for  his  medi- 
cines, it  is  quite  likely  that  his  attitude  would  have  been 
much  the  same  as  that  of  Sir  James  Whitney. 


Life  Insurance 
and  Prosperity. 


Net  life  insurance  in  force  in 
Canada  increased  by  over 
$44,000,000  in  1913.  This  is  only 
an  increase  of  6.23  per  cent,  over  1912.  but  compared 
with  ten  years  ago  it  is  a  gain  of  122  per  cent.  The 
net  amount  in  force  is  $750,660,402. 

This,  no  doubt,  reflects  to  some  extent  the  prosperity 
of  the  country.  When  men  are  prosperous  they  can 
naturally  the  better  afford  to  insure  their  lives  than 
where  the  reverse  is  the  case.  But  if  the  information 
was  available  it  would  probably  be  found  that  the 
gain  in  the  volume  of  life  insurance  is  also  due  in  part 
to  the  increasing  recognition  by  business  men  of  the 
fact  that  life  insurance  is  a  good  thing  for  their  busi- 
ness, providing  as  it  does  additional  capital  in  the 
event  of  death. 

•     •     •     • 
Spring  Clean-ups  and    A  great  deal  of  attention  is  be- 
the  Drug  Store.  ing  given  all  over    this    conti- 

nent just  now  to  the  "elean-up 
movement."  Business  men  are  naturally  interested  in 
this  movement.     It  brings  trade  to  their  store. 

Although  the  druggist  may  not  possibly  be  able  to 
reap  as  much  benefit  from  the  Spring  cleaning  up  cam- 
paign as  retail  dealers  in  certain  other  lines,  yet  there 
is  a  good  deal  of  business  for  him  if  he  makes  use  of 
the  psychological  movement  to  keep  goods  suitable  for 
the  occasion  well  to  the  front. 

One  can  scarcely  think  of  a  clearing-up  campaign 
without  associating  disinfectants  with  it.  And  yet  one 
seldom  sees  anything  regarding  it  either  in  the  win- 
dow displays  are  in  the  advertisements  of  the  average 
drug  store. 

There  is  undoubtedly  a  good  deal  of  business  obtain- 
able for  the  druggist  who  will  during  the  next  few 
weeks  display  in  his  window  such  goods  as  are  particu- 
larly timely  during  the  Spring  cleaning-up  season;  and 
particularly  if  he  backs  up  his  window  display  with  ad- 
vertising, either  in  the  shape  of  announcements  in  the 
newspaipers  or  neatly  worded  circulars,  to  be  delivered 
at  the  homes  of  the  people  in  his  vicinity. 
•     •     •     • 

Insisted  on  Paying  Premier  Whitney  of  Ontario 
Their  Own  Bills.  has  declared  that    he    will  pay 

his  own  medical  and  drug  bills, 
notwithstanding  that  his  political  opponents  in  the 
Legislature  endorsed  the  proposition  that  the  money 
for  doing  so  should  come  out  of  the  public  treasury. 

This  is  characteristic  of  the  man.  The  impairment 
of  his  health  was.  no  doubt,  due  to  his  strenuous  life  in 
behalf  of  his  Province,  and  there  is  probably  not  a  man 
in  Ontario  who  would  have  demurred  had  he  consented 
to  the  proposal ;  but  Sir  James  would  not  have  it  so. 

There  was  another  man  who  preceded  him  in  the 
office  of  the  Premiership  who  was  much  his  .same  tem- 
perament in  this  respect.  I  have  reference  to  the  late 
Hon.  Sturgis  Hardy.  Not  a  cent  would  he  allow  to 
come  out  of  the  public  treasury  on  his  account.  Even 
telegrams  of  a  semi-public  character  he  always  insisted 


Healing  the  Sick 
in  Ontario. 


•     •     •    • 

One  of  the  best  evidences  of  the 
advance  of  civilization  is  the  ef- 
fort   that    is    being     made     the 
world  over  by  public  and  private  enterprise  to  take 
care  of  the  sick  and  the  indigent. 

The  annual  report  of  the  hospitals  and  charitable 
institutions  in  Ontario  just  issued  by  the  Government 
.shows  that  this  Province  is  not  lagging  in  this  respect. 
It  is  not  perhaps  doing  all  it  could  or  should  do,  but  it 
is  satisfactory  to  note  that  it  is  at  least  marching 
briskly  toward  the  goal  of  perfection.  As  public 
opinion  awakens  it  will  undoubtedly  march  more 
briskly. 

There  are  to-day  in  Ontario  89' public  hospitals,  in- 
cluding 12  sanatoria  for  consumptives;  57  private  hos- 
pitals, 37  refuges,  33  orphanages,  3  homes  for  incur- 
ables, 3  convalescent  homes,  31  county  homes  of  refuge. 

The  total  number  of  patients  treated  during  the 
year  was  68,738.  This  is  only  about  13,000  less  than 
the  population  of  the  city  of  Hamilton.  The  cost  of 
treating  this  number  was  the  comparatively  modest 
one  of  .$3,155,340.  Per  patient  per  day  the  cost  aver- 
aged $1.48. 

One  gathers  some  idea  of  the  success  of  the  treat- 
ment given  fpoin  the  fact  that  the  percentage  of 
deaths  to  number  under  treatment  was  5.90.  Another 
interesting  fact  is  that  under  the  roofs  of  these  hospi- 
tals 4,210  infants  saw  the  light  of  day  for  the  first 
time. 

That  which  probably  is  one  of  the  best  signs  of  pro- 
gress is  the  growth  of  sanatoria  for  consumptives. 
Ten  years  ago  there  was  only  one  sanatorium  in  the 
Province;  to-day  the  sanatoria  number  twelve.  Dur- 
ing the  year  1,781  patients  were  admitted  to  these 
sanatoria.  When  that  number  is  compared  w'ith  the 
total  number  of  consumptives  there  are  in  the  Province, 
it  will  readily  be  .seen  that  only  a  small  percentage  of 
patients  suffering  from  the  disease  are  receiving  hos- 
pital treatment. 

When  it  is  considered  that  between  six  and  sevem 
thousand  people  die  annually  in  Canada  from  tuber- 
culosis, and  that,  according  to  expert  medical  testi- 
mony, it  would  have  been  possible,  by  early  and  pro- 
per treatment,  to  have  prevented  75  per  cent,  of  these 
deaths,  it  is  quite  evident  thiat  the  necessity  for  addi- 
tional sanatoria  for  consumptives  is  still  a  pressing  one. 

The  lowest  estimate  of  the  economic  loss  to  the  com- 
munity from  the  death  of  each  consumptive  is  $5,000. 
Some  place  it  at  over  $11,000.  But,  taking  the  lowest 
estimate,  it  will  be  seen  that  the  annual  loss  in  Canada 
from  the  white  plague  is  from  $30,000,000  to 
$35,000,000. 

Money  invested  in  sanatoria  is  a  business,  as  well  as 
a  philanthropic,  matter. 


The  way  to  get  the  farmers'  trade  is  to  mix  with  the 
farmers  and  become  their  friend.  Farmers  will  go  out 
of  their  way  to  trade  with  a  friend. 
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Great  Possibilities  in  the  Making  of  Extra  Sales 

Harold  O.  Wilson  of  Queen  St.,  Toronto,  finds  it  possible 
to  materially  increase  sales  over  and  above  actual  demand 
— Some   of  the   methods   employed  to   extend  business. 


ONE  druggist  who  believes  bhat  there  are  great 
possibilities  for  the  extension  of  trade  in  the 
making  of  extra  sales  by  the  exercise  of  sales- 
manship on  the  part  of  the  man  behind  the  counter  is 
Harold  0.  Wilson,  of  374  Queen  street  west,  Toronto. 
He  finds  that  he  is  able  to  sell  a  good  deal  of  additional 
goods,  and  is  a  strong  advocate  of  the  possibilities  along 
this  line  by  the  man  who  realizes  the  opportunities  in 
this  direction. 

Could  Pay  Rent  By  Extra  Sales. 
"I  believe,"  he  stated  to  The  Retail  Druggist,"  that 
if  the  dealer  would  only  make  a  practice  of  introducing 
and  endeavoring  to  sell  extra  goods  to  the  customers  who 
visit  his  store,  that  in  a  year's  time,  he  would  be  able  to 
pay  his  rent,  just  by  means  of  the  extra  sales  in  this 
way.  It  is  principally  a  matter  of  getting  in  the  habit 
of  suggesting  other  goods  to  customers  who  come  into 
the  store  in  an  intelligent  and  tactful  manner."  For 
instance,  when  a  customer  has  completed  a  purchase,  the 
salesman  can  pick  up  some  nearby  article  and  in  a  quiet 


man  gave  her  a  sample  cake  of  a  toilet  soap  carried  in 
stock,  and  at  the  same  time  pointed  out  its  good  quality 
and  value  to  her.  A  sale  was  not  made  at  the  time,  but 
the  customer  was  interested,  and  it  is  just  possible  that 
at  some  future  date  a  sale  will  result  from  that  little  talk. 

Window  Proves  Valuable  Sales  Medium 

Another  sales  medium  that  is  made  good  use  of  in  the 
Wilson  store  is  the  show  window.  The  store  is  located  on 
a  main  street  where  the  passing  traffic  is  heavy  and  as 
pointed  out  by  Mr.  Wilson,  the  window  affords  a  means 
of  suggesting  goods  to  a  large  and  varied  range  of  cus- 
tomers. It  allows  the  dealer  to  talk  to  customers  whom  he 
could  get  in  touch  with  in  no  other  way.  Mr.  Wilson 
finds  the  windows  so  valuable  that  he  declares  that  they 
are  worth  fully  sixty  per  cent,  of  the  total  value  of  the 
store,  insofar  as  business  is  concerned. 

Uses  Price  Tickets  in  Window. 
Mr.  Wilson  makes  a  practice  of  using  price  tickets  on 


Photograph  taken  in  the  store  ot  Harold  O.  Wilson,  Queen  St.,  Toronto,  who  is  a  strong  believer  in  possibility 

of  making  extra  sales. 


manner,  without  attempting  to  force  it  on  him  or  her, 
explain  its  qualities  and  good  points.  Many  extra  sales 
can  be  made  in  this  way. 

Making  Use  of  Opportunities 

Such  suggestions  may  not  result  in  immediate  or  direct 
sales,  but  even  if  they  do  not,  they  frequently  bring  re- 
sults at  some  future  time.  For  instance,  while  The  Re- 
tail Druggist  was  in  the  Wilson  store,  a  lady  came  in 
with  a  letter  which  she  wished  to  mail,  and  which  she 
wished  to  have  weighed.  This  was  done  with  willingness 
and  courteousness.    Before  she  left  the  store,  the  sales- 


the  goods  in  the  window,  and  believes  it  brings  in  more 
business  to  do  so.  He  related  an  instance  to  the  writer 
of  how  a  woman  who  lived  in  quite  a  distant  section  of 
the  city,  while  waiting  for  a  street  car,  noticed  a  cer- 
tain preparation  in  the  window,  and  purchased  it.  "I 
do  not  think  that  she  would  have  come  in  if  there  had 
not  been  a  price  on  the  goods,"  said  Mr.  Wilson,  "be- 
cause the  same  goods  are  to  be  seen  in  many  drug  win- 
dows, but  it  was  just  the  quotation  of  the  price  that  in- 
duced the  purchase  at  our  store. "  It  is  just  such  means 
as  this  that  have  given  the  store  connections  in  quite  dis- 
tant sections  of  the  city. 
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Dollar  Day  Brings  Big  Results  to  Wingham  Merchants 


BY  }.  O.  ARNOTT 


Throughout  a  number  of  Western  Ontario  towns 
there  has,  during  the  past  few  months,  been  conducted 
a  novel  local  sales-provoking  scheme,  which  has  in  all 
cases  so  far  brought  to  notice  been  entirely  successful. 
The  latest  town  that  has  tried  it  out  is  "Wingham,  and 
there,  as  in  other  towns  where  it  has  been  tried,  it  was 
a  decided  success  in  every  particular. 

March  17,  St.  Patrick's  Day,  was  the  date  set,  and 
every  train  brought  its  quota  of  people.  From  early 
morning  until  two  or  three  in  the  afternoon,  people 
journeyed  from  north,  south,  east  and  west  to  the  Me- 
tropolis, where  bargains  were  given,  and  where  they 
would  meet  friends  whom  they  had  not  seen  for  some 
time  and  spend  a  social  hour.  At  two  o'clock  the  day 
was  enlivened  by  the  Wingham  Citizens'  Band,  which 
furnished  music  for  the  afternoon.  There  was  an 
excellent  showing  of  horses,  many  fine  animals  being 
exhibited  for  each  special  prize. 

Prizes  were  also  given  among  other  competitions  for 
the  oldest  gentleman  and  oldest  lady  coming  to  town; 
for  the  purchaser  driving  the  longest  distance  to  Wing- 
ham; to  the  person  bringing  the  largest  load  of  people 
to  town ;  to  the  largest  family  coming  to  town ;  and  to 
the  most  recently  married  couple.  The  prizes  were  all 
valued  at  five  dollars  each,  and  every  merchant  in  the 
town  contributed  one  prize. 

Arrangements  were  made  for  the  accommodation  of 
horses,  and  in  addition  to  the  hotel  bams,  private  barus 
were  open  for  the  day.  The  Council  Chamber  was 
heated  and  open  all  day  for  the  accommodation  of  ladies 
and  there  were  several  horse  buyers  present  to  dicker 
for  the  purchase  of  the  prize-winning  animals. 

The  gentleman  getting  the  prize  for  coming  the  long- 
est distance  was  David  Giddins,  who  travelled  a  dis- 
tance of  fifteen  miles.  Albert  Poxton  brought  in  the 
largest  load  of  people,  having  thirty-one  in  his  sleigh, 
and  consequently  receiving  the  prize.  J.  D.  Anderson 
of  Belgrave  received  the  gold  watch  from  W.  G.  Pat- 
terson for  having  made  the  largest  purchase  in  Wing- 
ham on  that  day.  The  amount  of  the  purchase  was 
$97  of  which  $96  was  for  harness. 

The  local  paper  conducted  a  voting  contest  to  add 
interest  to  the  celebration,  and  the  merchants  of  the 
town  reaped  a  bountiful  trade  harvest.  It  was  a  grand 
success  in  every  respect,  and  every  one  went  away  feel- 
ing satisfied,  and  the  merchants  state  it  is  one  of  the 
best  days  which  they  ever  had.  The  citizens  of  Wing- 
ham are  so  well  satisfied  that  there  will  be  another  simi- 
lar day  here.  A.  H.  Wilford,  President,  and  Abner 
Cosens,  Secretary,  are  the  men  responsible  for  the  Dol- 
lar Day  Movement,  and  they  received  the  congratula- 
tions of  the  citizens  at  large  on  the  movement,  which 
they  inaugurated,  and  carried  to  such  a  successful  con- 
clusion. 

The  Dollar  Day  has  two  objects.  It  means  to  com- 
bine business  with  pleasure.  Wingham  was  on  its 
special  day  the  centre  of  attraction,  and  for  miles 
around  the  people  came  for  the  purpose  of  renewing 
old  friendships  and  also  to  enjoy  the  fun  of  shopping 
and  getting  the  "Biggest  Dollar's  Worth"  of  goods 
oyer  sold.  The  business  men  entered  into  the  sugges- 
tion with  great  heartiness,  and  before  the  event  adver- 
tised that  they  were  prepared  to  stand  behind  Dollar 
Day  and  give  unprecedented  bargains  and  service. 
Dollar  Day  had  been  successfully  held  in  other  places, 
80  why  not  in  Wingham.  said  the  merchants  of    that 


town,  so  they  made  it  worth  the  while  of  all  to  come  to 
town  that  day. 

All  the  merchants  promised  to  sell  more  goods  for 
$1.00  on  that  day  than  they  ever  did  before.  They 
gathered  the  bargains  from  all  parts  of  their  store  and 
laid  them  before  their  visitors. 

The  people  came  to  Wingham  in  great  numbers  and 
secured  for  themselves  such  bargains  as  will  make  them 
remember  St.  Patrick's  Day,  1914,  as  one  of  the  most 
enjoyable  days  they  ever  spent. 

The  merchants  of  Kincardine  recently  held  a  "Dollar 
Day,"  which  they  had  previously  extensively  adver- 
tised. The  Reporter,  of  that  town,  in  speaking  of  it, 
says  in  part:  "Into  the  scheme  all  the  merchants 
heartily  entered,  and  judging  from  the  words  of  praise 
given  by  the  purchasing  public,  the  merchants  gave 
bargains  with  a  great  big  B.  It  was  a  day  of  genuine 
bargains  everywhere  you  went.  One  merchant  went 
so  far  as  to  give  a  $1  bill  with  a  ten  cent  piece  pasted 
on  the  corner  for  $1.  He  had  one  customer  who  did 
business  for  that  bargain  only.  Not  a  merchant  in 
town  was  heard  to  complain,  and  they  got  acquainted 
with  many  faces  in  the  way  of  business.  The  turnover 
was  big  and  the  people  were  satisfied,  pronouncing  the 
advance  advertising  as  genuine,  and  some  stated  that 
the  merchants  even  went  further  than  they  promised 
to  do.  Some  enthusiastic  ones  were  heard  advocating 
such  a  day  once  a  week.  The  idea  was  to  attract  the 
people  to  town  and  show  them  what  our  merchants 
had  and  could  do  for  them.  This,  with  the  merchants' 
effort  to  hold  some  of  the  trade,  should  have  its  effect." 


Advertising  is  the  yeast  that  raises  your  sales,  but  it 
must  be  worked  together  with  a  complete  and  suitable 
stock  of  merchandise,  and  a  good  seasoning  of  the  sugar 
of  courteous  attention  from  an  efficient  store  service, 
with  the  salt  of  the  honest.y  of  the  golden  rule  in  the 
store's  dealings,  all  to  be  larded  over  with  the  most 
attractive  features  of  store  front,  window  display  and 
interior  arrangement. 


A  PATRIOTIC  CREED. 

We  Believe  in  our  country — The  Dominion  of 

Canada. 

We  Believe  in  her  Constitution,  her  laws,  her 
institutions,  and  the  principles  for  which  she 
stands.  We  believe  in  her  future — the  past  is 
secure.  We  believe  in  her  vast  resources,  her 
great  possibilities — yes,  more,  her  wonderful 
certainties. 

We  Believe  in  the  Canadian  people,  their 
genius,  their  brain,  and  their  brawn.  We  be- 
lieve in  their  honesty,  fheir  integrity  and  de- 
pendability. We  believe  that  nothing  can 
stand  in  the  way  of  their  commercial  advance- 
ment and  prosperity. 

We  Believe  that  what  are  termed  "times  of 
business  depression"  are  but  periods  of  pre- 
paration for  greater  and  more  pronounced  com- 
mercial success. 

We  Believe  that  in  our  country  are  being 
worked  out  great  problems,  the  solution  of 
which  will  be  for  the  benefit  of  all  mankind. 
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Window  Dressing  Department 


Hints  and  Suggestions 

for 

The  Trimmer 


THE  show  window  ranks  high  as  a  sales  medium 
when  given  the  proper  care  and  attention. 
This  is  admitted  by  all  progressive  merchants 
who  have  made  a  real  effort  to  make  their 
windows  effective  in  the  matter  of  sales.  There  are 
undoubtedly  some  windows  that  do  not  bring  in  a  very 
large  revenue  to  the  sitore,  but,  in  most  cases,  it  will 
be  found  that  neglect  is  the  cause  of  this. 

Those  who  give  to  them  the  needed  attention  find 
that  the  time  is  well  warranted  by  the  increased  busi- 
ness they  attract.  There  are  few  such  merchants  who 
do  not  wish  they  had  much  larger  window  space.  Pew 
such  men  could  do  without  their  windows.  "Take 
away  my  windows  and  you  take  away  my  business," 
is  not  an  unusual  contention  with  city  dealers,  and 
even  in  the  smaller  centres  the  same  thing  holds  true 
to  a  considerable  extent. 

Now  is  undoubtedly  an  excellent  time  for  the  dealer 
to  give  special  attention  to  his  windows.  At  this  time 
of  the  year,  the  people  frequenting  the  streets  are 
very  many,  and  the  weather  is  such  that  they  readily 
stop  to  inspect  a  worth-while  display.  It  behooves 
the  trimmer  to  work  out  as  many  good  displays  and 
to  change  them  as  often  as  possible. 

MINIATURE  HOUSE  BUILT  IN  CANDY  WINDOW. 

It  has  been  pointed  out  before  in  these  c;olumns  that 
a  special  central  feature  of  interest  in  a  window  dis- 
play always  adds  considerably  to  its  power  to  attract 
attention,  and  sell  goods,  especially  when  such  a  spe- 


Background  for  early  summer  or  June 


cial  feature  is  connected  in  some  way  with  the  goods 
shown. 

This  was  emphasized  by  a  recent  window  display  of 
chocolates  in  the  store  of  B.  M.  Woodward,  381  Broad- 
view Avenue,  Toronto.  The  central  feature  in  this 
case  was  a  miniature  house  built  in  the  middle  of  the 
window  out  of  crepe  paper.  There  was  a  verandah 
constructed  across  the  front,  and  on  the  top  was  a 
flag  pole  from  which  waved  a  flag  bearing  the  name 
of  the  chocolates  featured  in  the  window.  A  represen- 
tation, of  a  stone  wall  was  built  up  around  the  house 
by  boxes  of  the  chocolates. 

This  feature  aroused  the  interest  of  the  passerby, 
and  indirectly  attracted  attention   to  _ the    brand:  of : 
chocolaites  shown. 


KEEP  BLIND  UP  WHILE  TEIMMINO  WINDOW. 

The  selling  value  of  a  window  ceases  to  a  large  ex- 
tent while  it  is  being  dressed.  In  fact,  when  the  blind 
is  pulled  down,  it  is  reduced  to  zero.  Speaking  on  thia 
subject  to  a  representative  of  this  paper,  a  window 
trimmer  in  Ottawa,  said  that  he  does  not  shut  himself 
off  from  public  view  When  changing  his  window.  He 
leaves  the  blind  up,  and  people  who  are  passing  be- 
come interested.  They  frequently  wonder  just  what 
construction  he  is  working  out.  Probably  they  call 
back  that  way  to  see  what  it  is  like  when  finished. 

He  points  out  that  frequently  he  finds  quite  a  little 
crowd  collecting  about  the  window  when  he  is  dress- 
ing it.  One  person  will  stop  to  watch — ^then  another — 
and  soon  there  are  a  number  of  people  looking  on. 
While  changing  the  window  display  he  has  some  show 
cards  that  can  be  placed  prominently  about  the  win- 
dow, and  frequently  they  arouse  interest  and  create 
sales. 

ACTUAL  SNAPS  AROUSE  INTEREST  IN  PHOTO- 
GRAPHY. 

Druggists  just  now  are  giving  a  good  deal  of  promi- 
nence to  photographic  supplies  in  the  window,  and 
eadh  one  is  trying  to  work  out  displays  that  will  create 
the  greatest  interest  in  amateur  photography,  and  in- 
duce as  much  business  as  possible  in  these  lines. 

The  Broadway  Drug  Co..  College  Street,  Toronto, 
make  use  of  a  good  idea  in  connection  with  such  dis- 
plays— by  showing  photographs  of  local  interest  taken 
with  the  cameras  for  sale  in  their  store.  Recently  they 
secured  a  good  photograph  of  a  fire  in  a  school  in  the 
neighborhood,  which  completely  gutted  the  building. 
The  fire  was  one  of  considerable  interest  in  the  dis- 
trict, and  so  when  they  showed  a  picture  of  the  fire  in 
the  window  it  attracted  considerable  attention,  and 
was  the  means  of  'interesting  quite  a  few  people  in 
amateur  photography. 

Cameras  and  supplies  were  shown  in  the  window  at 
t}ie  same  time,  the  various  lines  being  arranged  in  step 
form.  Prices  for  printing  and  developing  were,  an- 
nounced prominently  in  the  window  at  the  same  time. 

SUGGESTIONS  FOR  SEASONABLE  WINDOW 
DISPLAYS. 

This  is  a  time  of  the  year  when  the  druggist  can 
profitably  work  out  a  number  of  special  displays  in 
his  w^indow.  For  example,  just  at  this  time,  people  are 
beginning  to  get  interested  in  summer  sports,  and  a 
window  could  be  devoted  to  sporting  goods  of  various 
kinds  to  advantage. 

Cameras  and  photographic  supplies  should  be  fea- 
tured strongly  just  now,  as  interest  in  amateur  photo- 
graphy is  now  awakening. 

Flower  and  garden  seeds  should  be  still  in  demand 
for  some  little  time.  If  you  feel  that  you  cannot  de- 
vote a  whole  window  to  this  line,  why  not  arrange  for 
a  small  display  at  one  side,  or  on  a  raised  section  at 
the  rear. 

This  is  a  good  selling  season  for  chocolates,  and  a 
window  display  always  keeps  them  before  the  passinf^ 
public. 
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Plan  Appropriate  Windows  for  Special  Occasions 

special  occtuions  afford  an  opportunity  for  something  special  in  way  of  window 
display — Dealer  should  take  advantage  of  them — Victoria  Day  is  the  next  holiday. 


EVERY  special  holiday  or  occasion  affords  the 
dealer  an  opportunity  of  working  up  sometliing 
special  in  the  way  of  window  display,  and  in  this 
way  he  is  able  to  annex  a  considerable  amount 
of  extra  business.  Christmas,  of  course,  is  the  most 
outstanding  instance  of  a  special  occasion  that  gives 
an  excuse  for  special  features  in  the  way  of  business- 
getting  methods.  Stopping  to  give  the  subject  a  mo- 
ment's thought,  it  will  be  realized  that  the  merchant 
has  played  no  small  part  in  making  Christmas  the  big 
festive  occasion  that  it  has  grown  to  be. 

Double  Value  from  Special  Occasions. 

There  is  no  reason  why  the  same  thing  cannot  be 
repeated  by  the  merchants  on  every  special  occasion 
throughout  the  year.  They  can  be  made  the  hook  on 
which  to  hang  extra  business-getting  features  that  will 
mean  much  to  the  store.  There  is  a  double  value  to 
such  occasions.  In  the  first  place  they  afford  a  reason 
for  something  special  in  way  of  display,  and,  in  addi- 
tions, the  festive  spirit,  which  surrounds  such  holidays 
always  makes  the  public  free  spenders,  and  this  natur- 
ally results  in  more  business  for  the  dealer  who  puts 


to  decorate  the  store  in  some  small  way,  as  well  as  the 
window. 

Most  any  lines  of  goods  may  be  shown  in  tlie  Vic- 
toria Day  window.  Confectionery  is  a  good  line  to 
show  at  this  time.  Pennants  and  fancy  goods  can  be 
shown  to  advantage,  because  on  this  holiday  there  are 
many  visitors  in  every  town,  who  want  to  take  some 
souvenir  home  with  them. 

There  are  many  other  holidays  throughout  the  year 
that  should  ibe  made  use  of  in  the  same  manner.  The 
King's  Birthday  follows  in  June,  while  Dominion  Day 
makes  another  big  feature.  Plan  something  special 
ahead  for  each  one. 


A  CHATHAM,  ONT.,  WINDOW  DISPLAY. 

On  this  page  is  reproduced  a  photograph  of  a  double 
window  display  in  the  store  of  C.  H.  Gunn  &  Co.,  Ltd., 
at  the  corner  of  King  and  Fifth  Streets,  Chatham,  Ont. 
It  will  be  noticed  that  both  displays  are  neat  and  well 
arranged,  and,  while  not  elaborate,  nevertheless  show 
the  goods  up  to  advantage. 

The  arrangement  of  the   windows  is  worthy  of  at- 


Double  window  display  in  the  store  of  C.  H.  Gunn  &  Co.,  Ltd.,  Chatham,  Ont 


forth  some  effort  to  secure  it.  Window  display  is,  of 
course,  one  of  the  best  ways  in  which  to  feature  such 
special  occasions. 

Plan  Something  Special  for  Victoria  Day. 

Easter  proved  a  good  profitable  holiday  for  extra 
business  to  those  dealers  who  made  an  effort  to  cash 
in  on  it.  The  next  holiday  of  this  nature  is  Victoria 
Day,  which  is  to  be  observed  as  a  public  holiday 
throughout  the  Dominion  on  May  25.  Dealers  should 
plan  their  special  windows  in  advance,  and  have  all 
preparations  made.  Displays  should  be  put  in  early 
in  the  week,  so  as  to  get  the  public  imbued  with  the 
holiday  spirit,  which  always  makes  them  free  spenders. 

Display  Should  Have  Appropriate  Setting. 

Some  appropriate  setting  should  be  worked  out  for 
the  Victoria  Day  display.  A  good  central  feature 
would  be,  a  picture  of  the  late  Queen  Victoria.  Flags, 
at  least,  should  be  in  prominence,  and  it  would  be  well 


tention.  It  will  be  noted  that  a  step  arrangement  has 
been  built  up  in  the  main  part  of  the  window.  Above 
this  extra  display  space  has  been  secured  by  a  glass 
window  shelf. 


CLEAN  WINDOWS  INCREASE  SALES. 

Wash  the  windows ! 

This  always  should  be  a  standing  order  in  the  srtore, 
but  during  the  summer  it  is  especially  urgent. 

Dust  outside  the  window  obstructs  the  view.  Inside 
the  window  it  damages  the  merchandise. 

Frequent  washings  of  the  outside  of  the  glass  and 
occasional  washings  of  the  inside  will  pay  big  divi- 
dends. Forget  about  soap.  Put  a  little  soda  in  warm 
water  and  go  to  it. 

To  keep  dust  out  of  the  window,  nothing  is  so  good 
as  an  enclosed  background.  Better  get  one  ready  now, 
while  you  have  time.  Then  you  will  be  ready  to  keep 
the  frost  out  next  winter. 
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A  Department  of 
Salesmanship 


Salesmanship  in  The  Drug  Store 

IT  is  wonderful  how  much  better  results  can  be 
secured  in  the  drug  store  when  the  clerk  uses  real 
salesmanship  in  his  work.  The  great  difference 
in  clerks  found  in  various  stores  is  also  surprising. 
Some  are  doing  so  much  better  work  in  making  sales 
than  others.  Why  the  difference?  It  depends  on  the 
degree  of  ambition  possessed  by  the  clerk,  and  the 
amount  of  effort  he  puts  forth. 

The  person  who  wishes  to  attain  any  degree  of  suc- 
cessfulness  in  the  matter  of  sales  must  be  neither  an 
order  taker  nor  a  waiter.  He  must  be  a  salesman. 
True,  there  are  many  clerks  in  drug  stores  to-day  who 
merely  hand  over  the  counter  those  goods  which  are 
asked  for,  and  make  no  attempt  to  sell  goods  over  and 
above  actual  deinand,  but  they  are  not  salesmen  in 
the  real  sense  of  the  word. 

Demand  for  Goods  Not  a  Fixed  Quantity. 

The  aggressive  salesman  to-day  realizes  that  the  de- 
mand for  goods  sold  in  the  drug  store  is  not  a  fixed 
quantity,  but  can  be  increased  to  a  considerable  ex- 
tent if  real  selling  methods  are  brought  into  play.  A 
salesman  will  sell  goods  where  an  ordinary  clerk  will 
fail,  because  he  makes  a  study,  consciously  or  uncon- 
sciously, of  the  best  methods  to  use  to  create  demand 
for  extra  goods.  The  puhlic  are  susceptible  to  the 
proper  appeal,  and  the  clerk  who  develops  the  trait 
of  appealing  in  the  right  way,  has  gained  much. 

Any  person  who  has  made  a  close  study  of  the 
problem  will  agree  that  the  possibilities  of  salesman- 
ship are  great.  There  are  already  many  drug  clerks 
who  are  using  their  efforts  to  good  effect  in  this  way. 
but  there  are  still  many  who  need  to  get  out  of  the 
ranks  of  waiters,  and  join  the  salesmen  class.  The 
order  taker  merely  hands  out  to  customers  the  goods 
asked  for,  while  the  salesman  attempts  in  an  intelli- 
gent manner  to  sell  other  goods  than  those  asked  for. 

How  One  Clerk  Works. 

The  writer  knows  of  a  drug  clerk  who  is  particularly 
.successful  in  selling  additional  goods  to  people  who 
visit  the  store.  Not  long  ago,  for  instance,  a  woman 
came  in  and  purchased  a  tooth  brush.  After  he  had 
M-rapped  it  up,  he  said,  "What  about  tooth  powder? 
Here  is  an  excellent  brand  that  we  are  recommending. 
It  keej^  the  teeth  bright  and  clean."  Some  further 
remarks  about  it  caused  her  to  purchase  a  package. 
On  the  way  out  he  drew  her  attention  to  some  purses 
on  display.  She  stopped  and  displayed  considerable 
interest,  and  while  she  did  not  buy,  there  is  just  a 
possibility  that  at  some  future  time  she  would. 

Shortly  afterwards,  a  gentleman  came  in  for  a  pack- 
age of  envelopes.  He  stood  at  the  candy  case,  after 
he  made  the  purchase,  talking  to  the  clerk  while  he 
drew  on  his  gloves. 

Sold  an  Extra  Box  of  Candy. 

At  a  break  in  the  conversation,  the  clerk  broke  in 
"Would  you  like  anything  in  the  candy  line  to-night? 
Here  is  a  new  package  of  — —  which  we  are  selling  a 
lot   of."     Then  he  went  on  to  describe  it,  with  the 


result  that  the  customer  had  to  draw  off  his  gloves 
again — he  decided  to  purchase. 

Of  course,  a  clerk  has  to  study  his  customers,  and 
make  his  suggestions  accordingly.  This  gentleman 
had  every  appearance  of  the  class  that  purchases  a 
good  deal  of  confectionery.  To  make  such  a  sugges- 
tion to  many  other  customers  would  probably  be  only 
a  waste  of  effort.  There  is  always  something,  how- 
ever, that  there  is  a  possibility  of  making  a  sale  in,  if 
suggested  in  the  right  way. 

Why  He  is  Successful. 

I  have  watched  this  clerk  I  have  spoken  of,  a  good 
many  times,  and  he  always  uses  the  same  intelligent 
methods.  He  is  always  trying  to  introduce  new  goods. 
He  makes  a  study  of  his  goods  so  as  to  be  able  to  talk 
about  them  intelligently.  In  short  he  is  a  good  sales- 
man and  is  drawing  an  appreciable  salary  for  just 
that  reason.  He  is  successful  because  he  has  ambition 
and  aims  to  do  his  best. 


HOW    ONE    MAN    GOT    STARTED    ON   ROAD    TO 
SUCCESS. 

THE  willingness  of  the  clerk  to  step  in  to  any  work 
and  assist  in  a  pinch  has  often  appealed  to  his 
employer  in  such  a  way  as  to  reflect  greatly  to 
his  advantage.  Here  is  an  instance  from  one  of  the 
largest  retail  establishments  in  Canada  now  employing 
a  small  army  of  clerks.  The  story  is  a  true  one,  and. 
besides  embracing  a  suggestion  that  every  clerk  would 
do  well  to  keep  in  mind,  it  should  prove  an  incentive 
to  every  man  behind  the  counter,  no  matter  what  his 
position  may  be. 

Makes  Application  for  Job. 

At  the  time  of  this  instance,  the  establishment  re- 
ferred to  was  a  very  small  one,  similar  in  size  to  thou- 
sands of  retail  stores  to  be  found  in  Canada  to-day. 
The  location  of  the  store  was  being  moved  to  a  posi- 
tion across  the  street.  While  moving  operations  were 
being  carried  on,  a  young  man  just  out  from  Ireland 
was  in  search  of- — -not  a  position,  mark  you — just  a 
plain  job.  He  felt  that  as  this  dealer  was  moving  into 
a  little  larger  store  that  he  might  probably  want  some 


THE  RISING  MAN 

He's  ■willing  and  prompt,  a  dependable  chap, 

The  busiest  man  in  the  store; 
He  does  what  the  boss  requires  him  to  do, 

And  always  a  little  bit  more. 
He  doesn't  spend  time  looking  up  at  the  clock, 

To  see  how  soon  he  can  quit. 
He's  full  of  ambition,  and  willing  to  work, 

And  some  day  he's  going  to  be  it. 

He's  bound  to  go  up,  for  if  he  should  leave 

The  whole  shop  would  notice  the  loss. 
He  makes  himself  useful  from  morning  till  eve, 

And  80  he  stands  high  with  the  boss. 
He  works  just  as  if  it  were  all  for  himself, 

Not  waiting  in  sloth  to  be  led. 
The  business  to  him  seems  already  his  own. 

And  some  day  he'll  stand  at  the  head. 
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additional  help,  so  he  made  application  for  employ- 
ment. He  appealed  to  the  dealer,  but  at  the  moment 
be  had  need  chiefly  for  men  who  could  help  to  move, 
and,  of  course,  he  could  not  expect  such  a  trim  clerk 
as  this  to  do  anything  at  that. 

"We  are  just  moving  nov?,"  he  said  to  the  young 
man.  "Call  around  next  week  and  we  will  try  to  find 
a  position  for  you." 

Offers  to  Dig  In  and  Help  Move. 

Here,  at  this  iritieal  moment,  was  where  the  young 
man,  out  to  Canada  to  seek  success,  and  determined 
to  do  so  if  it  lay  in  his  power,  made  the  stroke  that 
started  him  on  the  right  path. 

"But  what's  the  matter  with  me  helping  you  to 
move?"  he  inquired  of  the  dealer. 

His  willingness  to  dig  in  at  far  from  pleasant  work 
pleased  the  man  who  was  destined  to  own  one  of  Can- 
ada's largest  establishments,  and  he  instructed  him  to 
go  to  work.  Pulling  off  his  coat  the  applicant  made  a 
start  at  the  tedious  and  difficult  work  of  moving— a 
start  that  meant  much  in  his  progress  upward. 

Incident  Not  Forgotten  by  Employer. 

The  incident  greatly  impressed  the  merchant  and  he 
did  not  by  any  means  forget  the  young  man.  Indeed, 
he  decided  that  the  man  willing  to  step  in  in  this  way 
and  help  out  was  worth  having  with  him,  and  it  was 
not  long  before  he  was  occupying  an  important  posi- 
tion in  the  store.  As  the  business  advanced  he  ad- 
vanced with  it,  and  to-day  is  one  of  the  chief  execu- 
tives. Those  proper  words  induced  by  willingness  and 
spoken  at  the  proper  moment,  gave  him  the  start,  but 
no  doubt  that  ambitiousne-ss  which  prompted  those 
words  has  done  much  in  carrying  him  upward  to^his 
present  high  position.  '     ''^'"'' 

"We  have  frequently  heard  of  cases  wherein  a  man, 
by  one  certain  word  or  action  at  the  proper  moment, 
has  done  much  to  start  himself  on  the  road  to  success. 
Sometimes  they  are  regarded  as  mere  strokes  of  good 
fortune.  In  some  cases  this  may  be  true,  but  very 
often  it  is  merely  an  opportunity  presented  and  taken 
advantage  of.  The  person  in  question  has  been  live 
enoueh  to  see  the  opportunity,  and  ambitious  enough 
to  grasp  it. 

VALUE  OF  COURTEOUSNESS  ON  PART  OF  CLERK 

"Several  years  ago,"  said  a  salesman  recently,  "I 
was  employed  in  a  departmental  store.  Now  the  clerks 
in  these  establishments  are  not  always  as  obliging  or 
polite  as  they  might  be,  but  I  realized  that  it  did  not 
cost  anything  and  as  it  helped  in  sales,  I  was  always 
as  courteous  as  possible.  One  day  a  lady  came  to 
my  counter  and  I  succeeded  in  selling  her  quite  a  good 
sized  bill  of  goods.  When  she  had  finished  she  enquir- 
ed my  number  and  I  began  to  wonder  what  I  had  done 
to  offend  her,  thinking  that  she  was  going  to  report  me 
for  some  offence. 

Customer  Came  Back  to  Him. 

"However,  I  heard  nothing  of  it  until  about  a  week 
later,  the  manager  of  my  department  walked  up  to 
my  counter  with  this  same  lady  and  said,  "This  is  the 
number  you  inquired  for."  I  thought  that  I  was  sure- 
ly in  for  it,  but  I  found  out  differently.  The  lady  told 
me  that  I  was  the  first  clerk  who  had  ever  been  really 
civil  to  her  in  the  store,  and  .she  had  inquired  my  num- 
ber 80  that  she  might  come  to  me  each  time  she  came 
to  purchase.  Now,  my  courtesy  brought  that  lady  back 
to  my  counter  many  times  to  be  served,  while  her    in- 


quiry of  the  manager  for  me  had  placed  me  most  favor- 
ably in  his  opinion." 

Costs  Little,  but  Brings  Big  Returns 

It  certainly  pays  the  clerk  to  be  courteous.  Not 
only  should  he  be  civil,  but  should  do  all  in  his  power  to- 
oblige  customers.  A  store's  patronage  depends  upon 
the  service  given  and  nothing  is  so  much  appreciated  by 
customers  than  these  little  obliging  acts  of  the  clerk. 
It  may  be  only  opening  the  door  for  the  customer  to 
pass  out,  tying  a  parcel  extra  well,  or  many  of  the  other 
small  things  that  the  clerk  may  find  to  do,  but  the  cus- 
tomer, nevertheless,  makes  a  mental  note  of  them  and 
they  help  in  binding  the  customer  to  the  store  or  the 
salesman.  The  cost  is  small  when  compared  with  the 
results. 


THE  SALESMAN'S  CREED 

I  believe  in  the  stuff  I  am  handing  out.  I  believe 
that  honest  stuff  can  be  passed  out  to  honest  men  by 
honest  methods.  I  believe  in  working,  not  weeping  ;^ 
in  boosting,  not  knocking;  and  in  the  pleasure  of  my 
job. 

I  believe  that  a  man  gets  what  he  goes  after,  that 
one  deed  done  to-day  is  worth  two  done  to-morrow,  and 
that  no  man  is  down  and  out  until  he  has  lost  faith  in 
himself. 

I  believe  in  to-day  and  the  work  I  am  doing,  in  to- 
morrow and  the  work  I  hope  to  do,  and  in  the  sure 
reward  which  the  future  holds. 

I  believe  in  courtesy,  in  kindness,  in  generosity,  in 
good  cheer,  in  friendship  and  honest  competition.  I 
believe  there  is  something  doing  somewhere  for  every 
man  ready  to  do  it.    I  believe  I'm  ready — right  now. 


POINTERS  FOR  THE    CLERK. 

Nothing  is  cheap  enough  to  be  wasted. 

Much  better  results  can  be  obtained  in  the  store  by 
team  work. 

Enthusiasm  among  the  sales  force  will  aid  materially 
in  the  increasing  of  sales. 

Give  the  store  a  change,  a  new  appearance,  as  though 
new  goods  were  coming  in  right  along. 

Give  just  as  much  attention  to  the  little  buyer  as  the- 
big  buyer.  Only  in  that  way  will  the  little  buyer 
become  the  big  buyer. 


HOW  DO    YOU  MEASURE  YOUR 
EXPERIENCE? 

AVEAB  of  experience  means  much  or  little,  ac- 
cording as  we  have  gained  one  point  a  day  or 
one  a  month. 

Did  you  ever  hear  the  story  of  the  young  man  who 
met  a  girl  at  a  New  Year's  reception?  He  talked  with 
her  for  three  minutes  that  day,  saw  her  again  in  two 
weeks  and  talked  for  five  minutes,  and  saw  her  at 
intervals  of  a  week  or  two  until  the  first  of  April. 
Then  he  said  to  himself,  "I've  known  that  girl  for 
three  months."  As  a  matter  of  fact,  adding  all  the 
periods  of  conversation  together,  he  had  spent  only 
thirty  minutes  in  her  company.  Another  man  met  the 
same  girl  at  the  same  time,  but  at  the  end  of  the  first 
week  he  had  spent  a  total  of  ten  hours  with  her — Just 
twenty  times  as  long  as  the  other  man  had  in  three 
months. 

Some  men  learn  a  business  just  like  that — some 
learn  more  in  a  week  than  others  do  in  three  months. 
But  a  "year's  experience"  is  credited  up  to  both 
when  twelve  months  have  rolled  by. 

When  you  count  your  years  of  experience,  consider 
also  the  gait  you  have  travelled. 
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Collins'  Course  in  Show  Card  Writing 


One  of  a  serk*  of  article* 
sptciaUy  prepared  for  this 
journal. 


We  presume  that  the  students  will  have  a  proper 
table  or  place  on  which  to  do  their  work.  Some  may 
prefer  to  work  standing  up.  If  so,  the  height  should 
be  equivalent  to  that  of  sitting,  that  is,  the  top  of  the 
table  should  be  a  little  above  the  elbows.    A  very  little 


Fig.  1— Showing  first  metliod  of  ruling. 

slant  like  a  desk  top,  is  desirable.  An  ordinary  kitchen 
table  makes  a  very  suitable  work  bench.  The  stool  can 
be  made  the  proper  height. 

Making  Your  Own  Colors 

We  intimated  in  last  issue  that  we  would  say  more 
about  colors  in  this  part.  The  colors  used  for  card 
writing  are  water  or  distemper  colors.  These  are  more 
suitable  than  oil,  as  they  are  more  easily  worked, 
brushes  are  easier  cleaned  after  use  and  the  colors  will 
not  spoil  through  standing.  They  will  dry  out,  but  can 
be  re-mixed  by  adding  water.  It  must  be  remembered 
that  water  colors  will  not  do  for  use  outside.  You  may 
buy  the  various  mixed  colors  known  as  distemper 
<5olors  at  any  paint  store  in  small  jars  of  about  a  half- 
pint  each.  They  are  ground  very  fine  in  water.  When 
you  buy  them  they  are  hard,  but  can  be  softened  with 
water.  You  must  add  suflBcient  mucil&ge  to  them  to 
make  them  hold  to  the  card,  so  they  will  not  rub  off 


after  they  are  dry.  A  little  experience  will  soon  deter- 
mine the  amount.  A  jar  of  color  will  do  many  hundred 
cards. 

The  average  student  will  not  need  so  great  a  quan- 
tity of  color  at  one  time  It  is  possible  for  you  to  mix 
your  own  colors.  Buy  10c.  worth  of  good  Canadian 
Vermilion,  5c.  worth  each  of  blue,  green  and  chrome 
yellow,  all  in  dry  colors.  Get  wood  alcohol  and  mix 
each  color  into  a  thick  paste  with  it,  then  add  a  little 
water,  stir  and  let  stand  for  a  time.  If  necessary  it 
can  be  used  immediately,  but  it  improves  by  standing. 
Add  to  this  enough  mucilage  to  make  it  adhere  to  the 
card  without  rubbing  when  dry.  The  object  of  using 
wood  alcohol  is  to  cut  the  color,  as  dry  colors  are  all 
more  or  less  oily  in  nature.  If  you  cannot  obtain  the 
spirits,  use  borax  water  or  washing  soda  water.  For 
white,  buy  the  best  flake  white.  Do  not  accept  whiting, 
white  lead,  nor  white  zinc.  Insist  on  flake  white  and 
see  that  it  is  not  lumpy.  Mix  exactly  as  directed  with 
other  colors.  You  will  need  more  white  and  black  than 
any  other  colors — red  possibly  next. 


Fig.  5— Showing  second  method  of  ruling. 

The  blue,  as  you  buy  it,  will  be  very  dark.  You  can 
lighten  it  with  white.  For  shading,  ruling  and  ^orna- 
mentations, scrolls,  etc.,  make  it   very  light.     Green 
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Plate  IS— Tnicui  bloek,'appsr  oaa*. 
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makes  the  best  all-round  color  to  shade  with,  also  for 
borders,   decorations,  scrollp,   etc.     It  must  be  made 
very  pale  by  mixing  with  white.    These  are  what  are 
known  as  "subdued"  colors. 
For  special  color  or  shade  effects,  it  may  be  well  to 


on  the  front  side  and  held  in  position  by  resting  on 
the  fingers  of  the  left  hand.  Rest  the  back  of  the  fin- 
gers of  the  right  hand  on  the  top  of  the  rule  and  the 
brush  against  the  edge.  Draw  the  brush  along  where 
the  line  is  desired.  A  little  practice  will  enable  you 
to  become  proficient  in  this. 

Sample  Cards 

The  harp  card  is  somewhat  unique.  The  pattern 
is  cut  out  of  heavy  paper,  and  the  scroll  pattern  is  cut 
separate  from  the  harp.  These  are  laid  on  the  card 
and  air-brushed  around.  The  patterns  being  separate 
permits  the  harp  being  lifted  off  and  the  edge  of  the 
scroll  being  air-brushed  where  it  touches  the  harp,  giv- 


A  unique  cHrd,  rouslrurtion  of  which  is  described  in 
aecbnipanying  article. 

know  that  red  and  yellow  make  orange ;  yellow  and. 
blue  make  green;  red  and  black  make  brown;  red  and 
blue  make  violet ;  red    and    white    make    pink.      The 
knowledge  of  these  colors  will  be  of  great  assistance 
to  you. 

Ruling 

There  are  various  methods  for  ruling  with  a  brush. 
Each  one  has  its  advantages.  Figure  4  is  the  one  most 
generally  in  use.  By  this  method  you  possibly  may 
make  a  longer  line  than  by  any  other.  Lay  your  rule 
on  the  card  about  a  half -inch  from  the  line  you  wish 
to  draw.  Hold  it  firmly  with  your  left  hand.  Take  the 
brush  between  your  thumb  and  forefinger.  Place  the 
tips  of  your  other  fingers  against  the  edge  of  the  rule 
for  a  guide  and  draw  your  line  carefully.    See  Figure  4. 

Figure  5  is  another  method.    Notice  the  rule  is  raised 


A  very  catchy  form  of  show  caixi. 


ing  the  effect  of  the  harp  being  behind  the  scroll.  The 
strings  are  gold  cord  passing  under  and  over  the  scroll, 
giving  the  effect  of  the  scroll  passing  through  or  be- 
tween them.  The  harp  can  be  in  gold  with  a  green  air- 
brushed  background.    The  scroll  should  be  in  white,  or 
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Plate  17— Half  block,  upper  case. 
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Plate  16  -Tuscan  block,  lower  ci  so    to  nialcli  plate  15  on  previous  page. 


the  color  of  the  card.  With  appropriate  wording  this 
design  will  do  for  any  class  of  merchandise. 

The  $7  card  is  another  exceedingly  distinctive  show 
card.  This  may  also  be  used  for  any  line  of  goods. 
The  shamrocks  are  in  green,  the  coat  of  the  man  should 
be  dark  green,  the  vest  red,  tie  a  shade  of  green,  and 
the  breeches  corduroy  color  or  light  green.  Hat  green. 
This  will  make  a  very  attractive  figure.  If  you  find 
it  difficult  to  draw  the  figure,  cut  one  from  some  paper 
or  magazine  and  paste  it  on.  The  letters  may  be  in 
red  with  outlining  in  green.  The  figure  7  may  be  in 
black  and  the  small  letters  should  be  in  black. 

The  suggestions  these  cards  offer  should  assist  you  in 
producing  others  equally  as  good. 

The  alphabets  shown  with  this  part  of  the  course  are 
the  Tuscan  Block  and  the  Half  Block.  The  Tuscan  is 
suitable  for  feature  words  or  lines,  but  is  too  hard  to 
make  to  be  of  general  use.  The  same  may  be  said  of 
the  Half  Block.  The  latter  is  an  excellent  style  for 
"Cutting  In,"  which  we  will  take  up  next  month. 


the  minute  maybe,  but  you  surely  quit  on  the  minute^ 
These  are  your  troubles,  sir.  Just  as  soon  as  you  start 
something,  just  as  soon  as  you  pull  yourself  together, 
make  some  noise  and  clear  out  of  your  old  rut — you'll 
like  your  job.  You  see,  you  want  the  firm  to  take  some 
notice  of  yon,  but  you  don't  do  anything  to  command 


A  TONIC  ADVERTISEMENT. 

"A  Rattling  Good  Tonic"  was  the  heading  on  an 
advertisement  of  Jury  &  Leslie,  of  Owen  Sound,  Ont. 
It  read: — "That  is  what  one  of  our  customers  called 
our  stomach  and  liver  tonic.  Another  man  said  it 
sweetened  his  wife  after  being  a  sour  dyspeptic  for 
years.  One  wife  said  she  had  to  take  it  away  from  her 
husband — she  couldn't  cook  enough  to  satisfy  the  p- 
petite  it  gave  him.  Stories  like  these  make  us  enthusi- 
astic about  our  stomach  and  liver  tonic.  If  you  are 
not  feeling  up  to  the  mark,  perhaps  your  stomach  is 
causing  the  trouble.  Worth  while  finding  out,  any- 
way." 

DO  YOU  LIKE  YOUR  JOB? 

There  are  to-day  any  number  of  men  who  do  not 
like  their  jobs.  Yet  it's  no  fault  of  the  job.  It's  no 
fault  of  the  man  who  provided  the  job.  It's  the  fault 
of  the  job  owner — you.  You're  disgruntled  and  sour 
and  indifferent  because  you  don't  go  to  work.  You'd 
like  your  job  all  right  if  you  let  yourself  out.  You  're  in 
the  humdrum  stage.  Day  after  day  you  do  the  same 
things  and  think  the  same  thoughts.     You  arrive  on 


<£fM% 


Ur\ly  a>.  Limited 
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Sample  of  a  very  <listincti\'c  show  cai-d. 

notice.  If  you  want  to  get  talked  about  and  consulted 
with  and  advanced,  throw  your  whole  heart  and  energy 
into  your  work  and  you'll  begin  to  love  it  in  spite  of 
yourself. — The  Courier. 


Before  you  condemn  and  throw  out  a  side  lini^,  or 
any  other  line,  be  sure  it  is  the  fault  of  the  line,  and  not 
your  fault  that  it  does  not  sell. 
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Plate  18— Half  block,  lower  case,  to  accompany  alphabet  plate  17,  on  prerious  pa^e. 
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News  of  Interest  to  the  Druggists  of  Canada 


What  is  going  on  all  over  Canada  of  in- 
terest to  men  engaged  in  the   retail  trade. 


TEMPERANCE  ALLIANCE  CONSULT  DRUGGISTS 

CHARLOTTETOWN,  P.E.I. :  The  Temperance  Al- 
liance of  Prince  Edward  Island  has  sent  a  circular  let- 
ter out  to  druggists  and  physicians  in  the  province  ask- 
ing for  suggestions  regarding  the  proposed  amend- 
ments to  the  Prohibition  Act,  in  order  to  obtain,  if  pos- 
sible, a  consensus  of  opinion  on  the  subject.  Each  one 
was  asked  to  answer  two  questions,  which  were  as 
follows : 

Questions  Asked  Druggists 

Question  1 — Would  you  favor  the  entire  prohibition 
of  the  sale  of  Intoxicating  Liquors  by  Druggists? 

Question  2 — If  not,  what  safeguards  would  you 
recommend  to  prevent  illegal  sales  of  Intoxicating 
Liquors  by  Druggists? 

To  Physicians 

Question  1 — Would  you  favor  the  entire  prohibition 
of  intoxicating  Liquors  as  a  Medicine? 

Question  2 — If  not,  what  safeguards  would  you 
recommend  to  confine  the  same  to  use  as  a  Medicine 
only? 


TORONTO  DRUGGISTS  VICTIMS  OF  SHOP- 
LIFTERS 

TORONTO:  Several  cases  of  shoplifting  have  oc- 
curred in  Toronto  drug  stores  recently.  In  one  in- 
stance, three  well-dressed  ladies  entered  a  Yonge  Street 
store  and  asked  for  an  article  that  necessitated  the 
clerk  going  to  the  rear.  They  then  helped  themselves 
to  a  number  of  articles,  including  a  $4  bottle  of  per- 
fume and  two  50-cent  cans  of  talcum  powder.  The  mes- 
senger boy,  however,  had  noticed  something  "funny" 
going  on,  and  reported  to  the  clerk,  who  followed  them 
down  the  street  and  found  them  inspecting  the  stolen 
articles.    They  were  haled  into  court  and  fined. 

Another  dealer  was  victimized  by  a  shoplifter,  who 
has  been  caught  operating  in  the  same  manner  before. 
His  scheme  is  to  enter  the  store  and  present  a  prescrip- 
tion for  cocaine,  supposedly  signed  by  a  veterinary 
surgeon.  While  a  consultation  is  being  held  on  the 
prescription,  he  quietly  annexes  any  articles  that  may 
be  handy.  In  this  particular  case  he  was  caught  with 
goods  to  the  value  of  $3  or  $4  concealed  about  his 
«lothes. 


OTTAWA   DRUG   CLERKS    CONTEMPLATE 
ORGANIZING 

OTTAWA:  Moving  spirits  among  the  Ottawa  drug 
clerks  are  attempting  to  form  an  organization,  and  if 
a  sufficient  number  of  names  can  be  secured  it  is  the 
intention  to  apply  for  a  Federal  charter  from  the 
Trades  and  Labor  Congress  of  Canada.  A  difficulty 
in  the  work  is  being  encountered  in  the  fact  that  a  con- 
siderable number  of  the  city  clerks  in  the  various  drug 
stores  are  of  the  fully  qualified  brand,  and  this  is  a 
detriment  hard  to  overcome  in  the  matter  of  having 
them  join  a  trade  union  organization.  It  is  proposed, 
however,  to  get  the  names  of  all  willing  to  join,  and 


on  the  number  secured  depends  the  future  action  of 
those  who  are  interested  in  the  movement  as  to  the 
calling  of  an  initial  meeting. 


TORONTO  PENSLAR  CLUB  FORMED 

TORONTO :  The  Penslai-  Druggists  of  Toronto  to 
the  number  of  33,  representing  35  stores  in  the  city, 
were  the  guests  of  the  Peninsular  Chemical  Co.,  at  a 
luncheon  at  the  Prince  George  Hotel,  on  April  8,  when 
marked  enthusiasm  prevailed  among  all  those  present. 

J.  W.  T.  Knox,  the  advertising  manager  of  the  com- 
pany, gave  a  talk  on  the  sale  of  Penslar  goods,  and  the 
publicity  work  being  done  in  connection  with  them. 
It  was  decided  to  form  a  Toronto  Penslar  Club,  the 
executive  of  which  will  meet  once  a  week,  while 
monthly  meetings  of  the  entire  club  will  be  held  once 
a  month,  when  a  luncheon  will  take  place,  followed  by 
a  talk  on  business  matters.  Meetings  will  be  held  at 
the  Granite  Club. 

Officers  of  the  Club 

The  officers  of  the  Toronto  Penslar  Club  are  as 
follows: 

President— W.  J.  A.  Carnahan. 

Secretary-Treasurer — J.  H.  MacKenzie. 

A.ssistant  Secretary-Treasurer — Ed.  Seyler. 

Executive — Jno.  Hennessey,  Ernest  Legge,  F.  H. 
Webb,  Claude  Fairman,  Robert  Ferrah. 

They  also  decided  to  take  up  a  local  newspaper 
advertising  campaign  in  two  of  the  local  papers,  featur- 
ing the  Penslar  line  exclusively,  and  dividing  the  ex- 
pense among  themselves.  Advertisements  are  being 
run  four  days  a  week. 


UNITED  DRUG  VOTE  FOR  NEW  PLANT 

BOSTON:  Directors  of  the  United  Drug  Company 
have  voted  to  erect  a  new  manufacturing  plant  at 
Toronto,  containing  2^,4  acres  of  floor  space,  and  to  cost 
approximately  $250,000. 

This  new  factory  will  be  about  four  times  larger 
than  the  present  experimental  plant  at  Toronto,  and 
will  take  care  of  the  United  Drug  Co.'s  Canadian 
business  in  perfumes,  candy,  stationery,  and  certain 
other  lines. 

While  the  business  of  the  United  Drug  Company 
continues  to  show  steady  increases,  the  percentage  of 
growth  during  the  past  few  months  has  been  smaller 
than  formerly,  reflecting  the  general  business  depres- 
sion. 

The  management,  however,  is  by  no  means  pessi- 
mistic regarding  the  future,  as  is  evidenced  by  its  deci- 
sion to  build  a  new  factory  in  Toronto. 


ANNUAL  MEETING  OF  DRUG  TRADING  CO. 

The  shareholders  of  the  Drug  Trading  Co.,  of  To- 
ronto, held  their  annual  meeting  in  Toronto  on  Apri) 
22,  there  being  a  large  attendance.  A  big  bamiuet 
was  held  at  the  Walker  House  in  the  evening,  when 
many  speeches  were  delivered  and  a  very  enjoyable 
evening  spent. 
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Prizes  for  Best  Papers  at  Winnipeg  Convention 

Local  Executtoe  of  C.  Ph.  A.,  have  announced  a  prize 
competition  for  the  best  papers  submitted  b\f  druggists 
and  clerks — Rules   and    regulations   governing  same. 


WINNIPEG :  The  local  committees  in  charge  of  the 
arrangements  for  the  annual  convention  of  the  Cana- 
dian Pharmaceutical  Association,  to  be  held  in  Winni- 
peg, opening  on  August  17,  and  continuing  for  four 
days,  are  working  hard  to  make  it  a  most  successful 
affair.  In  order  to  arouse  general  interest  in  it,  the 
local  executive  have  announced  that  they  will  award 
cash  prizes  for  the  three  best  papers  presented  at  the 
conventibn. 

The  prizes  will  be  in  cash  as  follows : 

First  prize— $50.00. 

Second  prize— $25.00. 

Third  prize— $15.00. 

Points  on  Which  Papers  will  be  Judged 

The  following  regulations  will  govern  the  competi- 
tion, and  awards  will  be  made  with  consideration  to 
the  following  points: 

1st.  As  to  value  of  the  paper  as  applied  to  present 
day  pharmacy,  either  professional  or  commercial. 

2nd.  As  to  the  practical  limitations  of  the  subject. 


6th.  All  papers  to  be  written  in  English  and  of 
reasonable  length. 

7th.  All  competitors  must  be  members  of  the  Cana- 
dian Pharmaceutical  Association. 

The  Judges  of  the  Papera 

The  judges  to  be  composed  of  the  executive  of  the 
Canadian  Pharmaceutical  Association  as  constituted 
for  1914,  with  power  to  add  to  their  number,  who  will 
convene,  prior  to,  or  during  the  convention,  and  an- 
nounce their  findings  on  Thursday,  August  20,  or  at 
such  other  date  as  they  see  fit.  All  regulations  govern- 
ing the  voting  power  of  the  executive,  etc.,  to  control 
the  vote,  whose  decision  shall  be  final  in  all  eases. 

A  Competition  for  Clerks  Also 

The  clerks  have  not  been  forgotten  either.  Two  spe- 
cial prizes  will  be  awarded  to  the  certified  clerk  or 
registered  apprentice  presenting  the  best  paper  on  any 
one  of  the  following  subjects: 

1st.  A  clerk's  relationship  to  his  employer. 


Arrange  to  be  in  Winnipeg  on  August  1  7 

* 

The  annual  convention  of  the  C.  Ph.  A.  opens  in 

;     Winnipeg  on  Monday,  August    17,  continuing   for 

four  days.     You  will  receive  a  great  deal  of  benefit 

from  being  in  attendance.     Plan  now  to  be  present. 

3>rd.  As  to  originality  of  subject  matter. 
4th.  As  to  the  monetary  value  in  relation  to  prac- 
tical pharmacy. 

Rules  Governing  the  Competition 

The  following  rules  will  govern  the  competition  and 
must  be  strictly  adhered  to  by  the  contestants : 

1st.  Due  notice  that  a  paper  will  be  presented  must 
be  in  the  hands  of  the  local  secretary  not  later  than 
July  1,  1914:  ^       • 

2nd.  All  papers  to  be  entered  in  the  competition  to 
be  in  the  hands  of  the  local  secretary  not  later  than 
twelve  o'clock  noon,' Monday,  August  10th,  1914,  and 
to  be  sent  to  him  by  registered  mail. 

3rd.  All  papers  to  be  typewritten  on  one  side  of  the 
papier  only  and  to  be  properly  paged. 

4th.  Bach  paper  to  be  appropriately  titled  and  to 
bear  the' bona  fide  signature  of  the  author. 

i5tix.  AH  competitors  to  permit  publication  over  their 
signature  of  the  papers  presented  in  the  various  drug 
jSttumals,  if  desired,  ori^nal  copy  to  be  returned  if 
'toeqttested,  within  a  reasonable  time. 


2nd.  An  employer's  relationship  to  his  clerk. 

3rd.  Practical  ideas  on  salesmanship. 

4th.    The  value  of  a  college  training. 

5th.  The  advantages  of  advanced  preliminary  quali- 
fications. 

The  first  prize  in  the  clerk's  competition  will  be 
$20,  and  the  second  $10.  This  competition  will  be  gov- 
erned by  the  same  rules  as  set  forth  in  the  other,  with 
the  exception  of  rule  seven. 

Plan  Your  Paper  Now 

Now  is  the  time  for  druggists  and  their  clerks  to 
begin  to  plan  their  papers.  The  prizes  are  certainly 
worth  making  a  bid  for,  and,  at  any  rate,  the  prepara- 
tion of  such  a  paper  cannot  help  but  be  of  benefit  to 
everyone  entering  the  competition.  Notice  of  the  sub- 
mission of  papers  must  be  in  the  hands  of  the  local 
secretary  not  later  than  July  1,  and  all  papers  must  be 
in  by  August  10.  Anyone  wishing  further  particulars 
can  secure  same  by  applying  to  C.  W.  Campbell,  sec- 
retary of  Local  Executive.  331  St.  Mary's  Ave.,  Win- 
nipeg. 
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NEWS  OF  THE  TRADE 

From  Coast  to  Coast 


/ 


Talc  is  one  of  the  items  included  in  the  list  of  tariff 
changes  announced  by  the  Finance  Minister  in  his  bud- 
get speech.  This  article,  w*hich  was  formerly  free,  is 
made  subject  to  a  duty  of  15  per  cent.,  171/2  per  cent, 
and  20  per  cent.,  according  to  the  country  it  comes  from. 

Quebec  and  Maritime  Provinces. 
Mr.  and  Mrs.  Geo.  W.  Johnston,  of  Cowansville,  Que., 
were  recent  visitors  in  Toronto. 

F.  Wyeth  Horner,  of  Montreal,  spent  a  few  days  in 
Toronto  on  business,  the  latter  part  of  April. 

The  National  Stock  Food  Co.,  Ltd.,  of  Montreal,  has 
been  incorporated  with  a  capital  stock  of  $100,000. 

Ryan  &  Blackadar,  Weymouth,  N.S.,  have  dissolved. 

A.  S.  Hutchins,  druggist,  of  Liverpool,  N.S.,  suffered 
fire  loss. 

Allan's,  Ltd.,  Montreal,  have  been  incorporated  with 
a  capital  stock  of  $50,000.  to  deal  in  soft  drinks  and 
kindred  lines. 

Bigelow  &  Hood,  of  Truro,  N.S.,  manufacturers  of 
aerated  waters,  who  have  been  conducting  a  branch 
store  in  St.  John,  N.B.,  have  decided  to  open  bottling 
works  in  that  city. 

Dewitt  P.  Green,  formerly  with  Moyes  Chemical,  To- 
ronto, has  now  become  associated  with  the  pharmaceuti- 
cal firm  of  F.  Wyeth  Horner,  of  Montreal. 

The  drug  store  and  sub-post  office  conducted  at  512 
Delorimier  Avenue,  Montreal,  by  R.  A.  Taschereau,  was 
robbed  on  the  night  of  April  17.  A  pay  station  tele- 
phone was  rifled  and  postage  stamps,  a  parcel  to  be  sent 
by  parcel  post  valued  at  $80,  and  $200  worth  of  drug- 
gist's supplies  were  taken. 

Ontario. 

H.  A.  Crooks,  of  Paris,  Ont.,  was  a  recent  visitor  to 
Toronto. 

G.  H.  Coulter,  of  Toronto,  has  sold  his  drug  store  to 
A.  La  France. 

Russel  Smith,  of  Walkerton,  lias  accepted  a  position 
with  J.  W.  Peteh.  of  Walkerville,  Ont. 

It  is  reported  that  A.  E.  Patterson,  of  Allandale,  will 
build  a  new  store  of  pressed  cement  brick. 

The  Newburgh  Drug  Store,  conducted  by  T.  T.  Win- 
ter, at  Newburgh,  Ont.,  was  destroyed  by  fire. 

E.  C.  Cairnes,  of  Woodstock,  has  purchased  the  drug 
and  stationery  business  of  J.  D.  Conway,  of  Hespeler. 

The  drug  store  of  R.  L.  Morgan,  Lindsay,  Ont.,  was 
one  of  five  business  places  in  that  town  which  were 
robbed  on  April  1. 

R.  Watson,  a  graduate  druggist  from  Acton,  Ont., 
has  taken  a  position  in  the  drug  store  of  H.  G.  Foote, 
Port  Colbojcne,  Ont. 

The  drug  business  of  the  late  J.  DeW.  Randall,  Nia- 
gara-on-therLake,-  Ont.,  has  been  disposed  of  to  Mr. 
Coyne,  of  St.  Catharines. 

The  annual  meeting  of  the  council  of  the  Ontario 
College  of  Pharmacy  will  open  in  Toronto  on  June  1, 
continuing  for  five  days. 

Sam  Neil,  formerly  with  the  National  Drug  &  Chemi- 
cal Co.,  has  .ioined  the  staff  of  the  Peninsular  Chemical 
Co.  as  traveling  salesman. 

C.  H.  Hyde,  of  the  Mentholatum  Co.,  Bridgeburg, 
Ont.,  was  re-elected  a  vice-president  of  the  Bridgeburg 
Manufacturers'  Association  at  their  annual  meeting. 


S.  N.  Ridley,  who  has  been  manager  of  Stewart's 
Drug  Store  at  Grimsby  for  the  past  two  years,  has 
taken  an  interest  in  a  drug  business  in  St.  Catharines. 

Considerable  loss  was  caused  to  the  drug  store  of  T. 
T.  Barnes,  of  Sault  Ste  Marie,  by  fire  on  April  5.  The 
large  stock  of  drugs  and  stationery  was  completely  de- 
stroyed. 

Wm.  M.  Treadwell,  formerly  of  St.  Thomas,  Ont., 
who  has  been  clerking  for  Frank  Marlatt,  druggist, 
Moose  Jaw,  has  purchased  a  drug  business  at  Assini- 
boia,  Sask. 

Geo.  N.  Collins,  of  Welland,  and  T.  E.  McLellan,  of 
Gait,  members  of  the  Board  of  Education  in  their  re- 
spective towns,  attended  the  Educational  Convention  in 
Toronto  during  Easter  week. 

Norman  G.  McHardy,  of  Woodstock,  Ont.,  Canadian 
representative  of  the  McCourt  Label  Co.,  of  Bradford, 
Pa.,  manufacturers  of  a  special  cabinet  for  labels,  was 
a  recent  visitor  in  Toronto. 

J.  H.  Hallett  has  sold  out  his  drug  store  at  the  cor- 
ner of  Jarvis  and  Carlton  streets,  Toronto,  to  John  P. 
Taylor.who  at  present  conducts  a  store  at  1487  Queen 
street  west,  and  will  conduct  it  as  a  branch.  Mr.  Hallett 
is  retiring  on  account  of  ill-health. 

The  main  branch  of  the  Hennessey  Drug  Stores,  Ltd., 
in  Hamilton,  located  at  7  East  King  Street,  has  been 
purchased  by  McKee's,  Limited,  of  Guelph.  The  Hen- 
nessey Drug  Stores  still  retain  the  other  two  stores  lo- 
cated at  the  corner  of  James  and  Barton  Streets  and 
Sherman  Avenue  and  Barton  Street. 

The  Red  Cross  Drug  Store,  Port  Arthur,  Ont.,  held 
its  official  opening  recently.  The  store  is  owned  by  A. 
L.  Smith  and  Company,  and  is  located  on  Cumberland 
Street,  near  the  Gaiety  Theatre.  Mr.  Smith's  former 
store  was  on  the  corner  of  Pearl  and  Cumberland 
Streets. 

H.  H.  Todjham,  for  the  past  four  years  with  W.  J.  A. 
and  H.  Carnahan,  at  the  corner  of  Church  and  Carlton 
streets,  Toronto,  has  joined  tbe  staff  of  the  Peninsular 
Chemical  Co.,  as  traveling  salesman.  Wm.  Peary,  who 
has  had  charge  of  the  store  of  W.  H.  Fields,  of  Toronto, 
with  whom  he  had  been  for  17  years,  has  succeeded  Mr. 
Todjham  as  head  salesman  in  the  Carnahan  store. 

In  the  Mercantile  Bowling  League  of  Toronto,  which 
has  just  closed  its  season,  A.  McKenzie,  of  the  Drug 
Trading  Co.,  was  successful  in  winning  the  high  aver- 
age on  his  team,  while  Ed.  Allan,  of  the  same  firm,  car- 
ried off  the  second  prize  in  the  high  average  for  the 
league.  He  also  took  second  prize  in  the  handicap  in 
the  league.  i  . 

T.  B.  S.  Tweedale  has  purchased  the  drug  store  of 

Col.  T.  B.  Welch,  Windsor,  Ont.,    Mr.  Tweedale' is  a 

graduate  of  the  class  of  98-99,  first  locating  at  Dutton, 

■  where  he  remained  for  two  years.    In  1902  he  establish- 


KEEF  WINNIPEG  IN  MIND. 

MEMBERS  of  the  drug  trade  in  all  parts  of  the  Do- 
minion should  keep  the  annual  convention  of 
the  C.Ph.A.  in  Winnipeg  during  the  week  of 
Aug.  17,.  in  mind,  and  begin  to  make  plans  to  he  pre- 
sent at  this  big  annual  affair.  The  more  druggists  who 
are  in  attendance  at  this  convention  and  take  part  In 
the  deliberations,  the  greater  will  be  the  work  accom- 
plished and  the  benefits  that  will  accrue  to  the  drug 
business  of  Canada  as  a  result. 

The  committees  in  Winnipeg  in  charge  of  the  ar- 
rangements are  working  hard  and  are  looking  forward 
to  a  largely  attended  and  successful  convention.  The 
convention  opens  on  Monday,  Aug.  17,  and  continues 
for  four  days.    Keep  the  date  in  mind. 
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ed  a  drug  business  in  Essex,  where  he  has  remained  for 
12  years  He  will  run  two  stores,  one  in  Essex  and  one 
in  Windsor.  Col.  Welch  was  obliged  to  retire  owing  to 
ill-health. 

Manitoba. 

The  Europe  Drug  Store.  Winnipeg,  has  been  opened 
for  business. 

W.  H.  Morrison,  druggist,  of  Dauphin,  Man.,  has 
sold  to  W.  Robson. 

C.  0.  Bunting,  druggist,  of  Pipestone,  Man.,  has  been 
succeeded  by  0.  S.  Ross. 

The  Limo  Drug  Co..  Ltd.,  of  Winnipeg,  has  received 
Manitoba  incorporation  with  a  capital  stock  of  $40,000. 
The  provisional  directors  are  David  A.  Monheit,  Samuel 
Korf,  Rachael  Monheit,  Hettie  Korf,  and  J.  D.  Suffield. 

Saskatchewan  and  Alberta. 

J.  H.  Gravel  has  opened  up  a  drug  store  at  Admiral, 
Sask. 

Antoine  Soucy  has  opened  a  drug  store  at  Meyronne, 
Sask. 

The  Elliott  Drug  Co.,  Saskatoon,  Sask.,  suffered  loss 
by  fire. 

Dr.  W.  G.  Morris,  of  Chauvin,  Alta.,  is  opening  a 
drug  store. 

A  drug  store  has  been  opened  at  Cadillac,  Sask.,  by 
T.  H.  Porter. 

The  Expanse  Drug  Co.,  Expanse,  Sask.,  have  dissolv- 
ed partnership. 

S.  C.  Kennedy,  druggist,  of  Abernethy,  Sask.,  has 
opened  a  branch  at  Meyronne. 

P.  A.  Dunk,  druggist,  of  Port  Qu'Appelle,  Sask.,  has 
been  succeeded  by  Miss  E.  N.  Hall. 

The  Elliott  Drug  Store,  Saskatoon,  suffered  loss  in  a 
.$200,000  fire  in  that  city  in  early  April.  The  loss  is 
estimated  at  $18,000.  with  insurance  of  $12,000. 

W.  A.  Carley,  of  the  12-13  Class  of  O.C.P.,  has  pur- 
chased the  drug  business  of  the  Kerrobert  Pharmacy, 
owned  by  Hoggarth  &  Clendenan,  at  Kerrobert,  Sask. 

British  Columbia. 

A.  A.  Galloway,  Kamloops,  B.C.,  has  opened  a  branch 
store. 

J.  B.  Boyle,  druggist,  of  New  Westminster,  B.C.,  has 
moved  to  Vancouver. 

The  Vancouver  branch  of  the  Lowney  Chocolate  Co., 
suffered  a  fire  loss  of  $25,000. 

The  Ladysmith  Drug  Co.,  Ladysmith,  B.C.,  are  in- 
creasing the  size  of  their  store.  Mr.  Thomas  reports 
business  as  fair. 

The  Red  Star  Pharmacy.  Cordova  street.  Vancouver, 
B.C.,  has  been  purchased  by  Messrs.  W.  W.  Stephens 
and  C.  S.  Clayton. 

Harry  E.  Creech,  of  A'^ancouver,  B.C.,  who  has  been 
with  A.  C.  Van  Houten  for  some  time,  is  leaving  the 
trade  shortly  to  study  dentistry. 

A.  H.  Hamilton,  who  has  been  with  the  Broadway 
Pharmacy,  Vancouver,  for  some  time,  is  leaving  for 
Winnipeg,  where  he  contemplates  commencing  busi- 
ness. 

J.  Vans  McDonald,  Victoria,  B.C.,  is  now  manager  at 
Terry's  Branch  Drug  Store  at  Douglas  and  Pandora. 

R.  W.  Riley  will  open  a  drug  store  on  Douglas  street, 
Victoria,  B.C.,  about  May  1. 


view  Avenue,  south  of  Queen.  The  building,  when  com- 
pleted, will  give  the  company  five  times  the  floor  space 
of  the  present  plant. 

E.  R.  CARPENTER.  OF  COLLINGWOOD,  PASSES 

AWAY 

E.  R.  Carpenter,  of  CoUingwood,  who  passed  away 
last  month,  was  a  resident  of  that  town  for  55  years, 
locating  there  in  1859.  He  entered  into  the  drug  busi- 
ness for  himself  a  few  years  after  locating  in  the  town, 
and  continued  it  until  a  few  years  ago,  when  he  sold 
to  Jury  &  Gregory.  During  his  entire  lifetime  he  al- 
ways enjoyed  the  highest  respect  and  confidence  of 
those  who  knew  him.  He  is  survived  by  a  wife,  one 
daughter,  and  two  sons.  One  son,  Edward,  is  at  present 
engaged  in  the  drug  business  at  Edmonton,  Alta. 

OSHAWA  MERCHANTS  DISCUSS  TELEPHONE 
PROBLEMS 

The  Oshawa  branch  of  the  Retail  Merchants'  Asso- 
ciation held  a  banquet  on  March  23,  at  which  various 
trade  questions  were  discussed.  During  the  evening 
T.  B.  Mitchell,  druggist,  brought  up  the  question  of  a 
proposed  change  in  the  system  of  the  telephone  ex- 
change, which  he  believed  would  cause  an  advance 
in  'phone  rates.  He  also  pointed  out  that  other  towns 
had  better  connections  with  the  farmers.  Mr.  Lovell 
also  thought  that  the  retail  merchants  should  interest 
themselves  in  the  ((uestion,  and  a  committee  was,  ac- 
cordingly, appointed  to  look  after  the  matter. 

REXALL  DRUGGISTS  IN  CONVENTION 

TORONTO:  The  fourth  annual  meeting  of  the 
Ontario,  Quebec,  New  Brunswick,  and  Nova  Scotia 
shareholders  of  the  United  Drug  Company  was  held  at 
the  King  Edward  Hotel,  Toronto,  on  Tuesday  and 
Wednesday,  April  21  and  22.  The  attendance  was 
large  and  representative,  and  many  matters  of  interest 
to   Rexall   druggists  were   discussed   during  the   two 

days. 

On  the  night  of  the  first  day  a  theatre  party  of  the 
shareholders  and  their  wives  and  friends  was  held  at 
the  Royal  Alexandra  Theatre,  while  the  convention  was 
closed  by  a  big  banquet  at  the  King  Edward  Hotel  on 
Wednesday  evening,  at  which  A.  J.  Gould,  of  Cobourg, 
Ont.,  acted  as  chairman  and  toastmaster.  Among  those 
who  spoke  were:  S.  C.  Dobbs,  of  Atlanta,  Ga.,  vice- 
president  and  advertising  manager  of  the  Coca-Cola 
Co.;  E.  J.  Atkinson,  of  the  Toronto  Boys'  Dominion; 
Dean  Heebner,  of  the  Ontario  College  of  Pharmacy, 
and  L.  K.  Liggett,  of  the  United  Drug  Co.,  of  Massa- 
chusetts. 

During  the  convention  J.  J.  Kinley,  of  Lunenburg. 
N.S.,  was  presented  with  a  loving  cup,  he  being  the 
one  who  had  come  the  longest  distance  to  attend  the 
convention. 


UNITED  DRUG  EXPAND  IN  TORONTO 

The  United  Drug  Co..  Toronto,  have  secured  a  per- 
mit to^eresta  flve-storey,  $125,000  building  on  Broad- 


DBUGQISTS  GET  RIGHT  TO  APPEAL 

ONE  of  the  amendments  to  the  Liquor  License 
Act  of  Ontario,  introduced  by  Hon.  W.  J.  Hanna 
into  the  Provincial  House,  is  that  regarding  the 
right  to  appeal.  Druggists  are  now  given  the  right  to 
appeal  clearly. 

As  the  Act  stood,  the  magistrate's  decision  was 
final.  This  was  considered  decidedly  imfair  to  the 
druggists,  and  the  question  was,  therefore,  taken  up 
by  the  councU  of  the  O.  C.  P.,  so  that  now  druggists 
have  the  right  to  appeal  In  case  of  convictions  by  the 
magistrate. 
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HINTS  TO  BUYERS 

Items  from  Manufacturers,  Jobbers, 
and  Agents 


SELL  CHILDREN'S  BOOKS  ALL  THE  YEAR 
ROUND 

Children's  books  should  bo  prominently  displayed  all 
the  year  round  by  the  druggist,  and  not  only  as  a 
(Christmas  line.  It  has  been  demonstrated  very  clearly 
by  those  who  have  made  a  special  feature  of  children's 
books  that  the  sale  is  al\va.ys  there. 

The  Valentine  &  Sons  United  Publishing  Co.,  Ltd.. 
gave  an  instance  to  the  Retail  Druggist  of  just  what 
can  be  done,  and  whi'eh  is  well  worth  relating.  They 
got  a  dealer  in  Montreal  to  try  200  of  their  small  cut- 
out toy  books,  retailing  at  5  cents  each,  displaying  them 
on  the  counter,  to  see  what  results  could  be  secured. 
The  first  order  of  200  was  taken  up  on  Feb.  20,  and 
that  order  has  been  repeated  three  times  up  to  April 
15.  This  readily  demonstrates  that  the  demand  for 
children's  books  is  always  present,  and  it  is  to  the 
dealer's  benefit  to  see  that  he  gets  a  line  suitable  for 
all  times. 

Something  new  along  this  line  that  Valentine  &  Son 
are  now  offering  is  the  Rocking  Book.  The  idea  has 
been  cleverly  conceived,  combining,  as  it  does,  both 
a  toy  and  a  book  in  one.  thus  proving  of  great  interest 
to  children  and  assisting  materiall.v  in  making  attrac- 
tive and  catchy  disjilays. 


SOVEREIGN  PERFUMES,  LIMITED 

Sovereign  Perfiunes,  Limited,  of  146-148  Brock  Ave., 
Toronto,  extend  an  invitation  to  the  drug  trade  to  visit 
their  laboratories  at  any  time,  and  inspect  the  up-to- 
date  plant  which  they  now  have  for  producing  Corson 's 
Perfumes  and  toilet  requisites.  The  writer  had  the 
pleasure  of  being  shown  through  their  premises  re- 
cently, and  found  much  of  interest  as  well  as  of  an 
educational  character. 

Their  plant  is  a  most  complete  one.  Back  of  the  main 
offices  is  the  shipping  department,  with  a  show  room 
for  their  goods  to  one  side.  In  the  basement  is  the 
bottle  washing  department,  where  all  the  containers 
are  thoroughly  cleaned  before  being  filled.  Here  also 
is  the  manufacturing  department  for  cold  creams  and 
associated  lines. 

An  interesting  part  of  the  basement  is  the  large  vault 
at  the  front,  where  the  surplus  supply  of  essential  oils 
used  in  the  making  of  their  perfumes  is  kept.  Many 
of  the  ingredients  are  extrerael,y  high-priced,  as,  for 
instance,  Gre.y  Ambergris,  which  is  worth  $28  per 
ounce,  and  Otto  Rose,  at  $18  per  ounce.  The  big  var- 
iety of  ingredients  carried  is  gathered  from  all  sec- 
tions of  the  world,  and  makes  an  extremely  interesting 
study. 

On  the  third  floor  of  the  building,  in  addition  to  the 
filling  and  packaging  department,  are  the  laboratories, 
where  the  perfumes  are  made.  Here,  again,  there  is 
room  for  much  interesting  study  in  regard  to  the  man- 
ner in  which  the  different  ingredients  are  mixed  to 
produce  the  perfume  creations  for  milady.  The  trade 
mark  of  all  their  goods  is  "Corson's,"  the  name  of  the 
president,  Rolph  R.  Corson,  having  been  taken  that  the 
whole  line  might  have  uniformity  in  this  particular  and, 
as  a  whole,  benefit  from  their  advertising. 

Mr.  Corson  has  great  faith  in  Canadian  products,  and 
in  all  materials  used  in  the  manufacture  of  their  goods, 


such  as  tins,  boxes,  bottles,  etc.,  the  preference  is  given 
to  Canadian-made  goods.  They  further  make  the  claim 
that  they  are  the  only  exclusively  Canadian  concern 
manufacturing  perfumes  and  toilet  reciuisites  that  was 
organized,  is  operated,  and  is  owned  wholly  by  Cana- 
dians. 

It  is  interesting  to  note  that  the  high  (juality  of  their 
goods  is  making  them  popular,  not  only  in  all  parts  of 
Canada,  but  in  other  countries  of  the  world.  They  ship 
to  United  States,  in  the  face  of  extremely  high  duties; 
thi'ee  shipments  of  goods  have  already  gone  forward  to 
England  this  year,  while  a  shipment  is  at  present  on  its 
way  to  Sydnev.  Australia. 


WELLINGTON  &  WARD  OPEN  ART  GALLERY  IN 
LONDON,  ENG. 

Messrs.  Wellington  &  Ward,  manufacturers  of  the 
famous  Wellington  photographic  specialties,  have  just 
opened  very  handsome  showrooms  at  101  High  Holborn, 
London.  England. 

This  house  has  a  branch  in  almost  every  country 
throughout   the   world,   and   these   London  showrooms 


Front  view  tjf  llic  art  K-ilk-i'>  upciicd  in  Loudon,  Eng.,  by 
Wellinston  &  Ward. 

have  been  fitted  up  for  the  express  purpose  of  being 
a  central  depot,  where  country  and  foreign  customers 
and  friends  may  meet. 

No  products  are  stocked  in  these  premises,  but 
demonstrations  on  the  use  of  the  Wellington  goods  are 
given  at  all  times  to  any  interested  in  photography. 

All  visitors  to  London,  PjUgland,  are  most  cordially 
invited  to  these  galleries.  Druggists  who  are  contem- 
plating a  trip  to  the  Old  Country  should  make  a  note 
to  visit  this  interesting  display. 


THE  ONTARIO  CORK  CO 

Mr.  Druggist:  Why  do  you  pay  xxx  prices  for  xx 
(|uality  corks? 

You  can  save  money  by  writing  to  the  Ontario  Cork 
Co.,  31-33  Front  St.,  Toronto.  They  sell  the  cork  that 
is  different.    Write  in  to-dav. 


It  is  better  to  lose  a  few  things  from  handling  than 
to  keep  people  standing  back  looking  at  "Hands  Off'' 
signs. 
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FORMULARY 

Special  'Preparations  for  the  'Druggists 


Green  Corn  Paint 

Acid,  salicylic    1  dr. 

Ext.  eannab  ind 5  grs. 

Resin,  common 1  dr. 

Spt.  rectificat  3  drs. 

Aether  methyl 5  drs. 

Iodine  Com  Paint 

(For  soft  corns.) 

Liq.  iodi  fort.,  B.P 1  dr. 

Collodium  flexile  ad  1  oz. 

M. 
Paint  on  the  com  nightly. 

Corn  Ointment 

Acid  salicylic   1  oz. 

01.   amygdalae    ..........,; .  1  oz. 

Cerae  flavae .;,•..  |;  .j.,>,. .:.  ..*.  1  oz. 

Resinae,  flavae    ............ ;-. .  t\.^...  .  .t . .  2  ozs. 

Adipis r. '  .>. .  :f:x.  4  ozs. 

Com  and  Wart  Paint 

Acid  salicylic    • 24  grs. 

Acid,  lactic  cone.  ^^ ■  ■■■ 18  mins. 

Ext.  eannab.  ind '.i". , •  •  •■  ; 6  grs. 

CoUodii 1  o|=- 

Mix.  •    ,,    !  'i  ' 

Collodium  Salicylatum  Co.  > 

(Com  collodion) 

Acid  salicylici 1  dr.  45  grs. 

Ext.  cannabis  ind 1%  drs. 

Alcohol  (90  per  cent.) 1^^  drs. 

Collodium  flexile  ad '.   10  ozs. 

Red  Chlorodyne 

Chloroform 2  ozs. 

Ether %  oz. 

Tincture  of  Indian  hemp  1  oz. 

Tincture  of  capsicum  1  oz. 

Muriate  of  morphine   20  grs. 

Oil  of  peppermint 24  mins. 

Dilute  hydrocyanic  acid 1  oz. 

Glycerine 3  ozs. 

Water   1  oz. 

Cochineal  coloring   q.s. 

Rectified   spirit    16  o'zs. 

Mix  in  the  usual  way. 

Transparent  CUorodyne 

Morph.  hydrochlor   12      grs. 

Spt.  rectif 11/2  ozs. 

Tr.  Cannab.  ind. 2      drs. 

01.  menth  pip 6      mins. 

Tr.  capsici 1      dr. 

Chloroformi  ^  oz. 

Ac.  hydrocyan  dil 1      dr. 

Glycerinum  ad   6      ozs. 

Dissolve  the  morphine  in  the  spirit,  add  the  other 
ingredients  in  their  order,  and  color  with  burnt  sugar 
just  q.s.,  as  on  keeping  it, becomes  blue.  If  desired  to 
l>e  colorless  omit  the  tr.  cannab.  ind. 


TELL  CUSTOMERS   HOW  TO   REMOVE   POROUS 
PLASTERS. 

Many  people  dread  the  use  of  a  porous  plaster,  be- 
cause they  have  so  frequently  proved  an  instrument 
of  torture.  It  is  undoubtedly  true  that  more  people 
would  buy  them,  if  they  knew  how  to  take  them  off. 
The  proper  way  is  to  wet  a  sponge,  or  bit  of  cotton 
with  alcohol — drop  a  little  alcohol  on  the  skin  under 
the  plaster,  and  it  will  come  off  easily.  Pass  the  word 
along  to  your  customers.  They  will  be  so  pleased  that 
they  will  come  back  and  buy  more  plasters.  Maybe  you 
can  sell  them  a  sponge,  or  a  package  of  cotton  to  use 
in  getting  the  plaster  off. 


PRACTICAL  HINTS  FOR  THE  DRUGGIST. 

The  druggist  should  use  paraffinfed  corks  with  stock 
bottles  containing  syrups.  The  reason  for  this  is  that 
the  paraffin  prevents  the  cork  from  sticking  to  the 
bottle.  If  it  sticks  it  is  liable  to  break  when  being 
extracted. 

Frequently  the  graduate  is  not  held  perfectly 
straight  in  measuring  liquids.  The  druggist  should 
select  some  perfectly  level  place,  where  graduates  and 
measures  can  be  set  when  measuring,  as  it  makes  con- 
siderable difference  on  some  things. 

A  good  cement  for  glass  is  made  of  a  thick  solution 
of  gum  arable  and  plaster  of  paris.  Make  a  thick 
paste  and  apply  to  the  broken  edges  with  a  brush,  join 
the  parts  carefully  together  and  set  away.  A  cement 
equally  good  is  cherry  gum.  Rub  the  gum  on  the  edge» 
and  unite. 

For  temporary  labels  for  working  use,  one  druggist 
uses  old  unsealed  envelopes,  cutting  them  so  the  gum- 
med edge  will  become  the  top  margin  of  the  label. 
They  are  easily  applied  and  removed. 

Wrapping  porous  plasters  is  of  more  importance 
than  the  average  druggist  would  at  first  imagine. 
Porous  plasters  should  be  wrapped  flat,  not  rolled  up. 
Large  envelopes,  which  open  at  one  end  are  just  the 
thing  to  send  plasters  out  in. 

■  In  selling  water  bags,  the  dealer  should  tell  the  cus- 
tomer that  they  should  be  inflated  with  air  to  prevent 
the  insides  from  sticking  together,  a  thing  which  often 
happens  if  the  bags  are  put  away  damp.  It  is  also 
well  to  advise  customers  to  use  a  funnel  in  pouring  in 
water  that  is  extremely  hot.  This  prevents  the  water 
from  striking  directly  against  the  neck  of  the  bottle, 
where  it  leaks  first. 


LOTION  TO  PREVENT  RAIN  FROM  OBSCURING 
WINDOWS. 

Here  is  a  lotion  that  there  is  no  doubt  that  many 
druggists  can  build  up  a  considerable  trade  in.  Tt  is  a 
preparation  for  keeping  rain  from  obscuring  wind 
shields.    Here  is  a  formula  for  sueh  a  lotion: — 

Sodium  chloride   1     dram 

Water   1     ounce 

Glycerine    2  ounces 

A  little  of  this  is  placed  on  a  gauze  and  wiped  over 
the  glass  in  a  very  thin  layer,  but  always  in  a  down- 
ward direction.  It  is  said  to  be  a  great  aid  for  this 
purpose,  and  there  are  probably  other  uses  for  which 
it  could  also  be  sold. 


Spare  time  in  business  hours  is  chiefly  valuable  for 
use  in  preparing  for  busy  times  later.  Don't  waste  it 
in  idleness. 
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A  DOCTOR'S  ADVICE 

Mr8.l!.  Holiday, 72Yeld- 
hum  Roiid,  Haniiuer- 
smith.  writes:— "My  Haby 
Charles  has  b«en  reared 
entii-ely  on  your  Food 
since  the  fitge  of  three 
weeks.  When  born  tie 
\veij.'hed  7  lb.,  but  did  not 
thrivoonhit,'naturalmilk. 
and   I'NIIEK   THE  AD 

VU'E  OH"  110CT0R  , 

Fnlhain  Palace  Head,  HK 
\V.\S  PUT  ON  YOIH 
FOOD.  He  i8  now  six 
months*  old  and  weishs 
11^  lb.  I  am  thankful  to 
say  he  has  never  had  any 
troubles  since  he  rtrst 
8t.arted  it,  and  is  in  every 
way  a  healthy  boy.    Pkk- 

VIDIS  TO  IRYINO  YOIR 
b-OOl)  WE  TKlEll  OTHKRS 
WHICH  WERB  MORK  KX- 
rEN8IVK.  HUT  WHICH  DID 
NOT  AOKKK  WITH  HIM  SO 
WKLI.  .\S'NE.\VE'S.'"~A^0- 

tvmher  nth,  nn^. 


Neate'8  Food  has  por  many  years  been  used  in  the  Russian  Imperial  Nurseries 
NEARLY  90  YEARS'  REPUTATION 


Gold  Medals,  London,  1900  and  180U,  also  Pari*. 


tleave 

^^    ^^  For  Infants  and  Invalids^     \^ 


s 


Food 


Sold  by  most  wholesale  drugfg-ists  and  leadings  drug  stores  in  tins  specially 
packed  for  Canada.  Terms  and  advertising  matter  sent  on  application  to  the 
Canadian  Agent  :— EDWIN    UTLEY,   14  Front  Street  East,   Toronto. 

Manufacturan:— JOSIAH  R.  NEAVE  &  CO.,  Fordingbridge,  England. 


Aaother  Friend't  Advic* 

Mrs.  J.  W.  Pateman,  34 
Harriet  St.,  Toronto,  in 
writing  about  NeaTe's 
Food  says  "When  I  first 
knew  one  of  my  friends, 
her  baby  Jack  was  eight 
months  old  and  dying  by 
inches.  She  had  tried 
three  foods  because  her 
Jack  could  not  digest 
milk.  At  last,  I  fetched 
her  a  tin  of  Neave's  Food. 
At  the  end  of  a  month. 
Jack  was  rapidly  gaining 
flesh  and  was  bright  and 
happy.  He  is  a  lovely  boy 
now  and  she  declares 
Neave's  Food  saved  his 
life. "    And  it  did. 

Brititb  Medical  Jonnul 

"Well  adapted  for  the  use 
of  children  and  aged 
people.  Much  used  by 
mothers  nursing  and  by 
invalids." 


Send  Your 

WANT  ADS 


To  the  Retail  Druggist 


GEHRIG  BROTHERS' 

Teething  Necklaces  for  Children 

are  ance  many  years  amons  the  best  renowned  and  the  most  useful 
articles  for  babies  and  are  highly  tecommended  to  all  careful  mothers 
for  their  little  darlioss  by  Cehris  Brolhcii:  Principal,  Oskar  Kust. 

Gehrig  Brothers'  Teething  Necklaces  Manufactory 

18  Koenissraetzer  .Street.  Berlin  W.  9,  Germany 


RHEUMATISM    CURED 

THE  BEST  REMEDY  IN  THE  WORLD  FOR 
RHEUMATISM,   GOUT,   LUMBAGO,   SCIATICA,    NEURALGIA. 

BLAIR'S    GOUT    PILLS 

If  you  Buffer  from  any  of  these  complaints  try  these  crlf>brated  pills. 

Perfectly  safe,  sure  and  effectual.   Thousands  can  testify  to  this  statement. 

Proprietors  ~  Frout  &  Haraant.    229  Strand,   London,  Eng. 


Two  Popular  Lines  of  Bottles 

The  bottles  that  have  proven  their  profitableness 
to  the  dealer  by  the  ever  increasing  demand 
for  them.      Have  you  these   goods   in    stock? 

The  King  B  Oval        The  Rigo  Nurser 


The  aristocrat  in  good  bot- 
tles, made  lor  better  service 
and  more  sales.  Shipped 
in  the  special  cell  package 
that  ensures  freedom  from 
breakage. 


Attractive  in  appearance, 
easy  for  baby  to  hold,  and 
will  not  roll  off  the  table. 
This  feeder  will  sell  as 
soon  as  you  show  it.  Order 
a  gross  to-day. 


The  RICHARDS  GLASS  CO.,  Umited 


182  ADELAIDE  ST.  W. 


'Everything  the  Druggiat  Needs  in  CIomm" 
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THE  STATIONERY  DEPARTMENT 


ll      A  department  devoted  to  stationery,  book',   post  cards  ar\d  associated  lines 


Window  Devoted  Exclusively  to 

Magazines 

A  DRUGGIST  who  has  devoted  one  of  his  display 
windows  exclusively  to  magazines  is  James  Me- 
Kenney,  who  is  located  at  594  Spadina  avenue, 
Toronto.  His  store  is  located  in  a  residential  section  of 
the  city,  and  by  giving  one  window  over  to  magazines  he 
constantly  impresses  the  residents  of  that  section  with 
the  fact  that  he  carries  this  line. 

Gives  Color  and  Life  to  Windows. 

Mr.  McKenney  really  had  a  special  reason  for  first 
starting  to  devote  the  one  window  to  the  display  of 
magazines.  Spadina  is  a  wide  street  and  his  store  is 
located  some  little  distance  back  from  the  sidewalk  so 
that  small  articles  on  display  in  the  window  are  not 
easily  discernible  to  the  passerby.  Magazines  are.  how- 
ever, and  this  first  caused  him  to  put  them  in  the  win- 
dow. He  has  also  found  that  they  give  life,  color  and 
a  change  to  the  window  displays. 

A  Profitable  Idea 

He  has  found  that  this  prominence  to  magazines  is 
certainly  worth  while.  In  addition  to  direct  profit,  the 
department  attracts  other  business  to  the  store.  People 
who  come  in  to  purchase  magazines,  frequently  purchase 
other  lines,  while  sometimes  those  who  come  for  other 
lines,  purchase  magazines.  There  are  numerous  instan- 
ces of  men  who  come  in  for  magazines,  pxirchasing  cigars 
candy  and  other  lines. 

"We  have  become  acquainted  with  many  customers 
through  the  magazine  departmient, "  stated  Mr.  Mc- 
Kenney  to  The  Retail  Druggist.  "People  who  would 
never  have  been  attracted  by  drugs,  are  brought  into 
the  store  by  means  of  the  magazines." 

A  steady  trade  has  been  worked  up  with  many  custom- 
ers, who  are  now  in  the  habit  of  calling  regularly  at  the 
store  for  their  favorite  magazines.  About  two  dozen  of 
the  best  selling  varieties  are  carried  in  stock,  and  the 
assortment  is  such  as  to  impress  those  who  pass  the 
store  with  the  fact  that  a  feature  is  made  of  maga- 
zines. Display  space  is  also  given  to  the  line  in  the  in- 
terior of  the  store. 


A  NEW  IDEA  IN  INK  ERASERS. 

A  new  idea  in  ink  erasers  is  told  about  in  the  Scien- 
tific American.  It  says  that  ink  erasers  need  improve- 
ment. Knives  cut  and  scrapers  roughen  the  surface  of 
paper;  rubber  mixed  with  powdered  glass  or.  sand 
wears  through  and  is  apt  to  tear  tlie  paper,  while 
chemicals  discolor  the  paper  and  obliterate  ruled  lines, 
as  well  as  the  letters  or  figures  they  are  applied  to. 
A  Syracuse  inventor,  Mr.  J.  K.  Rusih,  proceeds  on  a 
different  principle  and  with  success. 

The  eraser  he  perfected  consists  of  a  brush  made  of 
especially  prepared  mineral  fibers  and  containing  no 
less  than  4,000  strands  each.  As  the  brush  is  only  one- 
eighth  of  an  inch  thick  and  three-eighths  of  an  inch 
wide,   it  will   be  understood   that   each   of  the   4,000 


strands  of  fiber  is  exceedingly  tenuous;  but  they  give 
to  each  brush  just  4,000  microscopic,  diamond-like 
points  of  peculiar  sharpness,  and  together  they  form 
an  erasing  edge  that  is  flexible,  durable  and  extremely 
efficient.  The  brushes  are  not  made  of  asbestos  or 
mineral  wool,  but  of  a  substance  more,  like  spun  glass. 

Each  brush  is  two  inches  long  and  is  contained  in  a 
tube  of  aluminum  and  Geranau  silver  that  is  three  and 
three-quarter  inches  long  and  three-eighths  of  an  inch 
in  diameter;  turning  a  German  silver  cap  on  the  end 
of  the  tube  moves  the  brush  in  and  out,  as  required. 

Especially  well  adapted  is  the  new  eraser  for  remov- 
ing single  written  or  typed  letters  and  figures  from  a 
line  or  column  neatly  and  without  affecting  the  ad- 
joining marks;  and  it  leaves  the  place  of  the  letter  or 
figure  fit  for  use  again  without  danger  of  blurring  or 
blotting. 


Taking  Advantage  of  Special 
Occasions  to  Sell  Books 

THE  druggist  who  is  alert  enougli  to  take  advantage 
of  all  special  occasions  to  push  the  sale  of  books  is 
going  to  find  this  department  going  ahead  with 
much  greater  rapidity  than  the  man  who  is  content  with 
merely  that  trade  that  may  happen  to  drift  his  way. 

"Uncle  Tom's  Cabin"  In  a  Small  Town. 

I  remember  an  instance  back  in  my  own  home  town 
that  demonstrates  that  our  druggist  (we  had  only  the 
one),  was  a  pretty  live  merchant,  especially  for  that  time, 
when  general  merchandising  methods  were  not  as  ad- 
vanced as  they  are  to-day.  "Uncle  Tom's  Cabin"  was 
to  appear  in  the  local  town  hall.  It  was  quite  an  occas- 
ion for  the  town,  because  we  were  not  blessed  with  many 
"shows."  It  was  booked  and  advertised  some  time  in 
advance,  and  the  local  druggist  decided  to  cash  in  on  the 
occasion  by  pushing  the  sale  of  the  book  "Uncle  Tom's 
Cabin"  for  some  time  ahead.  This  was  done  by  putting 
a  display  in  the  window  with  a  rough  show  card  draw- 
ing the  people's  attention  to  the  fact  that  the  show  was 
coming,  and  the  advantage  of  reading  the  book  in  order 
to  better  understand  it.    I  remember,  too,  that  he  sold  a 


HINTS    FOR    THE    STATIONERY    DEPARTMENT. 

P\PER  plates  and  paper  napkins  will  soon  be  in  de- 
mand for  picnic  purposes.  How  about  your 
stock? 

The  time  is  already  here  when  the  dealer  should  be- 
gin to  think  of  import  buying  for  fall  and  holiday 
trade. 

Some  druggists  have  a  large  trade  in  pencils  and 
pens,  while  others  sell  very  few.  Which  class  are  you 
in? 

Wastepaper  baskets  of  various  makes  is  a  Uue  that 
sells  at  all  times.    Give  them  prominence  in  your  store. 

How  is  your  playing  card  stock?  People  who  are  go- 
ing away  on  holidays  will  need  a  pack  of  cards  with 
them  to  pass  away  any  idle  time. 

Every  home  needs  a  good  dictionary.  Suggest  the 
fact  by  show  card  to  your  customers. 
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A  Stream  of  Customers  for  the 


IMPERIAL  SERIES  OF 
SCHOOL  SCRIBBLERS 


Sure  Result 


We  can  back  up  what  we  claim,  and 
prove  with  the  goods  -  there  never  was 
a  series  so  large  and  attractive  offered 
the   trade  before. 


BeSureYou  are  Right  I"h^^8  But  be  Sure  You  are  Right 

Here  are  a  few  POINTS  TO  CONSIDER 

Will  the  Cover  Designs  and  Subjects  appeal  to  your  customers? 
Are  the  ELxecution  and  Coloring  of  the  Covers  attractive  > 
Is  the  paper  all  that  can  be  desired  for  the  work  intended? 
Are  the  BOOKS  the  Style  that  will  be  required? 
Are    they    THE    BEST    VALUE    on    the     market? 

You  can  be  Sure  you  are  Right  by  Investigating 

Warwick  Bros.  &  Rutter,  Limited 

TORONTO 


. 
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considerable  number  of  the  books  for  the  size  of  the 
town. 

Sell  the  Book  of  Visiting  Plays. 

In  the  same  way,  dealers  in  cities  or  towns,  no  matter 
how  large  or  small  they  may  be,  can  use  the  visit  of  a 
certain  play  to  sell  the  book  from  which  they  are  taken. 
This  was  done  by  a  firm  in  Toronto  not  long  ago  on  the 
occasion  of  the  ' '  Garden  of  Allah  ' '  appearing  at  a  local 
theatre. 

How  Book  Was  Featured  by  Toronto  Firm. 

One  of  the  means  of  featuring  the  book  "Garden  of 
Allah"  was  by  means  of  a  window  display,  which  in 
addition  to  showing  the  book  had  an  appropriate  Arab- 
ian setting.  This  was  secured  by  the  use  of  Arabian 
draperies,  as  well  as  a  large  picture  showing  an  Arab- 
ian scene. 

The  book  was  also  featured  to  good  advantage  in  the 
book  department.  Here  a  special  man  in  Arabian  cos- 
tume was  stationed  wi'th  a  banner  on  which  was  the 
name  of  the  book  ' '  Garden  of  Allah. ' '  Show  cards  about 
the  department  drew  attention  to  the  appearance  of  the 
play. 

Cash  In  On  Special  Occasions. 

Just  the  same  as  this  firm  made  use  of  this  special 
occasion  when  public  interest  in  this  book  was  aroused, 
so  can  other  dealers  do  the  same  thing  in  this  and  other 
ways.  The  plan  is  not  confined  alone  to  occasions  of 
visits  of  plays  taken  from  well-known  Tiooks.  There  are 
many  other  occasions  that  the  dealer  can  cash  in  on  to 
good  advantage.  For  instance,  in  times  of  sea  disasters, 
books  dealing  with  past  incidents  of  a  similar  nature  will 
find  sale,  and  in  times  of  far  north  tragedies  books  deal- 
ing with  life  in  the  north  countries  will  find  sale. 


SIMPLICITY  IN  ADVERTISING. 

By  H.  M.  Howard 

Advertising  must  be  simple.  When  it  is  tricked  out 
with  the  jewelry  and  silks  of  literary  expression,  it 
looks  as  much  out  of  place  as  a  ball  dress  at  the  break- 
fast table.  The  buying  public  is  only  interested  in 
facts.  People  read  advertisements  to  find  out  vdiat 
you  have  to  sell.  The  advertiser  who  can  fire  the  most 
facts  in  the  shortest  time  gets  the  most  returns  Blank 
cartridges  make  noise,  but  they  do  not  hit — blank  talk, 
however  clever,  is  only  wasted  space.  You  force  your 
salesmen  to  keep  to  solid  facts — you  don't  allow  them 
to  sell  muslin  with  quotations  from  Omar,  or  trousers 
with  excerpts  from  Marie  Corelli.  You  must  not  tol- 
erate in  your  printed  selling  talk  anything  that  yon  are 
not  willing  to  countenance  in  personal  salesmanship. 
The  construction  engineer  plans  his  roadbed  where 
there  is  a  minimum  of  grade — he  works  along  the  lines 
of  least  resistance.  The  advertisement  which  runs 
into  mountainous  style  is  badly  surveyed — all  minds 
are  not  built  for  high-grade  thinking. 

Cut  out  clever  phrases  if  they  are  inserted  to  the 
sacrifice  of  clear  explanations — write  copy  as  you  talk. 
Only,  be  more  brief.  Publicity  is  costlier  than  con- 
versation— ranging  in  price  dovniward  from  $10  a  line ; 
talk  is  not  cheap,  but  the  most  expensive  commodity  in 
the  world.  Sketch  in  your  ad.  to  the  stenographer. 
Then  you  will  be  so  busy  "sajdng  it"  that  you  will  not 
have  time  to  bother  about  the  gew-gaws  of  writing. 
Afterwards  take  the  typewritten  manuscript  and  cut 
out  every  word  and  every  line  that  can  be  erased  with- 
out omitting  an  important  detail.      What  remains  in 


the  end  is  all  that  really  counted  in  the  beginning.  Cul- 
tivate brevity  and  simplicity.  "Savon  Francais"  may 
look  smarter,  but  more  people  will  understand  ' '  French 
soap. ' '  Sir  Isaac  Newton 's  explanation  of  gravitation 
covers  six  pages,  but  the  schoolboy's  terse  and  homely 
"What  goes  up  must  come  down,"  clinches  the  whole 
thing  in  six  words. 


A  WRITING  PAPER  AD. 

A  writing  paper  advertisement  of  Galloway's  Drug 
Store,  Kamloops,  B.C.,  which  was  recently  run  in  the 
local  paper,  read  as  follows: — "The  effect  of  your  mies- 
sage  greatly  depends  upon  the  style  and  quality  of 
j-our  stationery.  Our  writing  paper  is  in  every  respect 
correct.  Its  splendid  writing  surface,  exquisite  finish 
and  stylish  good  looks  make  it  preferred  by  all  who 
know  and  appreciate  good  stationery."  Information 
regarding  varieties  andl  prices  followed. 


PAPER  NAPKINS  SELL  WELL. 

Druggists  will  find  paper  napkins  a  good  selling  line, 
because  they  are  coming  into  greater  favor  with  house- 
wives, and  are,  in  many  instances,  proving  a  boon. 
They  are  invaluable  in  putting  up  school  lunches,  and 
during  the  summer  are  much  in  demand  for  picnics 
and  camping,  and  should  be  suggested  by  window  or 
counter  display  for  this  purpose.  The  suggestion  can 
be  offered  by  means  of  a  show  card. 

They  prove  just  the  right  article  for  church  sup- 
pers and  certain  public  spreads,  and  save  the  women 
much  work  and  worry  in  keeping  account  of  linen 
napkins  that  must  be  laundered  "just  so"  to  appear 
in  public. 

They  come  in  different  sizes,  in  plain  white,  and 
with  a  great  variety  of  decorations  and  colors.  And 
can  be  had  to  sell  at  whatever  price  a  dealer's  trade 
demands. 


The  Canadian  branch  of  the  S.  S.  Stafford  Ink  Co. 
have  moved  into  their  fine  new  three-storey  building 
at  9-11-13  Davenport  Road,  Toronto. 


SMILES— SOME  TO  BE  AVOIDED 

THE  attitude  of  the  dealer  and  his  clerks  to  the 
public,  is  an  important  factor  In  success.  Genial- 
ity, obligingness,  cheerfulness,  are  vastly  appre- 
ciated.    The  smile  is  an  asset— but  there  are  smiles 
and  smiles.    Here  are  a  half-dozen  to  avoid: — 

1.  The  pitying  smile,  when  the  customer  signifies 
a  desire  to  look  at  a  cheaper  article  than  the  one  first 
shown. 

2.  The  sarcastic  smile,  when  the  customer  intimates 
she  IS  a  more  competent  judge  of  her  own  needs  than 
the  clerk. 

3.  The  knowing  smile,  when  the  customer  says  she 
is  buying  an  electric  shaving  mug  for  her  "brother." 

4.  The  idiotic  or  meaningless,  vacant,  perpetual 
smile  of  the  clerk  who  considers  a  smirk  his  stock-in- 
trade. 

5.  The  bored  smile,  when  the  customer  speaks  pride- 
fully  of  the  exceptional  cleverness  of  her  sister-in- 
law's   second   cousin's  children. 

6.  The  "  Heaven-held-me "  smile,  exchanged  with  a 
fellow  employee,  when  the  customer  finds  difficulty  in 
deciding  between  two  patterns. 

This  list  may  seem  mere  pleasantry,  but  many  a 
sensitive  buyer  has  been  driven  away  from  a  store  by 
just  such  slight  and  covert  insolences  as  these. 
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Series 

Books 

THAT  ROCK 


Front  View  of  Display  Stand 


mtm^ 


Valentine^s 

(New.  Patented) 

Toy 

Rocking  Books 

are  something  new  for  the 
Kiddies — a  toy  and  a  book 
in  one.  They  make  a  strong 
appeal  to  the  youngsters 
and  are  adaptable  to  splen- 
did counter  and  window 
displays.  Druggists  will 
find  a  ready  sale  for  them 
at  any  time,  and  to  help 
we  give  a 

10  Hour 

Clockwork 

Display  Stand 

Free 

with  every  opening  order  for 
a  gross  or  more.  This  display 
consists  of  one  of  the  books 
rocking  away  on  a  stand  in- 
viting customers  to  look  over 
the  assortment.  A  splendid 
Xmas  line  which  can  be 
proven  by  a  trial  order  for 
July  delivery. 

The 

Valentine 

&  Sons 

United 
Publishing  Co. 

Limited 

Toy  Book 
Specialists 

444  St.  Paul  St. 
Montreal 


Price  $13.00  per  gross 
Retail       -      15c.  each 


Size  of  Books,  9x8. 

24  Pages  of  Story  and  lUustration* 
with  Colored  Covera. 
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SMOKERS'  SUPPLIES,  CIGARS  and  TOBACCO 


The  Department  that  Attracts  the  Men  to  the  Drug  Store 


Studying  the  Smoker's  Taste 

THE  clerk  will  find  it  valuable  in  the  making  of  sales 
to  study  different  smokers'  tastes,  and  be  in  a 
position  to  give  them  the  variety  of  cigar  or  to- 
bacco which  will  plea-se  them.  Every  clerk  in  a  store  with 
a  cigar  department  of  any  size  has  at  times  been  called 
upon  to  handle  the  smoker  who  claimed  that  the  brand 
which  he  has  been  smoking  regiilarly/  for  a  longer  or  a 
shorter  time  was  "not  as  good  as  it  used  to  be."  Know- 
ing something  of  cigars  and  smokers'  tastes  is  valuable 
in  a  case  like  this.  The  experience  of  a  traveling  man 
will  probably  give  some  valuable  hints  to  the  clerk  and 
dealer. 

"I  called  on  this  man,"  he  said,  "and  while  he  was 
selling  a  considerable  numiber  of  the  cigar?  made  by 
our  house,  he  said  he  did  so  simply  because  he  had  cus- 
tomers who  called  for  them.  He  added  that  he  did  .pot 
push  0  ar  goods,  because  personally  he  did  not  like  them. 
"I  asked  him  what  kind  of  a  cigar  he  preferred,  and 
he  replied  that  he  liked  good  full-bodied  clear  Havana, 
short  and  thick,  as  to  size.  I  then  called  a  young  man 
from  the  retail  department  and  asked  him  to  bring  us 
two  of  the  blank  brand  of  our  house.  They  were  brought 
and  lighted,  and  after  a  few  moments  I  inquired  hovF  he 
liked  it.  He  replied  that  he  did  not  like  it  at  all.  I 
asked  him  what  seemed  to  be  the  matter. 

Not  to  His  Taste. 

"The  customer  shrugged  his  shoulder,  and  made  a 
sort  of  wry  face,  as  he  replied  that  he  did  not  know,  but 
the  cigar  did  not  seem  to  taste  just  right  to  him. 

"After  a  few  more  puffs,  he  suggested  that  it  might 
be  that  the  cigar  was  not  strong  enough  for  him.  I  asfc^ 
ed  him  to  throw  it  away,  and  asked  him  if  he  would  ob- 
ject to  washing  his  mouth  with'  a  swallow  of  water. 

"He  said  that  he  would  gladly  do  so,  and  after  a  few 
moments  I  asked  the  young  man  from  the  retail  depart- 
ment to  bring  me  two  of  the  Panatela  size  of  our  brand. 
These  were  brought  and  lighted,'  and  af tet  several  whiffs 
I  saw  an  expression  of  satisfaction  settle  upon  the  cus- 
tomer's face,  and  he  said:  • ,  ■, 

Found  One  That  Pleased  Him. 

"  'Why,  this  is  really  fine.  It  is  one  of- the  best  cigars 
that  I  have  smoked  in  a  long  time.,-  and'  no  more  like  that 
other  one  than  as  though  it  had  been  made  by  an  entirely 
different  factory. '  \ . 

"  'That  is  the  answer,'  said  I.  'Ycju  thought  that  you 
wanted  a  stronger  cigar ;  but  in  reality,  what  you  wanted 
was  something  milder.'  ,■  *    . 

"  'Do  you  mean  to  tell  me,'  said  the  customer,  'that 
there  is  a  difference  in  strength  between  the  different 
sizes  of  your  brands?' 

"  '  I  most  certainly  do, '  I  replied,  '  and  not  only  that 
this  is  true  in  regard  to  our  cigars,  but  also  in  the  case 
of  the  product  of  any  well-regulated  clear  Havana  fac- 
tory. ' 

"  'Why,'  said  the  customer,  'I  had  always  supposed 
that  in  the  case  of  clear  Havana  cigars  the  tobacco  was 
so  blended  that  the  different  sizes  of  the  same  brand 
would  be  of  the  same  strength  and  flavor.' 


"I  then  went  on  to  explain  to  him  at  considerable 
length  that  in  every  big  clear  Havana  factory  it  was 
customary  to  specially  select  the  lighter  bodied  and  mild- 
er leaves  of  tobacco  for  the  tbinner  sizes  of  cigars,  such  as 
Panatelas  and  others  of  that  type,  while  the  heavier, 
fuller-bodied  leaves  went  into  the  Perfeetos,  and  the 
fullest  bodied  leaves  of  all  went  into  the  short  thick 
cigars. 

"I  then  further  explained  to  him  a  mistake  that  is 
frequently  made  by  the  men  behind  cigar  counters.  A 
smoker  who  has  been  smoking  the  sizes  of  a  clear  Havana 
cigar  that  contain  the  heavy-bodied,  strong  tobacco,  oc- 
casionally complains  that  the  brand  does  not  seem  to  be 
as  good  as  it  used  to,  and  that  he  cannot  get  the  same 
amount  of  satisfaction  from  it  as  formerly. 

Hints  For  the  Clerk. 

"Then  the  clerk  makes  the  mistake  of  switching  the 
smoker  to  a  similar  size  of  some  other  brand  of  clear 
Havanas,  when  in  reality,  what  the  customer  wants  is 
something  milder.  It  would  be  far  better  if  the  clerk 
had  switched  the  smoker  to  a  thinner,  milder  size  of  clear 
Havanas,  whether  of  the  same  or  of  another  brand ;  and 
in  some  cases  it  would  be  even  better  to  induce  the 
smoker  to  temporarily  change  from  clear  Havanas  alto- 
gether, and  try  a  mild  seed  and  Havana  cigar. 
'  "If  this  is  done,  the  smoker's  taste  will  in  time  re- 
sume its  normal  tone,  and  he  will  enjoy  the  strong,  full- 
bodied  sizes  of  the  clear  Havana  cigars  as  well  as  ever. 
I  suggested  to  my  customer  that  his  own  experience,  in 
failing  to  find  satisfaction  in  one  of  the  larger  size  of  our 
brand,  while  a  few  minutes  ilater  he  could  derive  the 
keenest  enjoyment  from  one  of  our  Panatela  size,  show- 
ed the  absolute  soundness  of  this  line  of  reasoning. 

"The  customer  admitted  that  what  I  had  said  was 
undoubtedly  based  upon  sound  common-sense,  although 
lie  had  never  looked  at  it  in  that  light  before,  and  said 
that  he  should  certainly  make  it  a  point  to  post  all  of  the 
clerks  in  his  store  along  these  lines." 


You  might  about  as  well  give  the  customer  counter- 
feit money  as  to  hand  out  counterfeit  talk  about  your 
goods. 


btjuj}  up  the  tobacco  department. 

THE  tobacco  department  in  many  stores  is  not  prov- 
ing as  profitable  as  it  might  be  made,  if  the 
dealer  would  only  put  some  genuine  effort  be- 
hind it.  A  dealer  cannot  expect  to  build  up  a  big  busi- 
ness in  tobacco  unless  he  gives  some  attention  and 
prominence  to  it. 

Let  the  dealer  whose  tobacco  trade  is  not  as  large 
as  he  thinks  it  might  be,  decide  to  give  some  extra 
attention  to  It,  say,  for  one  month,  and  at  the  end  of 
that  time  he  will  no  doubt  see  big  possibilities  for  this 
department. 

Prominence  by  window  and  interior  display  to  cigars, 
cigarettes  and  tobacco  will  acquaint  a  bigjrange  of  Cus- 
tomers in  a  short  time  with  the  fact  that  you  carry 
these  lines.    Give  them  a  little  prominence  for  a  while. , 
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FATIMA 

TURKISH  BLEND  CIGARETTES 


Their  delightfully  distinctive  flavor  pleases  the 
most  fastidious  smokers. 

Packed  20  in  a  package— compact  and  conven- 
ient. Display  them,  and  see  how  well  they  sell. 


Handled  by  all  the  wholesale  trade 
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Fancy  Goods,  Novelties  and  Photographic  Supplies 

A  department  of  means  and  methods  of  increasing  business  in  photographic  sup- 
plies,  pennants,  placing  cards,    pens,  ink,  sporting  goods,    novelties,  china,    etc. 

1 

FEATURE  GOODS  FOR  WEDDING  GIFTS. 

During  the  latter  part  of  May  and  the  early  part  ot 
June,  the  china  and  glass  department  should  be  swung 
into  prominence,  because  people  will  be  making  their 
purchases  of  gifts  for  the  weddings  that  are  always  so 
numerous  in  June.  Many  dealers  reap  quite  an  ap- 
preciable harvest  from  this  business,  and  there  is  no 
reason  why  others  should  not. 

It  will,  of  course,  be  the  high  priced  lines  that  will 
be  in  demand  for  gift  purposes,  and  the  dealer  who 
handles  cut  glass  should  push  it  strongly.  There  are 
Viii-ious  other  line^  that  will  sell  for  the  same  purpose, 
and  it  would  be  advisable,  if  possible,  to  devote  a  spe 
cial  window  during  the  last  week  in  May,  to  sugges- 
tions for  wedding  gifts.  It  should  attract  the  atten- 
tion of  many  people. 


stocks.  These  should  now  be  given  prominence.  The 
dealer  who  is  trying  to  make  this  department  an  im- 
portant one,  would  do  well  to  give  some  newspaper 
publicity  to  the  lines  carried. 


WHAT  ABOUT  XMAS  PURCHASES? 

While  it  is  fully  seven  months  before  the  general 
public  will  be  giving  thought  to  Christmas  purchases, 
it  is  already  time  that  the  druggist  was  thinking  about 
it.  It  is  the  dealer  who  gives  thought  and  study  to  his 
purchasing,  and  does  it  when  he  can  get  the  best 
choice  and  assortment,  who  will  find  himself  at  Christ- 
mas time  with  the  most  saleable  stock. 

Especially  with  imported  goods,  the  druggist  will 
find  it  advisalble  to  do  his  purchasing  early  for  fall 
and  holiday  goods.  Plans  as  to  what  it  is  advisable 
to  buy  should  now  be  made. 


SEASONABLE  LINES  TO  FEATURE. 

During  the  j-eason  that  is  now  opening,  there  is  a 
big  variety  of  fancy  goods,  etc.,  that  the  druggist  can 
well  feature  to  advantage.  The  fact  that  during  the 
next  three  or  four  months  there  will  be  many  visitors 
in  every  town  and  community,  opens  up  an  avenue  of 
profit  in  the  selling  of  various  lines  for  souvenirs. 
Post  cards  will  as  usual  be  prominent,  while  pennants, 
cushions,  notions  and  novelties  will  be  much  in  de- 
mand. The  dealer  should  now  look  to  his  stocks  so 
that  he  will  be  prepared  for  this  trade  when  it  comes 
his  way. 

Most  druggists  carry  some  varieties  of  summer 
sporting   goods,    while    some    carry    quite     extensive 


A  COMB  AD  OF  B.C.  DRUGGIST 

Galloway's  Drug  Store,  265  Victoria  street,  Kam- 
looiis,  B.C.,  not  long  ago  ran  ^  good  ad  headed  "Good 
combs  for  the  dressing  table"  in  the  local  paper.  It 
read  as  follows:  "The  value  of  your  dressing  table 
will  be  greatly  enhanced  by  the  addition  of  one  of  our 
hard  rubber  combs.  The  great  variety  and  universal 
(lualitj^  of  our  combs  assure  you  of  a  pr;;fect  and 
right  selection.  Combs  with  square  or  round  teeth, 
some  with  heavy  reinforced  back — others  of  lighter 
weight.  Gentlemen's  and  children's  comts,  too.  Our 
combs  will  give  you  good  service  and  you  will  find 
them  of  proper  style  and  finish.    25c.  to  $1.00." 


A  view  of  the  art  gallery 
which  has  been  opened  at 
101  High  Holborn,  London, 
Eng..  by  Wellington  &  Ward 
for  the  purpose  of  being  a 
central  depot  where  country 
and  foreign  cu.stonaers  and 
fiiend.s  may  meet.  Visitors 
to  England  are  invited  to 
vi.sit  the  galleries. 
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The  Bij;  Cigar  in  the  plain  Cedar  Box 


A  large  sized  Ha- 
vana Cigat  of  select- 
ed filler  and  wrap- 
per that  looks  well 
on  the  sho  v  case, 
and  always  pleases 
with  its  'ragrant, 
soothing  qualities. 


The  best 
selling  Cigar 
ever  placed 
on  the 
Market 


Order  half  a  dozen 
boxes  to-day.  The 
"20  Minutes  in 
Havana"  Cigar  will 
build  up  a  regular 
trade  for  you  in 
mighty  fast  time. 
Nothing  better  at 
the  price. 


Sainsbury  Bros.  &  Company 

35  Church  St.  Toronto 
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THE 


ERA  FORMULARY 

5.000  FORMULAS 
rOR  DRUC0IST5 


New  and  Enlarged  Edition 

NOW  READY 

Here  is  the  best  book  of 
the  kind  we  know  of.  Here 
are  the  best  formulas  avail- 
able, all  under  the  covers  of 
one  book. 


THE  ERA   FORMULARY 
5000    Formulas    for    Druggists 

The  contents  are  dividetl  into  nine  parts  as  follows : 
Part  I — Unofficial  Pharmaceutical  Preparations  (800  formulas). 
Part  2 — Proprietary     Preparations,     Patent    Medicines,    etc.    (417 

formulas). 
Part  3 — Toilet  Preparations  (1013  formulas). 
Part  4 — Veterinary  Remedies  (456  formulas). 
Part  5 — Family  Medicines  (722  formulas). 

Part  6 — Household  Formulas,  Domestic  Receipts,  etc.  (495  formulas). 
Part  7 — Technical  Formulas,  Industrial  Processes  etc.  (389  formulas). 
Part  8 — Paints.  Varnishes,  Floor  Stains,  etc.  (202  formulas). 
Part  9 — Miscellaneous  and  Unclassified  (456  formulas). 


For  $5.00  you  can  have  a  good 
formula  for  anything  you   want. 


The  Retail  Druggist 

32  Colborne  St.,  Toronto 
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Big  Season  in  Cameras  and  Supplies  Now  Opening 

Druggists  should  now  begin  to  feature  cameras  and  supplies,  as  the  big  selling 
season  is  now  at  hand — Hints  and  suggestions  for  conducting  this  department 


THE  big  selling  season  for  cameras  and  camera  sup- 
plies is  now  opening  up,  and  it  behooves  the  drug- 
gist to  swing  these  lines  into  prominence,  and  to 
put  his  strongest  selling  effort  behind  them.  During  the 
cold  winter  months,  interest  in  amateur  photography 
dwindles  to  a  considerable  extent,  but  with  the  coming 
of  spring  with  its  warm  days,  and  the  leafing  out  of 
trees  and  foliage  to  afford  attractive  settings  for  photo- 
graphs, it  is  natural  for  the  amateur  photographers  to 
again  become  interested  and  enthused. 

Get  Amateur  Photographer  Enthused. 

There  is  business  to  be  secured  by  the  dealer  who  goes 
after  it  in  an  aggressive  manner,  and  it  is  well  to  re- 
member that  the  dealer  himself  can  increase  his  oppor- 
tunities for  this  business  by  doing  his  best  to  arouse  the 
interest  of  the  amateur  photographer.     Suggestion  by 


Do  You  Love  Nature? 

TF  you  do,  you  will  surely  want  to 
•*-  take  Home  pictures.  The  best 
time  to  take  views  is  at  this  season 
of  the  year  when  there  are  so  mnny 
contrasts  of  light  and  shade.  You 
can  take  the  best  pictures  with  one 
of  our 

Cameras 

Everything  for  taking  pictures  at 
our  store. 

ALEX.  STEWART 

Chemist  and  Druggist 

The  Drug  Store  of  Quality 


A  Kood  camera  ad.  used  by  Alex.  Stewart, 
Guelph.  Ont. 

means  of  display,  advertising,  or  by  the  salesman  will 
do  much  to  get  customers  interested  in  the  work,  and 
frequently  such  suggestion  starts  them  taking  snap 
shots  miich  earlier  in  the  season  than  they  otherwise 
would.  This  all  means  extra  business  in  supplies  for  the 
dealer. 

Many  dealers  do  not  recognize  the  oppor'tunities  for 
business  in  cameras  and  supplies,  and  the  possibilities 
of  inducing  more  people  to  take  up  photographic  work 
by  arousing  their  interest  in  it.  Everybody  likes  to  have 
photographs  of  their  friends  and  of  scenes  that  appeal 
to  them,  and  the  dealer  can  show  his  customers  the  way 
to  this  at  small  cost.  It  is  frequently  the  case  that  a 
person  will  give  some  thought  to  buying  a  camera,  but 
do  nothing  definite  until  it  is  suggested  strongly  to  them 
in  some  way,  or  the  dealer  invites  them  by  ad.  or  window 
display  to  come  in  and  have  the  use  of  the  camera  ex- 
plained to  them. 


BIG  SALES    POSSIBILITIES    FOR    DRUGGIST  IN 
CAMERAS  AND  SUPPLIES. 

Druggists  who  liave  not  a  camera  department  in 
their  store,  should  consider  the  advisability  of  adding 
this  line.  Now  is  the  time  to  give  consideration  to  the 
saAjeet,  for  by  putting  the  line  in  now,  plenty  of  op- 
portunity is  given   to  build  up  an  appreciable  trade 


during  the  season  now  at  hand.  There  are  many  drug- 
gists who  are  not  at  present  handling  photographic 
supplies,  who  would  find  the  addition  of  these  lines 
a  profitable  venture. 

Cairncross  &  Lawrence,  of  London,  Ont.,  were  with- 
out a  camera  department  for  many  years.  Last  season 
they  added  tVie  line  and  have  built  up  an  extensive  and 
profitable  trade  in  it.  The  newspapers  were  used  for 
advertising  this  line,  while  early  in  the  season  an  im- 
mense display  of  cameras  of  all  descriptions  were 
placed  in  the  show  window.  People  were  impressed 
by  the  large  quantity  with  the  fact  that  it  was  tiol 
merely  a  sideline,  but  an  important  department  in  the 
store. 

A  silent  salesman  close  to  the  entrance  was  devoted 
to  cameras  and  other  photographic  supplies.  Photo 
graphs  were  taken  with  each  variety  and  size  of  cam- 
era in  stock,  and  thes  were  all  posted  in  an  album, 
so  as  to  be  able  to  show  prospective  customers  just  the 
size  of  picture  and  quality  of  work  of  each  camera. 
They  found  that  having  the  actual  photographs  taken 
by  the  cameras  was  a  good  way  of  impressing  custom- 
ers with  the  merits  of  the  various  ones. 

As  a  result  of  the  various  methods  used  to  promote 
this  branch  of  the  business,  sales  were  larger  than  they 
had  ever  anticipated  when  the  line  was  first  stocked. 


HOW  PETERBOROUGH  DRUG  STORE  GOES 
AFTER  CAMERA  TRADE. 

The  Warne  Drug  Co.,  Ltd.,  of  Peterborough,  Out., 
have  found  the  best  results  in  promoting  the  sale  of 
photographic  supplies  hy  concentrating  all  the  sales  ; 
mediums  on  this  line  at  the  one  time.  For  instance, 
just  as  soon  as  the  season  of  activity  opens  up,  cam- 
eras and  supplies  are  featured  in  silent  salesman  and 
on  counter  in  the  inside  of  the  store.  At  the  same 
time  the  show  window  is  used  to  feature  the  same  line, 
and  considerable  space  is  also  used  in  the  local  paper  ; 
for  the  same  purpose. 

The  display  in  the  interior  catches  the  eye  and  at-  ■ 
tention  of  the  person  visiting  the  store — the  window 
display  serves  to  attract  the  person  who  is  passing — 
while  the  newspaper  ad.  reaches  people  who  may  not 
be  in  the  habit  of  visiting  the  store,  and  also  serves  to 
remind  even  regular  customers.  Combining  all  the 
selling  agents  in  this  way  is  productive  of  the  best 
results. 

They  find  actual  photographs  taken  by  the  make  of  ■ 
cameras  being  sold,  is  a  valuable  means  of  arousing  in-  : 
terest  in  photography  and  often  leads  up  to  sales. 
"We  keep  a  few  of  these  photographs  on  the  coun-  , 
ter,"  says  "W.  B.  Warne,  "and  they  prove  of  eonsid- ' 
erable  interest  to  customers.  Frequently  a  customer  ; 
will  pick  one  up,  and  ask  if  the  photographer  took  it.  • 
We  inform  him  or  her  that  we  took  it  with  the  variety  ; 
of  cameras  we  sell,  and  quite  often  they  are  surprised  ' 
that  such  good  work  can  be  done  with  a  camera.  This.  .' 
of  course,  gives  us  an  opportunity  of  talking  cameras 
to  them,  and  quite  frequently  this  leads  on  to  a  sale.":! 

The    booklets    regarding    photography    issued    by '{ 
manufacturers  are  kept  on  the  counter,  and  quite  often 
are  the  means  of  interesting  a  customer  in  cameras. 
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Post  Cards 

Everything  in    Post  Cards.     Comics,  General, 

Birthday,  Patriotic,  etc.     Local  View  Post 

Cards  to  order  from  your  own  photos. 

Post  Card  Racks. 

Pennants  and  Cushions 

Biggest  and  Best  Line  in  Canada.     Both  Sewn 

and  Stencilled  Letters.     Drop  a  post  card  for 

our  catalogues.     They  are  worth  having. 

Xmas  Line,  Post  Cards,  Booklets,  Etc. 

Now  Being  Shown 

Our  10  travellers  cover  Canada  from  Coast  to 

Coast,  see  our  line  when  representative  calls. 

WE  CAN  SAVE  YOU  MONEY. 

NOTE  NEW  LOCATION 

I  Pugh  Specialty  Co.,  Ltd. 

I  38-42  Clifford  St. 

I    Toronto,  Canada 


A.  De  St.  Dalmas  &  Co. 


MAKERS  OF 


Adhesive  Plaster 

Belladonna  Plaster 
Hospital  Strapping 
Porous  Plasters 

Rubber  Adhesive  Plaster 

Menthol  Plasters 
Kidney  Plasters 
Mustard  Leaves 
Corn  Plasters 

and  all  kinds  of 

Medicated  Plasters 


Leicester  (England) 

Contractors   to  his  Majesty's  Government 
Agents: — Sharland  &  Co.,  27  Common  St.  Montreal 


"There  is  no  advertising  medium  so  sure  to  build  busi- 
ness as  a  trade  paper  w^hich  has  the  confidence  and  respect 
of  the  great  body  of  readers  in  its  field — if  these  readers 
are  big  buyers  of  goods. 

The  Retail  Druggist  reaches  2,000  of 
the  big  buyers  of  your  line  in  Canada — 
and  has  the  respect  of  these  retailers. 


Plates,  Papers,  and  Films 


Wellington  goods  sell  quickly  and  require 
no  handling  except  handing  out.  Let  us 
write  you  the  whole  proposition. 


Free  Booklet'  on  request 


Wellington  &  Ward 


Montreal 
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RAZORS  AND  SHAVING  ACCESSORIES 


Including  safely  razors,  shaving  soaps,  strops,  shaving  sets,  cutlery,  etc. 


TALK  QUALITY  IN  SHAVING  ACCESSORIES 

THE  dealer  or  clerk  who  makes  quality  the  strong 
point  in  pushing  shaving  accessories,  will  find 
it  one  of  the  best  arguments  he  can  use.  There 
is  no  man  who  shaves,  who  wants  soap  that  bites  the 
face,  a  brush  with  the  hair  coming  out,  or  a  razor 
that  hurts  the  face  in  doing  its  work.  If  he  buys 
quality  goods  he  will  avoid  these  bad  features,  and 
thus  the  dealer  has  strong  arguments  with  which  to 
appeal  to  customers  in  pushing  high  grade  goods. 

Point  Out  Reasons  for  Higher  Price 

There  are  cheap  goods  on  the  market  as  every  dealer 
well  knows.  Price  cuts  a  big  figure  with  many  people, 
and  therefore  the  salesman  should  understand  his  goods 
and  be  able  to  explain  why  the  higher  grade  goods 
are  worth  the  price.  Take  for  instance  a  high  grade 
safety  razor.  There  is  generally  some  feature  which 
causes  it  to  cut  evenly  and  give  that  smoothness  which 
makes  shaving  delightful.  Then  again  the  razor  may 
be  adjustable,  so  as  to  give  either  a  light  or  close  shave. 
These  and  other  features  explained  to  customers  will 
convince  them  that  the  better  grade  razor  is  really 
worth  the  price. 

Then,  again,  you  must  understand  the  difference  in 
shaving  brushes  in  order  to  be  able  to  sell  the  higher 
priced  one.  One  m^ay  be  fitted  with  real  badger  hair, 
and  the  other  with  a  cheap  variety.  Then  again  the 
handles  may  differ,  or  the  hair  in  one  may  be  set  much 
better  than  in  the  other.  There  is  some  difference  if 
the  price  is  different  and  this  should  be  thoroughly 
explained  to  the  customer. 


was  arranged  in  step  form.  On  the  various  steps  shav- 
ing soap  in  packages  was  arranged,  the  packages  being 
placed  upright  and  flat  alternately.  On  the  two  bot- 
tom steps,  strops  were  also  arranged.  Razors  were 
shown  here  and  there  about  the  display. 


WHAT  THE  SHOW  WINDOW  IS. 

Of  all  mediums  and  phases  of  general  advertising, 
the  show  window  display  must  be  acknowledged  as 
one  of  the  most  direct  and  promising  of  results.  There 
have  been  periods  of  advertising,  even  as  there  have 
been  geological  period?  and  ages  of  civilization — the 
period  of  announcement,  the  informative  period,  and 
the  period  of  the  poster — but  through  them  all  the 
element  of  display  has  lost  none  of  its  importance. 
Ancient  peddlers  displayed  their  goods  before  the  gates 
of  the  city,  merchandise  was  shown  in  booths  in  the 
market  place  of  old  Bagdad ;  the  commodities  of  Cheap- 
side  were  shown  on  hooks  before  stalls;  Colonial  Am- 
erica had  its  shops,  and  modern  business  establishments 
are  incomplete  without  proper  facilities  for  display 
attained  most  satisfactorily  through  the  big  plate  glass 
window.  The  modem  show  window  is  a  development 
of  each  of  these  older  methods  and  has  come  to  be  a 
merchant's  closest  affiliation  with  the  purchasing  pub- 
lic. The  show  window  is  the  peep-hole  through  which 
the  public  looks  into  an  establishment  and  many  stand 
or  fall  accordingly  as  the  show  window  attracts  or 
repels  customers. 


WINDOW  OF  SHAVING  SUPPLIES 

What  about  a  window  display  devoted  to  shaving 
supplies?  It  should  be  a  good  method  of  interesting 
the  man  who  passes  the  store  as  well  as  regular  cus- 
tomers. There  is  a  big  variety  of  lines  that  can  be 
shown,  including  razors,  shaving  soaps,  brushes  and 
strops.  There  is  generally  some  line  which  the  man 
who  shaves  himself  is  interested  in,  and  this  should  be 
an  excellent  plan  to  get  business  and  also  make  some 
new  customers  for  the  store. 

Suggested  Window  Display 

Here  is  a  suggestion  that  a  window  trimmer  makes 
for  such  a  display.  At  each  side  of  the  window  near 
the  front,  place  brushes  in  circular  form,  the  brush 
end  outward.  In  the  centre  and  extending  farther 
back,  place  shaving  soaps  worked  out  in  diamond  shape. 
At  each  side  show  razors  with  the  advertising  material 
supplied  with  them,  and  in  the  centre  and  to  the  rear, 
have  razor  advertising  forms,  raised  up  higher  than 
the  rest.  A  line  of  strops  might  be  hung  along  the 
back. 

A  show  card  for  such  a  window  might  read,  "Do 
you  shave  yourself?  Then  you  will  want  some  of  these 
quality  lines,"  or,  "The  love  of  the  home  shave  lingers. 
Get  your  supplies  from  us." 

Bond  Bros.,  453  Yonge  street,  Toronto,  had  a  window 
display  of  shaving  accessories  in  mid-November,  which 


Exaggeration  may  make  a  sale  to-day,  but  will  it 
bring  the  customer  back  to-morrow  for  more  goods  or 
to  complain? 


HOW  BBIGHT  SALESMAN  SOU)  SAFETY  BAZOB 

A  gentleman  came  in  to  purchase  some  shaving  soap. 
He  asked  the  clerk's  advice  as  to  the  best  kind,  and 
the  clerk  explained  the  respective  merits  of  each 
variety,  putting  a  special  recommend  behind  a  certain 
one.  This  one  the  gentleman  bought,  with  a  kindly 
feeling  towards  the  salesman  who  had  taken  so  much 
time  in  exi)lanation,  when  the  sale  only  amounted  to 
25  cents.  He  had  been  accustomed  to  real  courteous- 
ness  like  this  only  when  making  a  big  purchase. 

Probably  the  clerk  had  a  special  reason  for  it,  for 
as  he  handed  the  change  back  to  the  customer  he 
said,  "Wouldn't  you  be  interested  in  a  real  good 
safety  razor?  If  you  have  a  moment  to  spare,  I 
would  like  to  shuw  you  the  good  points  of  this  razor. 
I  think  that  every  man  who  shaves  himself  often 
should  have  one  of  these." 

The  gentleman  was  interested  and  stopped  while  the 
clerk  explained  its  different  features — why  it  cut 
evenly  and  smooth — the  value  of  it  being  adjustable — 
the  small  cost  of  maintaining  blades— and  other  im- 
portant facts  regarding  it.  The  gentleman — ^he  may 
have  been  having  troubles  with  his  own  razor — was 
impressed,  and  asked  further  questions,  which  the 
clerk  was  able  to  answer.  Finally  he  announced  that 
he  would  be  around  on  Saturday  night  to  buy  one. 
And  he  did. 

This  was  real  salesmanship  indeed.  The  salesman 
should  take  advantage  of  every  opportunity  to  pro- 
mote sales  of  shaving  supplies. 
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A  New  AutoStrop  Feature 


Adjustable 
For  All  Beards 


THIS  clipping  describes 
another  great  Auto- 
Strop  trade  producer. 
Dealers  who  sell  the  Auto- 
Strop  are  making  big  in- 
creases in  profits  from 
month  to  month.  Custom- 
ers want  the  AutoStrop^ 
the  Safety  Razor  with  a 
guarantee  of  500  "  Head 
Barber  '  Shaves  from  12 
blades. 


Tested  and  Proven— -Now  Placed 
on  Sale  in  Canada 

OUR  new  Adjustable  Model  AutoStrop  Safety  Razor  has  now  been  in  use  by  men  in  all  parts  o( 
the  United  States  under  all  conditions.  It  has  been  subject  to  every  test  ima};ination  could 
devise,  and  it  has  fulfilled  every  expectation.  We  are  now  offering'  the  perfected  Adjustable 
AutoStrop  Razor  for  sale  in  Canada  for  the  first  lime.  There  will  be  a  big  demand  in  YOUR  vicinity 
for  these  razors  with  ALL  the  big  selling  features.  Order  an  assortment  of  Standard  and  Combination 
Sets  now.     EVERY  AUTOSTROP  SALE  MEANS  TWO. 

Adjustable 


Every 
AutoStrop 

Sale 
Means 

Two 


R 


SAFETY 

o 


Canadian 

Made 

for 

Canadian 
Trade 


Strops  Itself 


AutoStrop  Safety  Razor  Co.,  Limited 

83  Duke  Street,  Toronto 

Offices  also  at  New  York,  U.S.A.;  London,  England; 
Hamburg,  Germany;  Paris,  France;  and  Milan,  Italy 
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Ontario  Corks 
Give  Good  Service 


tflT  They  save  you   money  in  the  first   cost. 
■^  Every  cork   is   clean,  sound  and   strong, 
giving  full  value  for  your  money. 


n 


Ontario  Corks  eliminate  wastage  in  liquid 
goods  both  to  you  emd  the  user. 


JIT  Ontario   Corks   look   different,  and    they 
■^  are    different.      There's   nothing   better 
sold.     Try  a  few  gross  to  test  them  cut. 

The  Ontario  Cork  Co. 

Arthur  Brooks 
31-33  Front  St.  E.        -         TORONTO 

Agencies:  Ottawa,  Ont.,    Phone:  Office,  Adelaide  1785. 
and  Quebec,  Que.  Residence — Beach  1099. 


A 

Auto-Strop  Safety  Razor  Co.   Ltd.,  Torrnto 45 

B 

Bush,  J.  W.  &  Co.,  Montreal 4 

D 
Dixon,  Wilson  Co 4 

G 
Gehrig  Bros.,   Berlin,  Germany 33 

I 
Imperial  Tobacco  Co.,  Montreal 39 

M 
Marvel  Co.,  New  York.  N.  Y 5 

N 
Neave,    R.  J.  &  Co.,   Fordingbrid^e,   England 33 

o 

Ontario  Cork  Co.,  Toronto 46 

P 

Peninsular  Chemical  Co i.  f.  c. 

Phenix,  The  Co 5 

Prout  &  Harsant,   England  33 

Pugh  Specialty  Co.,  Toronto 43 

R 

Richards  Glass  Co.,  Ltd.,  Toronto 33 

S 

St.  Dalmas,   A.  de  &  Co., 43 

Sainsbury  Bros.&  Co.,  Toronto 41 

Sharland  &  Co.,  Montreal 5 

Sovereign  Perfumes  Ltd o.  f.  c. 

V 

Valentine  &  Sons,  United  Publishing  Co.,   Montreal 37 

Velvet  Products  Co 3 

w 

Wampole,  Henry  K.,  Co.,  Ltd.,  Perth 6 

Warwick  Bros,  &  Rutter,  Toronto '35 

Wellington  &  Ward,  Montreal 43 

Willard's  Chocolates  Ltd.,  Toronto o.  b.c. 


Current  Prices — Drugs  and  Chemicals 


Acetanllid lb    fO .  10 

Acid — Cartiollc    lb  16  Vj 

Citric    J.'  .80 

Salicylic     lb  .65 

Alcohol — B.   P gal.  5 .  10 

Wood     gal.  1 .  00 

Ammonium — Brom tb  .85 

Iodide     lb  S .  40 

Atropine    Salph    dr.  .70 

Acid— Acetic                          lb  .  12 

Arsenious,    lump    lb  .35 

Commercial     lb  .12 

Benzoic,     Eng.       (from 

bentoin)     oz.  .30 

German     oz.  .30 

Boric    lb  .15 

Gallic      !b  .90 

Hydrobrqmic     lb  .35 

Hydrocyanic     oz.  .12 

Lactic,  concentrated   .  .  lb  1 .  20 

Maristic lb  .05 

Chem.   pure    lb  .20 

Nitric    lb  .12 

Chem.    pure     26 

Oleic     lb  .50 

Oxalic     lb  .18 

Phosphoric,    syrupy    . .  tb  .50 

Dilute     lb  .16 

Sulphuric    lb  .04 

Chem.  pure    lb  .20 

Aromatic     lb  .60 

Tannic    tb  .85 

Tartaric,   powdered    ...  lb  .38 

Adeps  Lanae    lb  .40 

Albolene     lb  .30 

Aloin    oz.  .20 

Alum lb  .03 

Ammonia — Arom.     Spts      lb  •  .65 

.\myl  Acetate lb  .50 

Amyl    Nitrite     .oz.  .20 

Antipyrine     oz.  .40 

Antimony,    black   powd.      lb  .12 

And   potas.    tart    lb  .40 

ADOmorphiu     gr.  .05 

.-.rrowroot,    Bermuda    ...  lb  .85 

Jamaicii     lb  .20 

AriBtol   (see  Di-Thymol)   oz.  l.ir 

Aspirin     oz.  .65 

Bismuth — Sub.    carb    ...  lb  3 .  25 

Sub.  nit   lb  S .  00 

Balsam.    Canada    ib  .75 

Copaiba    lb  .75 

Pern     Ib  8.25 

Tolu    lb  1 .  30 

Bor»x     . . , Ib  .09 


Powdered    lb  .07 

Bromoform     oz.  .15 

Bromine oz.  .10 

Caffeine    lb  4 .  60 

Citrate     lb  3.30 

Camphor,  Bells    lb  .70 

Chloroform  com Ib  .40 

Cocaine,    H.O.L oz.  3.26 

Codeine    Phos oz.  3. 7li 

Cocoa    Butter     lb  .60 

Cadmium,    Bromide    ....oz.  .12 

Iodide     oz.  .45 

Calcium    Chlor.,    crystals,  lb  .30 

Sticks     lb  .75 

Capsicum     lb  .20 

Powdered      lb  .25 

Carbon,    Bisulphide     ....lb  .18 

Cerium    Oxalate    oz.  .18 

Chalk,    French,    powd. ...lb  .06 

Precipitated     tb  .10 

Prepared     lb  .06 

Chloralmid     oz.  .45 

Chloral  Hydrnte    lb  l.OS 

Cinchonine,    Muriate    ...oz.  .25 

Sulphate     oz.  .26 

Cinchonidia,     Sulphate.  ..oz.  .45 

Cloves   lb  .80 

Powdered     lb  .85 

Cochineal,     S.O lb  .70 

Black    lb  .50 

Collodion    tb  .65 

Colocynth     tb  .50 

Powdered     lb  .70 

Copper,    Carbonate    lb  .85 

Sulphate     lb  .08 

Oxide    Ib  .65 

Copperas     Ib  .01 

Cotton,  absorbent   Ib  .28 

Cotton  Seed  Oil lb  1.00 

Cream  Tartar,   powdered,  lb  .28 

Creolin     lb  .60 

Ether,    Acetic    lb  .60 

Nitrous.    Spirits    lb  .45 

Sulphuric.    725    lb  .45 

Qlycerlne    Ib  .28 

Gum    Aloes,    Barb    tb  .20 

Powdered      tb  .80 

Cape     lb  .20 

Powdered     Ib  .80 

SoGot     Ib  ,80 

Powdered     lb  ,40 

Arabic,     Select     lb  ,46 

Powdered   lb  ,60 

Benzoin     lb  ,50 

Catechn     Ib  ,20 

Powdered     .,,,.,,,  1^  ,%t 


Gamboge     Ib  1.35 

Powdered     lb  1.50 

Guaiacum   lb  .45 

Myrrh     lb  .45 

Tamarac     Ib  1 .  50 

Tragacanth     Ib  1.20 

Herb — 

Horehound,  in  ozs.   ...lb  .26 

Lobelia     lb  .20 

Iodoform     oz.  .40 

Iodine,    commercial     ....oz.  .35 

Resublimed      ,..oz.  .35 

Iron,   carbonate,   precipit.lb  .15 

Saccharated tb  .35 

Citrate  and   Ammo- 
nium      lb  .90 

Quinine   and  Str^'ch- 

nine    oz.  .27 

And    Strychnine    oz.  .20 

Iodide,    Syrup    lb  .40 

Sulphate,    pure    lb  .08 

Lithium — carD Ib  1 .  60 

Citrate    lb  1.64 

SalicyUe    Ib  1.60 

Menthol    lb  7.50 

Mercury — Sub.    Ohlor. . . .  Ib  1.02 

Blchlor Ib  .92 

Amm.   cblor Ib  1 .  10 

Morphine  Solpb   .......  oi.  3 .  60 

Milk   Sugar    lb  .26 

OU— Aniseed    Ib  2 .  76 

Bergamot     Ib  7.00 

Cedar    Ib  .40 

Cloves     Ib  2,26 

Bncalyptns     Ib  .90 

Peppermint,  American,  Ib  6.00 

Santal  E.  I Ib  7.00 

Oil — Coriander     oz.  ,75 

Cotton  Seed   gal.  1.40 

Croton     lb  1,75 

Cubeb Ib  1 .  75 

Fennel    oz.  .20 

Fusel     lb  .80 

Hemlock     lb  .45 

Juniper  wood lb  .40 

.Juniper,   berries    oz.  .15 

Origanum     Ib  .40 

Pennyroyal     lb  2 .  00 

Sassafras    lb  .70 

Ointment   Mercurial    .  .  Ib  .70 

Belladona     Ib  .60 

Blue    lb  .76 

Canthar    R>  1 .  00 

Carbolic     Xb  .40 


Citrine     lb  ,40 

Gallae Ib  .60 

Ointment — 

Galls   and  Opium    ....lb  2.00 

Iodine     lb  .80 

Comp lb  .75 

Kesin     Ib  .80 

Sulphur    lb  .40 

Zinc  Oxide lb  .40 

Pepsin    Ib  4.20 

Phenacetlne     Ib  .96 

Potassium — Bromide     ...  lb  .70 

Iodide     lb  4 .  00 

Protropin   (and  Formin)   as.  ,20 

Quinine   Snlph    02.  .34 

Besorcin     Ib  ,90 

Senna     Ib  .20 

Soda — Brom lb  .75 

Iodide Ib  4.26 

Salicyl    Ib  .60 

Soda,   Ash    ....keg  or  cask  .2}& 

Caustic   drum  or  lb  .  2  U 

Sodium.    Acetate     lb  .26 

Benzoate     Ib  .90 

Spermaceti     Ib  .56 

Strychnine     01.  ,90 

Sulphate     01.  .90 

Strontium,  bromide,  crys..lb  .80 

Powdered     Ib  2 .  60 

Terpin  hydrate    Ib  1.10 

Thymol     Ib  4,00 

Trional     01,  1,20 

Turpentine,     spirits     ...gal.  .90 

Venice    tb  ,12% 

Urotropiu    (and  Formin)  01,  ,20 

Veratria     oz.  2.25 

Verdigris      Ib  .80 

Wax  Ceracine    Ib  ,30 

Baytberry     lb  ,40 

Carnauba    Ib  ,70 

.lapan    Ib  ,26 

Paraffine lb  ,15 

White    No.    1    Ib  .85 

No.   2    Ib  .46 

Yellow    Ib  ,46 

7Atic.   chloride,   fused   . .  .oz.  .10 

Iodide     as.  .65 

Oxide     lb  .15 

Slearate     oz.  .20 

Compound     oi.  .  50  . 

Aristol      OS.  8.00 

Ichtbyol      oz.  .80 

Sulphate,    pure    lb  ,10 

Common     Ib  ,06 

Snlphocarbolat*     lb  .  W 
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NuMUER  Six 


Report  on  The    Inland    Revenue    Depart- 

Tincture  of  Iodine.  ment  has  issued  a  report  on  the 

examination  of  72  samples  of 
tincture  of  iodine  collected  throughout  Canada.  Of 
this  number,  62  were  found  genuine,  8  were  adulterated 
and  2  doubtful. 

Adulteration  consists  in  the  use  of  methyl  alcohol 
(wood  spirit)  for  ethyl  alcohol  in  the  preparation  of 
the  article.  Ethyl  alcohol  alone  is  prescribed  by  the 
Pharmacopoeias;  and  the  Inland  Revenue  Act,  sec.  266, 
re(iuires  announcement  of  the  presence  of  methyl  alco- 
hol in  black  letters  not  less  than  one-fourth  of  an  inch 
in  height,  wherever  it  is  used. 

Two  samples  are  marked  doubtful  because  they  do 
not  conform  to  the  formula  of  the  British  Pharmaco- 
poeia, nor  do  they,  with  exactitude,  meet  the  require- 
ments of  any  other  pharmacopoeia.  They  have,  how- 
ever, evidently  been  prepared  with  honest  intention,  as 
one  contains  over  5  per  cent,  of  iodine,  and  the  other 
meets  a  demand  for  a  colorless  tincture,  which,  how- 
ever, should  not  be  confused  with  the  B.P.  Tincture  of 
Iodine, 

Xew  families  in  tcnvn  mean  vew  business  for 
somebody.  Wliat  are  you  doing  to  bring  that 
business  to  your  store  ? 


The  Lady  Clerk 
In  the  Drug  Store. 


The  value  of  the  lady  clerk  in 
the  drug  store  is  a  phase  of 
present-day  business  that  is  full 
worthy  of  consideration.  This  must  be  admitted  as 
true  even  when  considered  aside  from  the  power  which 
they  may  exert  in  inducing  men  to  patronize  the  store, 
a  factor  that  is  not  to  be  lost  sight  of  by  any  means. 

The  fact  of  the  matter  is  that  there  are  many  occa- 
sions on  which  women  would  prefer  to  be  served  by  a 
lady.  There  are  a  good  many  sensitive  women,  who, 
in  buying  certain  goods  that  must  be  procured  in  the 
drug  store,  feel  rather  embarrassed  in  having  a  gentle- 
man clerk  wait  on  them.  Many  druggists  may  not  quite 
realize  the  fact,  but  it  is  so,  and  the  number  of  cases 
are  by  no  means  few,  where  women  patronize  the  large 
departmental  stores  when  they  wish  these  articles,  just 


because  there  are  lady  clerks  in  those  departments  to 
serve  them. 

Then,  again,  in  the  sale  of  toilet  preparations,  the 
man  clerk  is  not  always  as  much  in  touch  with  the 
needs  and  fancies  of  the  women,  as  a  lady  clerk.  Just 
as  a  man  who  understands  cigars  can  cater  better  to  the 
wants  of  the  smoker,  so  can  the  lady  clerk,  who  has  a 
full  knowledge  of  this  matter,  cater  better  to  women 
buyers  of  toilet  preparations.  The  lady  clerk  can  also, 
in  many  cases,  offer  intelligent  suggestions  and  advice 
that  is  appreciated  by  customers. 

The  lady  clerk  can  also  offer  a  good  deal  of  assist- 
ance to  the  druggist  in  his  purchases  of  goods  for  wo- 
men, because  she  is  in  a  better  position  to  judge  as  to 
what  will  best  appeal  to  them.  The  dealer  in  making 
his  purchases  of  such  lines,  should  not  fail  to  consult 
with  his  lady  clerks.  While  he  may  use  his  own  judg- 
ment in  the  matter,  nevertheless,  the  lady  clerk's  opin- 
ion will  be  found  valuable  in  guiding  him  in  his  pur- 
chases, so  that  he  will  select  goods  that  will  sell  readily. 

Early  closing  tends  to  prevent  early  death. 

Knowing  the  He  who  knows  the  goods  he  is 

Customer.  selling    possesses   that    which   is 

an  important  factor  in  sales- 
manship. 

But  there  is  still  another  thing  he  should  know  if 
he  is  to  be  adequately  equipped. 

He  should  be  able  to  "size  up"  his  customers  when 
they  enter  the  store. 

To  do  this  with  customers  with  whom  he  has  a  per- 
sonal acciuaintance  is  not  a  difficult  matter.  He  has 
from  experience  learned  their  tastes  and  peculiari- 
ties. And  any  intelligent  business  man  can  learn  by 
experience. 

Where  the  test  of  skill  comes  in  is  when  the  sales- 
man can  read  the  customer  who  is  a  perfect  stranger 
to  him. 

This  may  not  be  an  easy  task,  but  it  is  not  an  im- 
possible one.  fjike  everything  else  that  is  worth  while, 
it  comes  by  study,  or  the  study  of  human  nature. 

And   the  essentials  to   the  study  of  human  nature 
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are  patience,  perseverance,  and  tact,  for  it  is  not  the 
study  of  a  day ;  it  is  tlie  study  of  a  lifetime. 

Probably  the  greatest  of  these  essentials  is  tact,  for 
without  this  patience  and  perseverance  will  prevail 
but  little. 

Before  you  can  know  an  unknown  customer  that 
comes  into  your  store,  you  have  got  to  do  a  little 
"angling."  "  In  other  words,  you  have  got  to  feel  him 
—to  draw  him  out — in  order  that  you  may  ascertain 
how  you  can  secure  his  confidence  and  good-will,  and 
ultimately  obtain,  his  order.  This  is  tact.  Patience 
and  perseverance  come  to  the  assistance  of  tact  when 
it  is  sorely  tried  by  the  enigmatic  customer. 

"Playing"  to  land  a  customer  is  great  sport.  Fishing 
for  either  bass  or  trout  isn't  to  be  compared  with  it. 
He  who  hasn  't  the  ambition  to  equip  himself  for  it  had 
better  seek  another  vocation,  for  he'll  never  be  a 
salesman. 

Clerks  -who  do  not  study  their  employers'  in- 
terests will  never  know  enough  to  warrant 
their  advancement  to  positions  of  trust. 


The  Dealer  Who 
Hides  Behind 
Himself. 


The  dealer  who  says  that  he  has 
been  so  long  in  business  that  he 
does  not  need  to  advertise  is 
hiding  behind  himself.  He  may 
not  realize  the  fact,  but  it  is  true,  nevertheless.  And 
the  more  persistently  he  hides  behind  himself  the 
greater  will  be  the  number  of  people  who  will  forget 
him. 

If  all  dealers  were  to  agree  to  refrain  from  publicity 
all  would,  of  course,  be  on  an  equal  footing.  But  the 
trouble  is  no  really  progressive  dealer  would  agree  to 
conform  to  any  such  reactionary  policy. 

Once  upon  a  time  a  group  of  manufacturers  in  Can- 
ada agreed  to  discontinue  all  advertising.  There  were 
only  three  or  four  in  the  group,  but  they  were  the 
only  manufacturers  of  the  kind  in  the  country.  Even 
they,  however,  soon  found  that  their  policy  was  an 
unwise  one. 

Like  a  good  many  other  business  men,  they  thought 
that  money  paid  out  in  advertising  was  an  expenditure. 
Their  experience,  however,  taught  them  that  it  was 
an  investment.  They  are  now  all  consistent  adver- 
tisers. 

The  question  naturally  arises:  If  a  group  of  manu- 
facturers who  monopolize  the  manufacture  of  an 
article  find  that  it  is  an  unsound  business  prac- 
tice not  to  advertise,  what  must  be  the  case 
when  a  retailer,  who  has  to  meet  the  keenest  kind  of 
competition,  decides  that  he  will  not  use  the  columns 
of  his  local  newspaper?  The  answer  is  easy — he  is 
handicapped. 

Some  business  men  have  been  heard  to  remark  that 
if  they  knew  how  to  prepare  copy  they  would  ad- 
vertise. 

Writing  an  advertisement  is  merely  putting  on 
paper  the  substance  of  what  they  would  say  to  a  cus- 
tomer who  entered  their  store  to  buy  a  certain 
article. 

True,  some  can  do  this  better  than  others :  but  just 
as  there  is  no  one  in  business  who  is  such  a  poor  sales- 
man that  he  becomes  dumb  when  a  customer  enters 
his  store,  so  there  is  no  one  so  ineilicient  that  he  can- 
not put  on  paper  the  selling  points  of  an  article  that 
he  wishes  to  advertise. 

Where  there's  a  will  there's  a  way.  But  the  troid)le 
is  that  some  do  not  appear  to  have  the  will  as  far  as 
advertising  is  concerned. 


Expenses  Have  You     probably     remember     the 

to  be  Paid.  story  they  used  to  tell  of  the  old 

woman  who  sold  apples  for  a 
living,  and  who  maintained  she  sold  them  at  a  loss. 

"But  if  you  sell  them  at  a  loss,  how  do  you  m^ke  a 
living?"  she  was  asked. 

"Oh,  but  you  see,  I  sell  so  many  of  them,"  was  the 
reply. 

It  would  seem  that  there  are  quite  a  few  retailers 
who  look  upon  the  sale  of  certain  goods  in  somewhat 
the  same  manner.  They  think  that  because  they  are 
selling  a  whole  lot  of  some  line  that  they  can  afford  to 
sell  it  at  a  little  or  no  profit,  and  this  is  just  the  reason 
why  the  business  of  niany  dealers  is  not  yielding  the 
profit  it  should. 

They  forget  that  there  are  expenses  in  the  sale  of 
all  goods.  The  argument  is  sometimes  put  forward 
that  it  is  made  up  for  by  the  profit  on  some  other  goods, 
but  this  is  just  where  the  dealer  frequently  fools  him- 
self. If  he  would  examine  into  the  case  he  would  find 
that  quite  often  the  profit  on  other  goods  does  not 
make  up  for  it.  Take  the  case  where  $1.00  worth  of 
goods  is  sold  at  cost  because  the  sale  of  another  $1.00 
is  secured  at  a  profit  of  30  cents.  If  we  stop  to  con- 
sider this  for  a  moment,  we  see  that  the  total  profit  on 
the  two  dollars'  worth  is  only  30  cents,  or  15  per  cent., 
which  is  less  than  the  average  cost  of  doing  business. 

While  it  may  be  proper  to  argue  that  when  a  large 
quantity  of  an  article  is  sold,  it  is  not  necessary  to 
exact  such  a  large  rate  of  profit,  nevertheless,  it  must 
be  remembered  that  expenses  must  be  paid,  and  that 
each  article  must  bear  its  share.  This  is  not  possible 
if  goods  are  sold  at  cost. 

A  business  was  never  known  to  topple  over  by 
beifig  pushed.  The  more  it  is  pushed  the 
firmer  it  becomes. 

News  of  the  No  retailer,  no  matter  how  small 

Retail  Store.  his  business,  can  afford  to  ignore 

advertising. 

To  be  located  even  where  no  newspaper  is  published 
is  no  excuse  for  not  using  printers'  ink.  Advertising  is 
fortunately  neither  confined  to  method  nor  place. 

"All  advertising  is  good,  but  some  is  better"  is  an 
old  saying.  All  that  is  demanded  of  any  retailer  is 
that  he  uses  the  best  medium  that  is  at  his  command. 
That  best  available  medium  may  be  a  circular,  a  letter, 
or  a  dodger. 

Whatever  you  do,  use  the  local  newspaper.  If  it  is 
worthy  of  the  name  of  a  newspaper  it  is  the  best 
medium  you  can  use.  Should  you  be  without  a  local 
newspaper  you  can  scarcely  be  inaccessible  to  a  print- 
ing office  of  some  kind. 

The  news  of  your  store  told  in  plain,  terse  terms  will 
always  interest  consumers,  whether  it  be  told  through 
the  columns  of  a  newspaper  or  within  the  folds  of  a 
circular  or  letter.  Good  advertising  is  good  store 
news. 

See  that  at  least  in  some  way  the  consumers  in  your 
locality  are  supplied  with  the  news  of  your  store. 

A  well  dressed  window  is  no  policeman,  but  it 
has  been  known  to  arrest  many  a  customer. 


Why  He  is 
Losing  Business 


Location  is  no  doubt  a  contribut- 
ing factor  in  the  success  of  a 
retail  business.  But  some  men  do 
not  seem  to  be  able  to  succeed  however  good  the  loca- 
tion may  be.       In  such  instances  it  is  obviously  the 
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fault  of  the  merchant    and  not  that    of  the  locality  in 
which  the  store  is  situated. 

We  have  in  mind  a  retailer  who  some  months  ago 
bought  out  a  business  in  one  of  the  suburbs  of  a  cer- 
tain large  city.  But  in  spite  of  the  fact  that  his  pre- 
decessor had  done  well,  he  is  obviously  losing  ground. 
The  reason  is  not  far  to  seek  :  He  is  not  giving  ade- 
quate service. 

His  particular  weakness  seems  to  be  a  lack  of  system 
in  keeping  informed  in  regard  to  his  stock.  He  is  fre- 
(|uently  out  of  this  or  that  staple  article.  As  a  large 
share  of  his  business  is  family  trade  a  good  deal  of  in- 
convenience is  being  caused  customers. 

When  on  telephoning  orders  they  are  repeatedly  told 
that  he  is  out  of  this  and  that  line  it  does  not  take  a 
customer  long  to  switch  his  patronage  to  a  dealer  who 
can  give  better  service. 

Of  course,  it  is  every  merchant's  fate  to  be  caught 
short  in  some  lines  now  and  then.  Unfortunately,  how- 
ever perfect  his  own  system  may  be,  he  cannot  control 
the  other  contributing  agents,  such  as  the  manufacturer, 
the  wholesaler  and  the  transportation  company.  But 
even  then  it  is  better  to  secure  from  a  fellow-dealer  the 
article  wanted  rather  than  to  allow  an  order  to  go  in- 
complete or  unfilled. 

The  retailer  to  whom  we  have  reference  is  surround- 
ed by  fellow-retailers,  but  he  never  appears  to  make 
any  attempt  to'  get  from  them  that  which  he  has  not  in 
stock,  no  matter  how  much  a  customer  may  need  it.  He 
is  gradually,  in  consequence,  surrendering  his  business 
to  his  surrounding  competitors. 

Many  a  line  is  a  drug  in  the  market  because 
it  is  not  advertised. 


case  of  most  merchants,  especially  M'hen  they  have 
a  small  establishment,  the  wife  does  bear  a  good  deal 
of  the  burden,  and  should  be  given  full  credit  for  the 
part  she  plays. 


SHORT  NOTES  PROM  THE  EDITOR'S  PEN. 

Now  for  tile  summer  goods  trade. 

•  •     •     * 

Are  you  making  arrangements  to  attend  the  Winni- 
peg convention? 

•  •     •     • 

The  merchant  who  would  succeed  must  concern 
himself  with  profits. 

• '  •     •     • 

Being  fuiuiy  at  someone  else's  expense  will  in  the 
end  prove  most. expensive  for  yourself. 

•  •     •     • 

Just  because  you  liave  pulled  off  one  good  mer- 
chandising scheme,  don't  expect  its  momentum  to  last 
forever. 


The  sale  of  disinfectants  opens  up  to  the  aggressive 
druggist  an  avenue  for  considerable  additional  in- 
creased trade  and  profit. 


Space  in  the  main  part  of  the  store  is  too  valuable 
to  fill  up  with  drug  bottles,  when  it  can  be  used  to 
create  sales  in  other  lines. 


The  Part  Perhaps,  after  all,  the  women 

the  Wife  Plays.  have  some  reason  for  demand- 

ing greater  recognition.  Even 
now  they  do  not  always  get  fidl  credit  for  the  part 
they  do  play  in  this  world.  For  instance,  when  a  man 
has  achieved  a  certain  marked  success  in  his  business, 
it  is  he  who  receives  full  credit  for  the  achievement. 
Naught  is  said  of  the  wife  who  has  helped  him  down 
through  the  years  in  his  effort  to  attain  that  goal.  She 
probably  has  been  the  silent  partner,  working  behind 
the  scenes,  encouraging  him  in  his  work,  cheering  him 
up  when  disappointment  came  his  way,  giving  her  best 
adviae  on  matters  that  demanded  grave  consideration 
— playing  her  part  silently,  but  well. 

True,  she  may  court  no  public  laudation  on  the  part 
she  has  played.  She  has  felt  amply  rewarded  by  the 
satisfaction  of  seeing  her  husband  succeed,  and  in 
sharing  with  him  the  pleasures  resulting  from  his 
bettered  circumstances.  However,  the  efforts  of  the 
wife  are  not  always  recognized  or  appreciated  in  the 
way  they  should  be. 

The  man  in  business  who  has  a  good  wife  has  an 
a.sset  of  inestimable  worth.  ITow  often  has  the  advice 
of  the  wife  on  a  question  of  importance  proved  exceed- 
ingly good — how  often  has  her  caution  kept  a  man 
from  going  into  things  he  would  be  better  out  of — how 
fre(|uently  has  a  man  felt  better  by  a  recital  of  his 
difficulties  to  his  wife — how  often  have  her  words 
cheered  him  in  times  of  depres.sicn.  It  is  well  to  have 
someone  to  discuss  our  joys  and  sorrows  with. 

Some  men  take  the  attitude  that  the  wife  should 
not  be  burdened  with  the  business  worries  of  the  hus- 
band. On  the  other  hand,  it  is  argued  that  the  wife 
generally  would  rather  share  his  business  cares,  and 
have  him  confide  in  her.     Be  that  as  it  may,  in  the 


The  hot  summer  days  open  up  excellent  opportuni- 
ties to  the  druggist  for  the  sale  of  cold  creams  and 
toilet  preparations.    Push  for  this  trade  strongly. 


The  man  who  is  considering  going  into  a  new  store 
should  give  a  good  deal  of  thought  to  the  selection  of 
his  location.    It  often  makes  or  breaks  a  business. 


The  razor  trade  is  clean-cut  trade.  The  dealer  does 
not  have  to  put  in  any  large  stock,  and  he  gets  a  clean 
profit  on  every  sale,  because  there  is  no  loss  by  un- 
saleable stock. 


The  dealer  does  not  want  to  allow  his  enthusiasm 
and  effort  to  dwindle  with  the  coming  of  the  warm 
weather.  There  are  big  opportunities  for  business 
during  the  summer  months,  and  they  should  be  taken 
advantage  of. 

•     •     •     • 

Don't  get  the  idea  that  the  more  things  you  mention 
in  one  advertisement,  tlie  more  things  it  will  sell.  In 
tile  crowded  ad.,  as  in  the  crowded  window  display,  the 
attention  is  not  concentrated  on  any  one  line,  and 
therefore  the  interest  of  customers  is  not  aroused. 


It  is  understood  that  the  work  of  revising  the  British 
Pharmacopoeia  is  nearing  completion,  but  the  date  of 
publication  is  not  known.  The  revision  is  conducted 
i)y  the  General  Medical  Council  of  Great  Britain,  and 
111!'  Phannaccutieal  Society  is  allowed  to  co-operate. 
The  last  revision  was  published  in  1898. 
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Promoting  Prescription  End  of 
Business 

THE  prescription  end  of  the  business  is  of  extra 
value  because  it  attracts  people  to  the  store  who 
otherwise  mig-ht  not  be  induced  to  visit  it.  Every 
dru.'^gist  is  therefore  anxious  to  promote  and  build  up 
this  end  of  the  business.    How  is  it  to  be  done? 

One  means  towards  this  end  is  to  conduct  the  pres- 
cription end  of  your  business  so  that  it  will  appeal  to 
customers  and  bring  them  back  again  for  any  require- 
ments in  this  line.  Every  dealer,  however,  is  desirous 
of  securing  new  customers,  and  it  is  by  means  of  adver- 
tising that  he  is  enabled  to  reach  out  for  these. 

Prescription  Ads.  of  Other  Druggists. 

In  considering  the  kind  and  character  of  advertise- 
ment that  it  is  best  to  use  in. going  after  this  business,  it 
is  perhaps  well  to  examine  samples  of  good  advertise- 
ments being  used  by  other  druggists  in  going  after  this 
business,  and  The  Retail  Druggist  here  presents  a  num- 
ber of  these  from  various  parts  of  the  Dominion. 

Purity  of  ingredients  and  accuracy  in  the  work  of 
dispensing  are  the  two  big  points  to  be  emphasized  and 
driven  home.  People  who  bring  their  prescriptions  to 
your  store  to  be  filled,  want  to  feel  confident  that  they 
will  be  filled  accurately.  They  want  quality  ingredients 
— price  does  not  carry  much  weight. 

Quality  Versus  Price. 

The  advertisement  of  Laing's  Drug  Store,  Windsor. 
Ont.,  which  is  reproduced  here,  features  quality  in  a 
convincing  manner.    It  points  out  that  while  good  drugs 


The  Value  of  Drugs 
Quality  Versus  Price 

The  value  of  drugs  should  be  measured  by  their  quality  and  not 
by  their  PRICE.  Good  drugs  are  sometimes  expensive.  Cheap 
drugs  are  apt  to  be  stifl  more  expensive,  because  poor  drugs  are 
worse  than  worthless;  they  are  ofter  harmful. 

We  sell  only  good  drugs — the  kind  that  are  effective  in  curing 
alcbsess  and  disease.  The  quality  of  o\ir  drugs  Is  of  th«  highest, 
for  we  buy  only  vhe  best  that  can  bo  had. 

Prices  are  always  as  low  as  gfon  druga  can  be^sold  for     any- 
'vhere. 

Laing's  Drag  Store 

19  Ouellette  Ave, 

GET  THE  LAING  QUALITY 


A  good  prescription  ad.  from  Windsor.  Out.,  drivinjf  lionie  the 
value  of  Quality  over  price. 

are  sometimes  expensive,  that  cheap  drugs  are  apt  to 
be  still  more  expensive — because  poor  drugs  are  worse 
than   worthless — -they  are   often  harmful. 

E.  A.  Robertson,  of  12  Wellington  street,  Stratford, 
Ont.,  drives  home  the  point  of  purity  and  accuracy  as 
lollows : 

"Absolute  purity  is  one  of  the  very  necessary 
adjuncts  to  a  modern  drug  store.  In  the  filling  of 
prescriptions  it  is  imperative.  In  this  department 
we  are  exceptionally  particular  not  alone  as  to  the 
purity  of  the  ingredients  used,  but  in  the  care  in 


putting  up  the  prescription  exactly  as  your  physi- 
cian prescribes  it.  Our  system  of  checking  makes 
mistakes  impossible. 

"We  make  a  specialty  of  sick  room  necessities." 

Emphasizing  Accuracy. 

Accuracy  is  the  big  feature  of  the  ad.  of  E.  S.  Knowl- 
ton,  of  Vancouver,  B.C.,  reproduced  here.  It  will  be 
noted  how  the  main  point  is  gradually  led  up  to  in  the 
talk  given.  It  is  pointed  out  that  the  customers  can 
have  the  same  feeling  of  safety  in  having  them  fill  the 
prescription  as  they  have  in  the  doctor  in  giving  it. 

"Your  doctor  knows — so  do  we — and  you  should,"  is 


PRESCRIPTION  ACCURACY 

AND   HOW   IT   IS   SECLRED. 

Thfi  firct  step  In  treating  aickucsa  lii  youc  home  la  to  mil  u 
do*Cof  and  In  doing  so  you  rati  one  ;n  whom  you  have  conlMence. 
tiAllevitiK  iiini  to  l>e  the  best.  Th«;  n«xt  step  li  to  bftvo  fiUftd  the 
prescription  he  sIveR  you.  Th«t  Is  our  j  art  of  th**  work,  and  wo 
want  you  tM  have  the  same  (eelmji  of  ttafety  m  the  .  knowleantj 
that  vour  prescription  has  been  filled  at  our  itote,  that  >ou  have 
.n  your  doctor.  In  compounding  a  prescription  two  things  we  o[ 
vital  Importance:  That  the  INOREDTlZNTa  used  are  of  the  best 
nuallty  and  In  fresh  condition.  That  the  COMPOUNDING  bo  at- 
tend-'d  to  by  men  or  experience  who  are  duly  qualified  for  sach 
it-ork. 

Phone  Sey.  655-656  15  Hastings  Eas 


Advertisement  of  E.  S.  Knowlton,  Vancouver,  B.C.,  which  emphasizeB 
accuracy  in  prescription  work. 

the  beginning  of  an  ad.  of  E.  C.  Harvey,  of  St.  Thomas, 
Ont.,  which  continues  "that  we  put  up  prescriptions  and 
family  recipes  right.  No  one  is  better  able  than  we  are 
because  of  our  carefulness,  training,  and  equipment.  No 
better  drugs  can  be  had  than" those  in  this  store." 

"Between  Life  and  Death." 

This  was  the  suggestive  heading  on  a  prescription  ad- 
vertisement of  McEachern's  Drug  Store,  Port  Arthur, 
Ont.  The  point  was  driven  home  in  a  short  message  that 
it  only  took  the  reader  a  minute  to  read.  It  was  as 
follows : 

"The  most  tender  solicitude  and  careful  nursing  will 
avail  little  if  pure  medicines  are  not  obtainable.  Pre- 
scriptions filled  here  are  absolutely  correct,  and  purity 
is  a  dominant  feature  of  our  pharmacy." 


REAL  ADVERTISING 

Random  advertising,  like  random  shooting  in  the 
woods,  fails  to  bring  down  the  game.  Advertising — 
the  real  kind — is  a  continuous  campaign  closely  related 
to  salesmanship,  and  no  business  house  would  hire  sales- 
men just  for  a  day  or  a  week. 

Advertising  is  a  steady  drive  for  business.  How  to 
do  it  most  intelligently  is  an  important  subject  of  con- 
sideration in  every  successful  business. 

Suggestions  of  great  value  often  come  from  most 
unexpected  sources.  The  man  who  prepares  copy  must 
ever  be  on  the  lookout  for  new  ideas  or  his  efforts  will 
be  commonplace  or  obsolete.  The  clever  salesman  is 
constantly  looking  for  good  points  about  his  goods  or 
new  and  attractive  ways  of  presenting  them,  while  the 
advertiser,  who  prepares  the  "salesmanship  on  paper," 
must  do  likewise. 


Use  j)lenty  of  show  cards  about  your  store  and  in 
the  window.  They  sell  goods  for  you.  Some  season- 
able show  card  suggestions  for  the  druggist  are  given 
on  this  page. 
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Arrange  to  Attend  the 

Winnipeg  Convention 

OPENS    IN    WINNIPEG    ON    AUGUST    17 


THE  annual  convention  of  the  Canadian  Pharmaceutical  Association  opens 
in  Winnipeg  on  August  17  this  year,  continuing  for  four  days.  Every 
retail  druggist  in  Canada  is  invited  to  be  in  attendance,  and  now  is 
the  time  for  druggists  to  make  arrangements  to  be  present.  '  The  conven- 
tion last  year  was  a  splendid  success,  and  every  effort  is  being  made  by  the 
officers  as  well  as  the  local  committees  in  charge  of  affairs  to  secure  even  a 
larger  and  more  enthusiastic  gathering  of  the  druggists  of  Canada  in  Winni- 
peg in  August. 

There  is  much  that  can  be  done  by  the  association  for  the  benefit  of  the 
Canadian  drug  trade,  but  it  stands  to  reason  that  in  order  to  produce  the 
best  results,  that  it  must  have  the  support  and  active  interests  of  individual 
members  of  the  trade  throughout  the  Dominion.  The  druggist  should  show 
his  interest  in  the  welfare  of  the  association  and  of  the  trade  by  being 
present  at  the  forthcoming  convention,  and  taking  part  in  the  deliberations. 
There  are  many  subjects  of  much  importance  to  the  druggists  of  Canada  to 
be  taken  up  and  dealt  with  at  the  convention. 

Druggists  who  attend  the  convention  will  also  secure  much  individual 
benefit  as  a  result  of  coming  together  with  other  dealers  and  exchanging 
ideas  and  swapping  experiences.  Where  druggists  are  gathered  together  you 
will  find  that  conversation  turns  to  business  (juestions,  and  especially  is  this 
so  at  a  convention.  Not  a  few  valuable  ideas  are  secured  where  two  or  three 
are  gathered  together  during  idle  moments  between  sessions.  Papers  that 
are  read  and  discussions  that  take  place  are  also  the  source  of  many  valu- 
able ideas  to  the  wideawake  dealer. 

Winnipeg  is  an  ideal  convention  city,  and  the  C.Ph.A.  convention  affords 
an  excellent  opportunity  for  the  druggist  to  have  an  excellent  holiday  jaunt, 
and  at  the  same  time  help  along  the  trade  and  association-  in  which  he  is  so 
deeply  interested.  He  will  be  amply  repaid  for  the  time  and  money  ex- 
pended.   Now  is  the  time  to  plan  to  be  present. 


12 


THE  RETAIL  DRUGGIST  OF  CANADA. 


June,  1914 


Sidelines  Form  Profitable  Feature  of  Chatham  Store 


C  H.  Gunn  &  Co.,  Ltd.,  of  Chatham,  Ont,  gioe  a 
great  deal  of  prominence  to  the  sidelines  in  their  store 
and  find  them  a  profitable  feature  of  their   business. 


THE  drug  store  of  C.  H.  Gunn  &  Co.,  Ltd.,  Chatham, 
Ont.,  located  at  the  corner  of  King  and  Fifth 
streets,  in  that  city,  and  known  as  the  Central 
Drug  Store,  makes  a  big  feature  of  the  side  lines  and 
finds  them  not  only  a  prominent  part  of  the  business  in 
so  far  as  sales  are  concerned,  but  also  in  the  matter  of 
profit.  Their  opinion  of  the  part  played  by  the  side 
lines  in  their  trade  is  summed  up  in  their  statement  to 
Tlie  Retail  Druggist  that  "to-day  the  side  lines  form  a 
very  prominent  and  profitable  feature  of  our  business." 

Arrangement  of  Interior. 

The  store  itself,  i)hotographs  of  which  are  reproduc- 
ed here,  drives  home  the  value  that  is  placed  on  the 


SUGGESTIONS  FOR  MORE  BUSINESS. 

FEATURE  playing  cards  during  the  camping  season. 
Campers  have  many  idle  moments  during  which 
cards  help  to  while  away  the  time. 
A  fountain  pen  is  very  convenient  for  most  every 
person,  yet  many  do  not  possess  one.     Take  the  cue. 

Interest  the  young  fellow  in  the  decoration  of  his 
room.    Sell  him  pennants,  pictures,  etc. 

Novelties  always  interest  people,  and,  therefore,  are 
valuable  from  an  advertising  standpoint. 

Now  is  the  time  to  push  outdoor  sporting  goods  of  all 
kinds. 

Why  not  feature  leather  goods  in  window  and  ad.  for 
a  week?    Every  druggist  has  a  big  assortment. 


side  lines,  as  they  are  given  a  great  deal  of  display 
prominence  in  the  store.  The  best  facilities  are  pro- 
vided for  display  purposes,  as  the  view  of  the  interior 
reproduced  here  shows.  Silent  salesmen  are  much  in 
evidence  in  all  parts  of  the  store,  and  goods  are  dis- 
played in  them  to  the  best  advantage.  In  the  centre 
will  be  noticed  three  silent  salesmen,  the  front  one  be- 
ing devoted  to  cut  glass  and  associated  lines.    Mirrors 


and  wall  eases  are  much  in  evidence,  while  the  general 
fixtures  are  of  a  character  that  adds  materially  to  the 
general  attractiveness  of  the  store. 

Good  Use  Made  of  Window  Space. 

As  the  photogi'aph  of  the  front  of  the  store  indicates, 
the  store  is  well  supplied  with  window  display  space, 
and  good  use  is  made  of  it.  The  store  is  located  on  a 
corner,  and  so  has  display  windows  on  two  streets. 
There  are  two  entrances  to  the  store.  On  the  one  side, 
if  can  be  seen  that  the  store  has  a  double  display  win- 
dow which  allows  of  two  separate  displays  being  made 
on  this  side.  l)isi)lays  are  generally  changed  twice  a 
week,  and  by  giving  the  proper  care  to  their  arrange- 
ment, they  prove  one  of  the  best  sales  mediums  that  the 
store  has. 

Side  Lines  Gradually  Added. 

The  store  has  been  known  as  the  C^enti'al  Drug  Store 
for  about  45  years,  a  drug  business  having  been  estab- 
lislu'd  about  that  time  by  R.  S.  Priddy.  With  two  or 
three  changes  of  ownership  intervening,  the  present 
firm  was  established  about  twenty  years  ago  as  C.  H. 
Gunn  &  (!o.,  and  later,  in  1910,  was  incorporated  as  a 
joint  stock  company.  In  its  inception,  like  other  drug 
stores  of  that  day,  this  was  purely  a  drug  business,  but 
gradually,  a  few  at  a  tinu\  side  lines  were  added,  until 
to-day  they  form  a  very  prominent  and  profitable  fea- 
ture of  the  business. 

Drug  Bottles  to  the  Rear — Use  Space  for  Display. 

Formerly  the  best  selling  space  in  the  store  was 
wasted  in  the  display  of  drug  bottles.  They  use  the 
word  "wasted"  advisedly,  because  no  customer  com- 
ing into  the  store  was  even  known  to  buy  an  ounce  of 
this  or  that  tincture  simply  because  it  was  displayed 
on  the  shelves. 

"To-day,"  they  .state,  "every  available  space  in  our 
store  is  utilized  as  silent  salesmen  for  side  lines,  such  as 
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Good  wiiulow  display  is  a  feature  on  which  C  H.  Uuim  &  Co..  of  Chatham.  Ont.,  lay  great  stress,  and  j 
photograph  of  the  store  is  herewith  reproduced. 
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toilet  articles,  candies,  stationery,  etc.,  which  bring 
people  into  onr  store.  A  druggist  doing  a  purely  drug 
business,  unless  he  had  a  particularly  good  dispensing 
trade,  would  eke  out  a  iiu-re  existence,  while  attiac- 
tive,  well-kept  side  lines  bring  ([uick  returns,  and  keep 
help  employed  every  hour  of  the  day.  In  fact,  the  drug- 
gist who  seeks  success  has  practically  no  option  but  to 
branch  out  into  the  side  lines." 

Of  course,  this  does  not  imply  that  they  do  not  carry 
drugs,  or  give  the  necessary  attention  to  them.  Tliey 
do,  but  the  stock  is  relegated  to  the  dispensary  shelves. 

Candy  and  Stationery  Big  Lines. 

"Two  ftf  the  side  lines  which  which  we  have  been 
most  suceessfid  are  candy  and  stationery,"  they  state. 
It  will  be  noticed  that  silent  salesmen,  prominently  lo- 
cated, have  been  devoted  to  these  lines,  thus  illustrat- 
ing that  the  success  of  a  line  depends  to  no  small  extent 
on  the  prominence  given  to  it.  "Candy,"  they  point 
out,  "can  be  turned  over  from  six  to  seven  times  a  year, 


ADVERTISING  A  RETAIL  BUSINESS 

Where  local  advertising  is  concerned,  the  retailer 
has  little  or  no  trouble  in  making  a  selection.  News- 
paper-advertising  rates  are  based  in  nearly  every  case 
upon  so  much  per  thousand  circulation,  and  if  there 
is  more  than  one  medium  in  your  town,  you  will  find 
enough  good  circulation  in  the  other  propositions  to 
merit  using  them.  It  is  a  mistake  to  take  it  for  granted 
that  you  are  going  to  reach  the  entire  buying  public 
by  confining  your  advertising  to  one  particular  paper, 
unless  that  paper  is  entirely  without  opposition,  a  con- 
dition seldom  met  with. 

Small  copy,  sixty  or  seventy  lines,  single  space,  or 
fifty  or  sixty  lines,  double  space,  should  suifice  to  tell 
your  story.  Whenever  possible,  illustrations  and 
prices  should  be  used.  Large  copy,  of  course,  is  in 
order,  especially  at  holiday  periods,  when  down-to-date 
retailers  can  ex[)loit  various  articles  of  everyday  use 
for  men  and  women. 

Good   advertising    will    help   establish  your  credit. 


The  interior  of  the  drug  store  of  C.  H.  Gunn  &  Co.,  Lt<l.,  Chatham,  Ont.      Note  the  use  made  of  silent  salesmen  for  displiiy  purposes. 


and  if  carefully  looked  after,  (juick  returns  and  fresh 
stock  are  assured,  and  these  are  both  essential  to  a 
successful  business."  Another  good  side  line  is  toilet 
articles,  soaps,  talcum  powders,  etc.,  all  of  wiiieh  are 
nice,  clean  lines  to  handlo. 

Features  of  the  Store  and  Business. 

As  regards  atlvertising,  they  state  thai  they  find 
good  window  displays  and  house  to  house  distribution 
of  advei'tising  matter,  the  most  effective. 

They  place  emphasis  on  the  necessity  of  clean  win- 
dows if  the  store  is  to  find  favor  with  particular  peo- 
ple. 

Note  how  space  around  the  pillars  in  the  centre  of 
the  store  has  been  used  for  display  purposes.. 

The  store  is  fitted  with  a  fine  pattern  of  metajlie  ceil- 
ing, which  adds  to  the  attractiveness  and  brightness  of 
the  interior. 

Cigars  is  one  of  the  side  lines  that  is  handled. 

Displays  are  built  up  on  the  top  of  the  show  cases. 

Remember  that  25  per  cent  profit  on  cost  only  means 
20  per  cent,  on  sales — and  you  figure  expenses  on  sales. 


Good  advertising  will  not  stoop  to  sharp  practice  or 
misrepresentations,  because  sooner  or  later  the  decep- 
tion will  be  found  out.  No  business  that  can  not  be 
exploited  honestly  can  ever  hope  to  be  permanently 
successful.  Good  advertising  thus  will  help  build  up 
your  own  character  as  well  as  your  business. 

After  all,  advertising  is  only  reputation,  and  can  not 
show  results  in  a  day  any  more  than  an  individual  can 
show  his  true  character  in  the  same  period.  It  is 
purely  cumulative,  and  can  only  prove  fruitful  as 
we  become  acquainted  with  the  proposition. 

Do  not  look  upon  the  money  spent  on  advertising 
as  a  gamble.  In  the  majority  of  advertisements,  it  is 
true  that  immediate  results  can  not  be  observed :  but 
when  you  plant  seed  of  any  kind,  you  certainly  do  not 
expect  to  see  the  fruits  immediately  spring  up ;  it  is 
necessary  to  wait  a  season,  and.  in  the  meantime,  water 
and  constantly  guard  the  planting.  When  we  see  the 
amount  spent  by  advertisers  of  known  successes,  both 
national  and  local,  in  the  exploitation  of  their  wares, 
it  seems  hardly  necessary  to  add  that  consistent  and 
persistent  advertising  will  pay  in  the  long  run  if  the 
merchandise  has  pierit. 
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THREE  PHOTOGRAPHS  OF  THE  INTERIOK  OF  THE  TAMIiLYX   SIXJKK.   WHI(;H   SHOW   HOW   A   BIG  DISPLAY  OF  GOODS 

CAN   BE   MADE   EVEN    WHEN   SPACE  IS  LIMITED. 


Efficient  Display  Features  of  a  Toronto  Store 

How  drug  store   on   one   of  Toronto's    main   streets 

■    maizes  the  best  possible  use  of  the  space  at  its  disposal 

— Many  little  display  ideas  have  been  worthed  out. 


THE  importance  and  value  of  good  display  in  the 
drug  store  is  becoming  recognized  more  au'l 
more  every  day.  Progressive  druggists  aro  real- 
izing that  the  way  to  induce  the  greatest  volume  of 
sales  is  to  get  goods  out  where  people  will  see  them  and 
where  they  will  be  shown  up  to  prospective  eus^^omeis 
to  advantage.  One  store  that  believes  emphatically  in 
the  need  and  value  of  good  display  is  the  store  of  G. 
Tamblyn,  Ltd.,  at  133  Yonge  street,  Toronto,  of  which 
L.  J.  Hewitt  is  manager. 

Store  is  Centrally  Located. 

This  store  is  located  in  a  pronunent  position  in  the 
downtown  section  of  Toronto,  and  on  one  of  the  prin- 
cipal streets  of  the  Queen  City.  The  side  of  the  store 
ranges  along  what  is  known  as  the  Yonge  street  arcade, 
and  thus  there  are  two  sides  open  to  public  view.  This 
entire  side  is  fitted  with  glass,  thus  presenting  an  ex- 
cellent view  of  the  interior  of  the  store  to  those  pass- 
ing through  the  arcade,  and  no  doubt  is  the  means  of 
bringing  many  lines  of  goods  before  people  and  induc- 
ing them  to  enter  the  store.  The  display  along  the  ar- 
cade side  of  the  store  is  arranged  so  as  to  show  up  best 
to  the  person  in  the  interior,  but  also  presents  a  var- 
iety of  goods  to  those  on  the  outside. 

Good  Use  of  Space  at  Their  Disposal. 

Space  in  this  part  of  the  downtown  section  is  very 
valuable,  and  it  is,  therefore,  necessary  to  evolve  plans 
that  will  make  it  bring  in  the  best  returns,  and  it  must 
be  said  that  good  use  is  made  of  the  space  at  their  dis- 
posal. In  addition  to  the  regular  display  methods  used 
in  the  average  store,  a  number  of  little  ideas  that  assist 
to  a  considerable  extent  in  securing  large  and  more 
efficient  display  have  been  worked  out.  Other  drug- 
gists who  are  continually  being  confronted  with  the 
problem  of  working  out  methods  of  securing  greater 
display  in  the  store,  will  no  doubt  be  interested  in  those 
being  used  in  this  establishment. 

Shelf  Arrang'ement  at  Back  of  Silent  Salesmen. 

Some  of  these  display  ideas  are  shown  in  the  cut  re- 
produced at  the  top  of  this  page.    On  the  left  hand  side 


is  a  photograph  of  a  silent  salesman  that  has  a  shelf  ar- 
rangement built  up  at  the  back  of  it,  thus  presenting 
a  great  variety  of  goods  to  the  person  entering  the 
store.  The  top  of  the  silent  salesman  is  also  divided 
otT  into  sections  in  which  different  lines  are  shown.  This 
silent  salesman  is  near  the  main  serving  counter,  and 
the  big  display  of  goods  that  is  thus  presented  promin- 
ently to  customers  results  in  a  good  many  additional 
sales. 

Using  Waste  Space  for  Sales  Purposes. 

The  centre  view  is  that  of  a  section  of  the  shelves.  In 
the  corner  will  be  noticed  a  number  of  small  shelyes  on 
which  perfumes  are  displayed.  This  corner  was  for- 
merly unused,  but  these  little  brackets  were  erected 
and  prove  a  good  means  of  showing  this  line  of  goods. 

On  the  right  hand  side  is  shown  a  view  of  a  display 
idea  carried  out  at  the  rear  of  the  window  for  the  dis- 
play of  shaving  strops  and  hot  water  bags,  showing 
them  up  to  good  advantage  to  the  person  in  the  store. 
These  were  at  first  hung  on  a  wire  stretched  across  the 
back  of  the  window,  but  a  solid  rod  was  found  prefer- 
able for  this  purpose,  as  the  wire  was  inclined  to  sag, 
and  it  was  difficult  to  keep  the  display  looking  neat. 

Other  Display  Ideas  Worked  Out. 

At  the  rear  of  the  store  is  the  mirror  that  is  found  in 
so  many  stores.  This  has  also  been  utilized  to  show 
goods.  Narrow  shelves  have  been  built  across  in  front 
of  the  mirror  on  which  perfumes  and  toilet  goods  are 
shown.  The  mirror  background  adds  to  the  appear- 
ance of  the  display,  which  is  one  that  appeals  to  the 
eye. 

At  intervals  along  the  showcases  at  the  side  of  the 
store  are  small  shelves  that  may  be  pulled  out  or  shoved 
in  at  will.  On  these  shelves  little  displays  can  be  built, 
and  are  in  a  position  where  they  attract  the  attention 
of  customers  who  visit  the  store. 

The  Value  of  Good  Display. 

All  these  display  ideas  in  the  interior,  of  the  store 
are  found  of  value  in  creating  extra  sales.  "Getting 
goods  out  before  people  is  bound  to  induce  purchases," 
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states  Mr.  Hewitt,  the  manager.  "For  instance,  when 
we  first  got  in  a  sii|)))ly  of  beauly  spots  this  spring,"  he 
says,  "we  placed  them  in  a  prominent  position  on  top 
of  the  cash  register,  and  just  by  that  means  sold  the 
whole  two  dozen  that  we  received  in  the  initial  ship- 
ment in  one  day." 

He  points  ont  that  a  good  deal  of  advertising  for  the 
store  is  done  by  people  talking  to  their  friends  about  it. 
Therefore,  there  is  a  value  in  presenting  goods — par- 
ticularly s])eeial  lines — so  that  customers  will  beeomo 
interested  in  them. 

Window  Is  Big  Sales  Creator. 

In  such  a  busy  section  of  the  city  as  this,  the  display 
window  is,  of  course,  a  valuable  selling  agent,  and 
every  etfort  is  nuide  to  secure  the  maximum  results 
from  this  medium.  A  photograph  of  a  window  display 
in  this  store  reproduced  here  shows  that  a  variety  of 
goods  are  shown  in  the  one  window,  the  idea  being  to 
present  a  range  of  goods  that  will  interest  the  transient 
trade  that  the  store  eaters  to.    It  will  be  noticed,  how- 


This  store  is  certainly  solving  the  problem  of  secur- 
ing the  greatest  display  for  the  space  at  their  com- 
mand, and  it  is  well  that  other  druggists  should  give 
thought  and  consideration  to  securing  more  efficient 
display. 


KEEP  THE  SIDEWALK  CLEAN 

Even  the  best  store  window  display  may  lose  half 
its  value  by  inattention  to  the  shop  front.  External 
appearance  is  a  good  guide  to  the  character  of  a  store. 
The  prospective  customer  directs  his  first  glance  to  the 
sidewalk.  If  it  is  muddy,  or  dusty,  or  the  water  lies  in 
puddles  on  it,  the  chances  are  that  he  will  turn 
away  without  even  looking  at  the  window.  To  begin 
with,  if  the  paving  is  defective,  the  fault  should  be 
remedied,  even  if  the  cost  should  seem  rather  high. 
The  rest  is  easy.  A  few  minutes'  attention  with  a  broom 
every  morning  will  keep  the  walk  tidy  all  day,  and  such 
a  walk  is  a  very  practical  encouragement  to  the  public 
to  come  and  look  at  the  goods  you  display.     The  T. 
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A  live  window  display  of  the  Tamhlyn  Drug 
Store.  133  Yonte  Street,  Toronto.  Note  par- 
ticularly the  unusual  form  of  I  lie  showcardp, 
the  articles  they  advertise  in  several  cases  be- 
ing attached  to  them,  prices  arc  printed  boldly 
so  that  they  can  be  read  from  a  long  distance. 
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ever,  that  each  different  line  shown  is  made  to  stand 
out,  and  show  cards  are  made  use  of  to  direct  attention 
to  the  various  lines. 

New  Form  of  Showcard. 

Show  and  price  cards  are  made  good  use  of  in  both 
the  window  and  interior,  and  are  considered  valuable 
in  making  sales.  A  good  form  of  showcard  used  is  that 
in  which  the  goods  are  attached  to  the  card.  A  variety 
of  these  are  shown  in  the  window  display  reproduced 
here,  and  it  must  be  agreed  that  it  proves  an  effective 
method  of  showing  goods,  as  it  connects  up  the  goods 
and  the  price  or  comment  in  an  excellent  manner. 

Supplementary  Displays  at  Front. 

Supplementary  displays  are  provided  at  the  front  as 
well  as  in  the  interior.  A  wall  case  is  used  at  one  side 
of  the  entrance  for  toilet  goods  and  theatrical  make- 
up-— the  latter  being  a  line  in  which  the  store  has  built 
up  quite  a  trade.  Further  in  at  the  entrance  is  an  ad- 
ditional wall  case  for  the  display  of  goods. 


Eaton  Co.,  of  Winnipeg,  recognize  this  fact.  They  have 
a  staff  of  men  who  sweep  the  pavement  round  their 
big  store  every  morning — a  pavement,  of  course,  per- 
fect in  structure  in  the  first  place.  Throughout  the  past 
winter,  when  in  the  heat  of  midday,  the  fronts  of  other 
stores  have  been  one  mass  of  slush  or  snow,  or  even  of 
ice  too  slippery  to  walk  on,  the  frontage  of  the  Eaton 
store  has  been  dry  and  clean.  Who  can  tell  how  many 
additional  customers  this  little  attention  has  brought 
them?  Another  point  that  is  apt  to  be  overlooked  is 
the  dripping  of  water  from  the  store  roof  on  a  rainy 
day.  This  should  be  remedied  without  delay,  as  it  is 
apt  to  make  many  people  avoid  the  store. 


There's  a  reason  why  every  item  of  stock  should 
sell.  It  is  that  reason  that  ought  to  go  into  your  ad- 
vertising. 

There's  many  a  valuable  pointer  left  out  of  sales- 
manship or  advertising  because  of  a  failure  to  realize 
that  what  is  matter  of  course  with  the  seller  may  be 
news  to  the  buyer. 
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Soda  Fountain  Is  Important  Feature  of  Winnipeg  Store 


Gordon  Mitchell  Drug  Co.,  of  IVinnipeg,  find  the  soda 
fountain  an  extensive  and  profitable  department — Some 
features  of  the  soda  fountain  in  Portage  Avenue  Store. 


THE  position  which  druggists  find  most  popular  for 
a  soda  fountain  is  that  which  was  selected  by  the 
Gordon  Mitchell  Drug  Co.,  of  Winnipeg,  for  this 
department  in  their  enlarged  store  on  Portage  avenue. 
It  is  on  the  left  hand  as  you  enter,  and  there  is  no  doubt 
proximity  to  the  street  is  more  conducive  to  trade  on  a 
busy  thoroughfare  than  a  position  in  the  rear.  The  lat- 
ter may  allow  opportunity  to  attract  the  customer's  at- 
tention to  other  departmental  goods,  but  the  street  pe- 
destrian is  apt  to  be  impatient  of  the  extra  walk. 

Lots  of  Room. 

It  will  be  observed  from  the  cut  that  commodious- 
ness  is  a  feature  of  the  counter,  and  that  customers  can 
move  from  point  to  point  without  fear  of  bumping 
against  other  customers.  This  is  especially  valuable  in 
the  social  aspect.  If  friend  meets  friend,  and  they  wish 
to  enjoy  a  little  converse  together,  what  better  place 
could  there  be,  and  what  will  they  more  naturally  think 
of  than  such  a  soda  counter?  This  really  comes  under 
the  heading  of  good  service,  which  is  a  main  point  in  re- 
taining customers. 

White  marble  has  been  extensively  employed  in  the 
formation  of  the  counters  and  wall  cases,  and  the  no- 
tion of  cleanliness  and  brightness  is  impressed  on  the 
customers  at  the  very  first  glance.  The  wall  arrange- 
ments at  once  attract  attention,  and  it  is  apparent  the 
space  available  has  been  utilized  in  a  manner  both  in- 
genious and  attractive.  Everything  gives  an  impres- 
sion of  compactness.  And  the  retention  of  an  ample 
supply  of  tumblers,  holders,  spoons,  sundae  dishes,  to 
meet  the  biggest  rush  that  some  special  occasion  may 
cause,  is  made  possible  without  the  hampering  of  dis- 
pensing operations.    The  druggist  who  has  not  the  fa- 


cilities to  keep  such  an  ample  quantity  of  glassware,  or 
whose  normal  custom  does  not  warrant  such  an  expen- 
diture, will  find  paper  plates  very  handy  for  such  occa- 


sions. 


Light  Lunches  a  Feature. 


One  of  the  big  features  of  the  soda  fountain  is  com- 
ing to  be  the  luncheon  service,  and  the  up-to-date  drug- 
gist is  going  ahead  in  this  direction.  Some  sell  both 
sandwiches  and  pie.  Some  have  made  a  beginning  with 
sandwiches,  which,  it  must  be  admitted,  is  indeed  a 
long  way  ahead  of  the  days  whjen  all  you  could  secure 
in  the  way  of  solid  nourishment  was  Graham  wafers 
and  soda  crackers.  The  Gordon  Mitchell  service  in- 
cludes both  soups  and  sandwiches,  as  well  as  lighter 
articles  such  as  cakes,  which  are  displayed  under  glass 
cover.  All  are  brought  to  notice  by  plainly  written 
showcards  placed  in  the  window  and  on  the  wall  eases, 
to  meet  the  customer's  eye.-  The  cut,  for  example, 
shows  a  choice  of  "Tomato  Bouillon,"  "Beef  Bouill- 
on," "Ham  Sandwich,"  "Tongue  Sandwich,"  "Chick- 
en Sandwich,"  "Egg  Lemonade,"  and  "Cocoa."  The 
menu,  of  course,  will  vary  with  the  season  of  the  year. 

While  the  store  is  well  lighted  and  airy — you  will 
note  the  high  ceiling — great  attention  has  been  given 
to  electric  lighting  arrangements,  and  lamps  have  been 
fixed  up  with  a  special  view  to  the  requirements  of  the 
counter.  Lamps  suspended  from  the  ceiling,  as  well  as 
a  row  of  globes  on  the  wall,  assure  perfect  illumina- 
tion at  all  times. 

Facts  and  Figures  About  Their  Soda  Fountains. 

In  a  recent  advertisement  in  the  local  paper,  the  Gor- 
don Mitchell  Drug  Co.,  drew  the  public  attention  to 


The  photogi-aph  shows  the  up-to-date  soda  fountain  department  oi  Uic  now  Uordun  Mitchell  Drug  Store  on  I'ortagc  Avenue,  Winnipeg. 
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some  faefs  and  figures  regarding  their  soda  fountains. 
The  ad.  read  as  follows : 

Very  few  people  are  aware  of  the  care  and  attention 
required  to  eonduet  five  soda  fountains  in  the  Gordon 
Mitchell  manner,  which  means  that  we  are  serving  the 
best  products  we  can  procure  in  the  best  way  we  know 
after  giving  this  important  branch  of  our  business 
years  of  study.  In  the  manufacture  of  our  chocolate 
syrup  we  use  only  Groote's  Dutch  Cocoa,  the  best  we 
can  buy,  which  we  import  direct  from  Holland.  Of 
this  we  use  over  800  gallons  in  one  year.  Over  one  ton 
of  malted  milk  was  used  in  drinks  served  over  our 
fountains  last  year,  or  '.V.i.GOO  customers  took  malted 
milk  drinks.  We  use  10,000  eggs  a  month  in  drinks 
where  eggs  are  used,  and  over  1.000  gallons  of  ice 
cream,  345  gallons  of  pure  cream  and  241  gallons  of 
milk  are  served  by  us  each  month.  Each  of  our  foun- 
tains is  etjuipped  with  an  automatic  carbonator  with 
which  we  can  carbonate  our  own  soda  water.  Last 
year  we  eai-bonateil  57.600  gallons  of  soda  water.  Over 
half  a  million  people  are  served  at  our  five  fountains  in 
one  year. 

The  fountain  recently  installed  at  our  store,  S'.iG  Por- 
tage avenue,  is  the  handsomest  in  Canada,  and  is  iS 
feet  long.  We  want  every  lover  of  good  soda  water  to 
know  about  our  fountains  and  to  know  how  enjoyablo 
our  service  is.  - 


SIMPLE  AND  FULL  REFUND  CHECK. 

A  representative  of  this  paper  while  on  a  recent  visit 
to  Boston  went  into  Chandler  &  Barber's  store  to  make 
a  small  purchase  and  note  any  special  method  they 
have  of  facilitating  business.  The  accompanying  illus- 
tration gives  a  good  idea  of  their  refund  cheek.  Every 
clerk  in  the  store  has  a  number  of  these  cheek  forms 
on  a  file  in  his  department.  'When  a  refund  is  to  be 
made,  all  the  entries  are  filled  in  by  the  clerk  who 
made  the  sale.  The  salesman  then  signs  his  name,  and 
the  department  manager's  0.  K.  is  necessary  before 

REF^UND  CHECK. 

CHANDLER  &  BARBER 


TO  CASHIER: 
ftiy    


For  ^\dsf.  Returned  Vix. 


Why  Ret-d . 


Salesman 


Approved  by_ 


Simple  and  accurate  refund  check. 


payment  is  made.  A  distinctive  color  is  used  for  the 
various  store  forms,  the  refund  check  being  salmon 
color.  A  carbon  duplicate  can  also  be  made  with  this 
check  for  verification  purposes. 


The  time  to  make  the  store  and  stock  ready  for  busi- 
ness is  before  customers  start  to  come,  not  after. 


A  PLAN  FOR  WINDOW  BACKGROUND. 

The  dealer  frequently  does  not  give  the  attention  to 
the  matter  of  backgrounds  in  his  window  displays  that 
he  should.  Many  trimmers  do  not  seem  to  realize  that 
the  background  is  often  the  making  of  a  window — 
and  that  the  lack  of  a  good  background  frequently 
turns  an  otherwise  good  display  into  a  poor  one. 

We  give  here  a  suggestion  for  a  summer  background 


A  suggestion  (or  a  backgronnd  for  a  summer  window. 

that  will  add  materially  to  the  appearance  of  a  dis- 
play. Cover  the  background  neatly  with  light  green 
crepe  paper. with  a  border  of  a  darker  shade  around 
the  top.  On  each  side  build  a  lattice  work  of  lath  or 
molding  of  the  kind  shown  in  the  drawing.  Then  de- 
corate the  lattice  with  morning  glory  vines  or  white 
and  purple  flowers.  Artificial  vines  and  flowers  for 
this  purpose  can  be  purchased  at  small  cost. 

Most  any  kind  of  goods  may  be     shown     in     the 
window. 


WINDOW  "PAINS  "  AND  HOW  TO  AVOID 

By  not  forgetting  that  both  you  and  your  store  are 
frequently  judged  by  the  style  of  your  window  display. 

By  planning  your  window  displays  at  least  a  week 
ahead.    It  pays. 

By  not  having  your  window  empty  longer  than 
necessary.  An  empty  window  with  small  pieces  of  win- 
dow strips  still  adhering  to  the  glass  may  give  an  im- 
pression of  "For  Rent"  to  the  passing  stranger. 

By  keeping  below  the  level  of  the  eye  that  part  of 
your  display  you  wish  to  give  the  most  prominence  to. 

By  devoting  your  window  to  one  article  or  one  class 
of  goods,  rather  than  a  lot  of  odds  and  ends. 

By  having  a  strong  light  on  your  display  at  night. 
An  invisible  light  shining  down  on  your  display  is 
preferable  in  most  instances. 

By  using  neat  cards  with  plain  lettering,  avoiding 
fancy  type. 

By  backing  up  the  most  prominent  feature  of  your 
display  so  as  to  hring  it  out  bold  and  strong. 


Wanted  It  Delivered. 

An  old  darkey  walked  into  a  local  drug  store  a 
short  time  ago  and  asked  for  a  cent's  worth  of  insect 
powder. 

"What's  that?"  said  the  clerk;  "a  cent's  worth? 
Why,  that  wouldn't  pay  for  the  paper  and  string  and 
the  time  and  trouble  of  wrapping  it." 

"Who  said  anything  'bout  wrapping  it  up?"  said 
the  darkey.  "1  want  you  to  take  that  powdah  and 
pour  it  down  raah  back." 
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Catering  for 
the  Amateur 
Photographer 


How  C.  J.  Sloddart  goes  after 
trade. 


Window  display  of  photographic  goods  at  Stod- 
dait's  Drug  Store,  Dundas  Street,  Toronto. 


ON  iiiaiiy  a  discarded  wrapping  of  photographic 
goods  tossed  aside  by  wielders  of  the  camera 
in  the  beauty  spots  of  Toronto,  you  will  read 
the  following  label,  white-lettered  on  a  blue  back- 
ground: 

TAKE  MB  BACK  TO 

STODDART'S  DRUG  STORE, 

1781-1783  DUNDAS  ST.,  -  TORONTO, 

TO  BE  DEVELOPED  AND  PRINTED. 

This  is  an  advertising  idea  which  has  produced 
good  results,  and  to  learn  something  more  of  its  spon- 
sor's methods.  The  Retail  Druggist  called  upon  Mr. 
Stoddart,  who  has  specialized  in  catering  for  the  ama- 
teur, and  whose  developing  rooms  are  among  the  best 
equipped  in  the  city.  What  he  says  should  prove  help- 
ful to  fellow-druggists,  mauy  of  whom  do  developing 
and  printing,  merely  because  others  do  so,  and  actually 
lose  money  on  the  operation. 

How  to  Go  After  Trade. 

Success,  however,  is  within  everyone's  grasp,  if 
only  a  personal  experience  of  photographic  processes 
is  made  the  basis  of  operations.  The  summer  months 
are  favorite  ones  with  photographers,  and  now  is  the 
time  to  make  every  effort  to  attract  their  custom. 

The  druggist  must  first  attract  customers.  This  Mr. 
Stoddart  does  by  window  and  store  display,  and  by  ad- 
vertisements in  a  local  paper  with  several  thousand  of 
a  circulation.  "For  newspaper  purposes,"  he  said,  "I 
prefer  an  advertisement  of  5  ins.  across  two  columns, 
with  a  cut  of  a  camera.  I  devote  one  window  to  the 
display  of  photographic  goods  during  the  season.  Then 
inside  I  havie  the  goods  arranged  on  the  departmental 
system.  A  few  dishes  and  albums  stand  on  the  coun- 
ter, but  everything  else  is  under  glass — cameras  in 
counter  show  cases,  papers,  plates,  and  films  in  wall 
show  cases.  Mounts,  I  think,  should  be  kept  out  of 
sight.  Everything  is  arranged  in  such  a  fashion  that 
the  customer  not  only  sees  what  he  is  in  quest  of,  but 
something  else." 

Stress  on  Quality  and  Service. 

Mr.  Stoddart  lays  great  stress  on  quality  of  work- 
manship and  good  service.  "No  inferior  workmanship 
is  permitted,"  he  says.  "The  print  supplied  to  the  cus- 
tomer is  the  best  that  can  be  made,  and  this  though  a 


24-hour  service  is  guaranteed."  The  maintenance  of 
this  regularity  has  sometimes  entailed  difficulties  when 
weather  conditions  have  been  adverse,  but  Mr.  Stod- 
dart prides  himself  upon  its  fulfilment,  and  is  convinc- 
ed of  its  value. 

This  system  works  with  machine-like  precision  from 
the  moment  the  undeveloped  films  are  received  from 
the  customer  till  the  finished  prints  are  handed  back 
to  him,  24  hours  later. 

The  customer  hands  in  his  films  to  be  developed  and 
receives  in  exchange  a  numbered  receipt,  the  counter- 
foil of  which  goes  with  the  films.  The  receipt  holds 
five  lines,  superscribed  NAME,  SIZE,  PRINTS,  DATE, 
PROMISED.  ■  It  also  bears  the  heading : 

STODDART'S  PHARMACY, 

1781-83  DUNDAS  ST. 

PHOTOGRAPHIC  DEPT. 

Note  the  importance  of  the  headline.  If  you  have 
only  visited  a  store  once  you  may  have  difficulty  in 
locating  it  on  your  second  visit  unless  you  have  made 
a  note  of  the  street  and  the  number.  If  a  new  customer 
has  a  headlined  receipt  given  him  he  need  make  no 
note  of  the  store's  location,  and  is  spared  any  racking 
of  his  memory  to  find  it  next  day.  The  receipt  number 
remains  with  the  customer's  goods  till  he  receives 
them  back,  and  his  prints  also  will  bear  the  number  on 
the  back.  So  at  no  stage  of  development,  even  at  the 
busiest  season,  is  there  confusion. 

Tank  System  of  Development. 

The  tank  system  of  development  is  used.  "I  have 
four  40-gallon  tanks,  one  for  developer,  one  for  acid- 
fixing  solution,  and  two  for  water.  These  imitate  the 
ordinary  small  tank  in  form  and  are  arranged  length- 
wise side  by  side,  so  that  they  do  not  take  up  an  exces- 
sive amount  of  space." 

Film  packs  are  placed  in  half  dozens  in  the  tank  on 
an  ingenious  metal  structure  recently  introduced.  Ex- 
perience has  proved  to  Mr.  Stoddart  the  advisability 


Editor,  The  Retail  Druggist: 

I  like  your  Journal  very  much.  It  appears  to  deal 
with  the  business-getting  end  of  the  drug  business.  I 
hope  I  shall  always  find  time  to  read  it  each  month. 

Sapperton,  B.C.  A.  E.  FAWCETT. 
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of  milking  himself  independent  of  all  changes  of 
weather  by  carrying  out  all  his  processes  indoors.  He 
dries  the  films  indoors,  when  necessary,  with  the  aid 
of  an  electric  fan.  The  printing  of  films  is  done  in  a 
commodious  dark  room. 

Mr.  Stodilart  has  devoted  particular  attention  to  the 
drying  of  prints,  and  being  of  a  mechanical  turn  of 
mind,  has  himself  constructed  a  box-like  drying  struc- 
ture which  proiluces  (|uick  and  good  results.  It  consists 
of  a  four-legged  pine  frame  with  beaver  board  sides 
and  a  door  in  front.  Five  horizontal  zinc  doors  or 
screens,  each  28  by  42  ins.,  pull  out.  On  the  ground 
is  a  small  stove,  which  may  be  either  oil,  gas,  or  elec- 
tric. Such  a  structure  will  cost  anywhere  from  .1>5  to 
$10. 

The  prints,  having  been  washed,  are  first  run  over 
with  a  blotting  paper  roller  to  remove  surplus  mois- 
ture, and  are  then  placed  on  the  screens,  when  about  15 
miiuites  suffices  to  dry  them.  Trimming  comes  next. 
Small  pictures  are  allowed  a  comparatively  large  mar- 
gin, say,  a  (piarter  of  an  inch  in  the  case  of  vest  pocket 
camera  pictures,  which  looks  much  better  than  one  of 
one-eighth  of  an  inch.  Larger  pictures  are  given  a 
small  margin.  Thereafter  the  prints  are  placed  in  the 
usual  cardboard  folders  and  are  ready  for  the  cus- 
tomer. For  all  this  cla.ss  of  work  Mr.  Stoddart  has 
found  girls  more  suited  than  men. 

The  annexed  cut  shows  an  effective  window  display 
in  this  store.  Mr.  Stoddart  is  as  keen  on  selling  his 
client's  developer  as  himself  developing  their  films. 
He  finds  it  beneficial  sometimes  to  recommend  a  begin- 
ner to  print  his  own  pictures  after  the  film  has  been 
developed  for  him.  Everything  is  done  to  convince  the 
customer  that  he  is  dealing  with  practical  men,  who 
know  the  business,  and,  of  course,  every  purchaser  of 
a  camera  is  given  instruction  in  the  way  to  use  it.  The 
window,  it  will  be  observed,  is  dominated  by  a  har- 
monious background  of  palm  trees  and  lilies  and  a 
couple  of  cameras  on  stands,  open  for  action.  Packets 
of  developing  and  fixing  solution  occupy  either  end, 
not  too  many  of  either  being  shown.  The  centrepiece 
is  built  up  with  drapery  not  too  obtrusively,  and  dis- 
plays films  and  plates.  The  whole  display  is  very  ef- 
fective and  permits  a  view  of  the  interior  of  the  store. 


Speaking  of  the  value  of  the  idea;  Mr.  Meikleham 
said:  "This  little  scheme  worked  out  very  well,  and 
as  we  lived  up  to  our  part  of  the  contract,  it  certainly 
brought  new  customers  with  work  to  the  store." 


AD.  THAT  ATTRACTS  DEVELOPING  TRADE. 

If  there  is  anything  the  amateur  photographer  wants 
it  is  the  <|uiek  development  of  his  films,  and  the  drug- 
gist who  can  guarantee  the  quickest  service,  quality  of 
workmanship  being  etjual,  will  get  the  custom.  A  24- 
hour  service  is  a  good  one  under  ordinary  circum- 
stances, but  in  some  cases  a  more  expeditious  one  is 
possible.  R.  W.  Meikleham,  the  White  Drug  Store, 
Gait,  has  found  he  can  guarantee  a  nine-hour  service, 
and  the  idea  he  adopted  to  make  this  known  to  the 
public,  if  not  entirely  novel,  is  one  that  brought  new 
custom  and  is  worth  adoption  where  a  quick  service  is 
the  watchword.  Mr.  Meikleham 's  scheme  is  quite 
simpl(!  and  consists  of  two  clocks  painted  on  a  large 
canvas  sheet.  The  hands  on  the  first  clock  point  to 
nine  o'clock,  those  on  the  second  clock  to  six.  Above 
the  first  clock  is  painted,  "You  bring  your  films  in  at 
(nine  o'clock),"  and  between  the  clocks,  "And  we  will 
have  them  ready  at  (six  o'clock)."  Below  is  painted 
in  two  lines,  "Develoi)ing  and  printing,"  "Satisfaction 
guaranteed."  It  will  be  apparent  that  the  whole  effect 
is  a  striking  one,  tlu^  moi'e  so  if  two  colors  of  paint,  red 
and  black,  say,  or  even  red  alone,  be  used,  for  red  is 
the  easiest  color  recognized. 


DEFECTIVE  PHOTOGRAPHIC  PAPER  LOSES 
TWO  CUSTOMERS. 

The  vital  importance  of  regular  stock-taking  of 
|)hotographie  sundries  by  one  who  is  thoroughly  famil- 
iar with  their  uses  is  shown  by  incidents  which  occur- 
red in  Winnipeg.  The  establishment  concerned  is  a 
popular  drug  store  favorably  situated  for  the  sale  of 
photogra[)hic  materials,  which,  indeed,  makes  the  inci- 
dent more  regrettable.  One  morning  a  traveler  hurry- 
ing to  catch  a  train  called  to  purchase  some  printing 
paper.  The  store  keeps  a  varied  stock,  and  the  clerk 
had  no  difficulty  in  su[)plying  the  customer  with  the 
brand  of  paper  he  wished.  When  the  customer  had 
found  a  seat  in  his  train,  he  turned  over  the  packet  of 
paper,  and  there  on  the  ba»k  he  read:     "This  paper 


Editor,  The  Retail  Druggist: 

We  have  received  two  issues  of  your  paper,  and  look- 
ing them  over,  we  think  that  this  is  the  very  best  that 
we  ever  saw. 

We  would  ask  you  to  send  it  to  us  every  month  and 
we  shall  be  delighted  to  send  the  cheque  right  along. 

ROYAL  PHARMACY. 
Sydney,  N  S.  Per  P.  Viola,  Manager. 


will  not  be  replaced  later  than  October  30,  1913."  He 
had  no  time  to  return  to  the  store  and  have  the  goods 
exchanged,  or  even  go  to  make  a  purchase  elsewhercj 
On  opening  the  packet  he  found,  as  was  to  be  expected, 
the  paper  had  faded  and  would  not  give  a  clear  print. 
On  his  return  to  the  city  he  called  at  the  drug  store 
and  explained  matters  to  the  clerk,  vowing,  however,  at 
the  same  time  to  buy  no  more  photographic  goods  there. 
Whether  the  clerk  forgot  to  tell  the  incident  to  the 
manager  or  whether  it  was  the  manager  himself  who 
forgot  it,  no  inspection  seems  to  have  been  made  of 
the  photographic  stock,  which  would  have  resulted  in 
its  replacement  and  the  sale  of  the  defective  goods  at 
bargain  prices,  the  paper,  indeed,  being  quite  good 
enough  for  trial  purposes.  This  was  shown  when  a 
friend  of  the  former  customer  chanced  to  purchase 
some  printing  paper  from  the  same  store.  He,  too,  only 
looked  at  his  purchase  after  he  had  left  the  store.  It 
also  bore  the  words:  '"Phis  paper  will  not  be  replaced 
later  than  October  30,  1913."  That  store  has  lost  two 
customers  for  photographic  goods.  The  incident  con- 
tains a  moral  for  the  dealer  in  photographic  goods. 


The  Good-night  Message. 

The  patter  of  tiny  feet  was  heard  from  the  head  of 
the  stairs.  Mrs.  Kinterby  raised  her  hand,  warning  the 
others  to  silence. 

"Hush!"  she  said,  softly.  "The  children  are  going 
to  deliver  their  good-night  message.  It  always  gives 
me  a  feeling  of  reverence  to  hear  them — they  are  so 
much  nearer  the  Creator  than  we  are,  and  they  speak 
the  love  that  is  in  their  little  hearts  never  so  fvdly  as 
when  the  dark  has  come.     Listen!" 

Then  there  was  a  moment  of  tense  silence.     Then — 

"Maituna,"  came  the  message  in  a  shi'ill  whisper. 
"Willie  found  a  bedbug!" 
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NEWS  OF  THE  BUSINESS  WORLD 


Comment  on  Current  Events,  by  W.  L.  Edmonds 


Profits  on 
Postagre  Stamps. 


Pew  of  the  druggists  who  are 
licensed  to  sell  postage  stamps 
probably  ever  stop  to  think  of 
the  amount  to  which  in  the  aggregate  the  insignificant 
little  discount  reaches  in  the  Dominion  as  a  whole. 

When  it  requires  the  handling  of  a  hundred  dollars' 
worth,  often  singly  in  denominations  of  one  and  two 
cents,  in  order  to  earn  a  dollar,  it's  no  wonder  they  do 
not  stop  and  think  about  the  aggregate.  There  is, 
however,  no  need  of  their  so  doing,  for  if  they  are 
desirous  of  securing  the  information  all  that  is  neces- 
sary is  to  turn  to  the  Auditor-General's  report,  where 
they  will  find  it  in  all  its  details. 

This  report  shows  that  the  discounts  earned  in  the 
whole  of  Canada  last  year  by  stamp  vendors  was  $87,- 
928.78,  a  gain  of  $14,631.18  over  the  previous  year. 

The  only  province  or  territory  in  which  there  was 
a  decrease  was  the  Yukon.  The  decrease  in  that  ter- 
ritory was  thirty  cents,  the  grand  total  in  the  previous 
year  being  $4.73.  No  report  has  been  received  indi- 
cating that  the  stamp  vendors  in  the  Yukon  feel  like 
"thirty  cents." 

There  are  scores  of  points  at  which  the  discount 
earned  during  the  year  was  less  than  a  dollar,  while 
in  one  instance  the  magnificent  sum  of  two  cents  stands 
to  the  credit  of  the  post-office  there.  Toronto  headed 
the  list  with  $19,519.17  to  its  credit.  Montreal  comes 
next  with  about  $14,000. 


The  Directory  in 
the  Drug  Store. 


Some  of  the  druggists  in  Toron- 
to have  been  discussing  the  ad- 
visability of  not  purchasing  the 
annual  city  directory.  They  feel  that  the  directory  is 
more  for  the  use  of  the  public  than  for  their  own  re- 
quirements, hence  their  indisposition  to  lay  out  the 
cash  necessary  to  purchase  it. 

The  druggist  is  certainly  a  long-suffering  man.  He 
is  supposed  to  do  more  for  nothing  than  any  other 
class  of  business  man.  And  yet  he  "kicks"  probably 
less. 

In  regard  to  the  directory,  the  point  is,  does  it  pay 
him  to  keep  it?  There  are  undoubtedly  a  great  many 
people  who  enter  a  drug  store  to  use  the  directory  and 
leave  again  without  making  a  purchase  of  any  kind. 
But  in  spite  of  this,  aren't  there  enough  of  people  who 
make  a  purchase  of  some  kind  in  order  to  pave  the 
way  for  asking  the  privilege  of  using  the  directory  to 
warrant  the  druggist  always  keeping  one  in  his  store? 

Could  not  the  directory  be  made  of  some  use  for  ad- 
vertising purposes?  Supposing,  for  example,  it  was 
kept  in  a  place  where  it  would  be  surrounded  with 
printed  cards,  drawing  attention  to  certain  lines  car- 
ried in  stock?  And  could  not  also  some  of  them  be  in- 
terspersed among  the  leaves  of  the  directory? 


Prosperity  of 
Ontario  Farmers. 


Ontario's  Minister  of  Finance 
has  been  gathering  statistics 
during  the   past  year  regarding 

the  financial  condition  of  the  farmers  of  the  province. 

Druggists,  like  all  other  cla.sses  of  business  men,  will 


be  interested  in  the  data  gathered,  particularly  in  view 
of  its  optimistic  nature. 

There  are  a  good  many  people  in  Canada  who  are 
quite  pessimistic  in  regard  to  the  financial  standing 
of  the  farmers  of  this  country.  They  will  not,  how- 
ever, find  much  consolation  in  the  data  which  has  been 
gathered  by  the  Government  of  the  Province  of  On- 
tario, whatever  the  conditions  may  be  in  the  other 
provinces. 

We  are  told,  for  example,  that  mortgages  against 
farm  property  in  the  province  represent  only  15  per 
cent,  of  its  value. 

But  conditions  even  better  than  that  are  revealed  by 
the  bank  deposits  of  the  farmers.  During  the  last  few 
years  these  deposits,  we  are  told,  have  increased  20  to 
30  per  cent.,  while  in  some  counties  the  amounts 
standing  to  the  credit  of  individual  farmers  run  all 
the  way  from  $700  to  $12,000. 

Taking  farmers'  deposits  for  the  whole  of  rural 
Ontario,  the  aggregate  amount  is  estimated  to  be 
$100,000,000.  Even  this  does  not  represent  the  cash 
surplus  of  the  farmers  of  Ontario  when  the  fact  is 
taken  into  consideration  that  there  are  a  good  many 
farmers  in  the  province  who  still  prefer  to  hide  their 
cash  in  a  stocking  rather  than  deposit  it  in  a  bank. 

But  these  figures  do  not,  of  course,  reveal  all  the 
wealth  possessed  by  the  farmers  of  the  province. 
There  are  the  land,  buildings,  implements,  and  live 
stock,  not  including  the  potentialities  of  the  vigorous 
sons  and  daughters  to  be  taken  into  consideration. 
The  last  report  of  the  Ontario  Bureau  of  Industries 
show  the  value  of  these  to  be  about  $1,406,000,000. 

And  it  is  a  great  source  of  satisfaction  to  know  that, 
because  of  better  methods  of  cultivation,  the  farmers 
of  Ontario,  as  well  as  those  of  Canada  in  general,  are 
yearly  increasing  their  productiveness.  Of  the  ten 
million  dollars  which  the  Federal  Government  has 
set  aside  for  agricultural  instruction,  Ontario  last  year 
received  $195,000,  and  this  amount  will  be  increased 
annually  until  the  share  of  this  province  will  be 
$363,319. 


Abuse  of  the  Possibly  there  are  a  good  many 

Saving  Habit.  business  men  in  country  districts 

who  think  there  are  farmers 
who  have  too  much  money  in  the  banks. 

At  any  rate,  it  is  not  an  uncommon  complaint  that 
some  of  them  have  become  so  possessed  with  the  sav- 
ing habit  that  they  prefer  to  deposit  in  the  banks  the 
money  received  for  produce  rather  than  liquidate 
their  accounts  with  the  local  merchants.  There  is  un- 
doubtedly more  than  a  grain  of  truth  in  this. 

Some  instances  are  known  where  farmers  have  bor- 
rowed money  from  the  very  bank  in  which  their  money 
was  on  deposit  to  pay  a  debt  rather  than  draw  on  their 
account,  notwithstanding  that  their  attention  had 
been  drawn  to  the  fact  that  while  for  what  they  bor- 
rowed they  would  have  to  pay  7  or  8  per  cent.,  all  they 
obtained  on  their  deposits  was  3  per  cent. 

These  are,  of  course,  exceptional  cases.  The  interest- 
ing point  is  that  the  farmers  of  the  Province  of  On- 
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tario  are  on  the  whole  a  prosperous  people,  with  a 
hundred  million  dollars  to  their  credit  in  the  banks. 

Possibly  a  little  more  systematic  effort  on  the  part 
of  business  men  would  persuade  the  farmers  to  trans- 
fer to  them  some  of  these  dollars  in  liquidation  of  past- 
due  accounts. 


mail  order  houses  have  made  in  the  business  of  the 
local  merchants. 

Where  business  is  decaying  a  healthy  municipality 
is  not  possible.  This,  in  turn,  is  not  a  good  thing,  even 
for  those  who  are  supposed  to  gain  an  advantage  by 
making  their  purchases  from  the  mail  order  houses. 


From  Manufacturer  Prof.  W.  W.  Swanson  has  an  ar- 
te Consumer.  tide  in  a  recent  issue  of  the 
Journal  of  Commerce,  Montreal, 
in  which  he  deals  with  the  tendency  of  manufacturers 
to  sell  direct  to  consumei*s  and  to  ignore  altogether  the 
intermediary  business  men,  except  the  mail  order 
houses  and  syndicate  stores. 

"These  changing  methods  of  distribution,"  he  con- 
eludes,  "are  important,  for  they  may  result  in  a 
material  cut  in  the  cost  of  living.  Aside  from  that,  a 
reputable  mail  order  house  is  of  distinct  advantage  to 
the  remoter  country  districts,  as  it  provides  the  farmer 
with  a  wide  range  of  choice  in  buying  goods  at  fairly 
reasonable  prices." 

As  to  manufacturers  selling  direct  to  consumers, 
there  have  always  been  some  who  have  done  this  or 
tried  to  do  it. 

But  it  is  (luestionable,  indeed,  whether  it  will  ever 
become  general.  At  any  rate,  no  retailer  in  this  or 
the  succeeding  generation  need  be  perturbed  over  it. 

Certainly,  the  druggist  need  not  be  perturbed  over 
it.  For  many  lines  which  the  druggist  carries  in  stock 
the  consumer  would  no  more  think  of  going  to  the 
manufacturer  for  them  than  to  the  undertaker. 

In  spite  of  what  professors  may  say  to  the  contrary, 
the  rule  now  is.  and  probably  always  will  be,  from  the 
consumer  to  the  retailer.  The  fact  that  by  far  the 
greater  part  of  a  consumer's  purchases  are  for  imme- 
diate delivery  leaves  no  other  alternative.  When  the 
consumer  goes  to  the  manufacturer  it  is,  and  will  con- 
tinue to  be,  the  exception. 

•     •     •     • 

Mail  Order  Houses  As  for  the  mail  order  house  be- 
a  Disadvantage.  ing  of  "distinct   advantage     to 

the  remoter  country  districts," 
there  are  many  thousand  business  men  throughout  the 
country  who  will  take  decided  issue  with  Prof.  Swan- 
son  on  this  point. 

.Instead  of  being  in  its  net  results  a  "distinct  ad- 
vantage," it  is  a  decided  disadvantage. 

True,  the  mail  order  house  may  be  an  advantage  in 
certain  instances  to  consumers  who  live  in  remote  dis- 
tricts of  the  country  far  away  from  retail  stores.  But 
these  are  very  exceptional. 

Where,  however,  the  mail  order  house  makes  an  in- 
road upon  the  business  of  every  village  and  town 
throughout  the  country,  it  is  evil  and  not  good  that  is 
wrought.  And  the  evil  is  wrought  in  more  ways  than 
one. 

In  the  first  place,  business  that  logically  should  go 
to  the  local  merchants  is  sent  to  the  larger  cities.  That 
in  itself  is  not  conducive  to  the  welfare  of  local  inter- 
ests. But  the  evil  is  not  confined  to  the  mere  buying 
of  merchandise.  A  further  evil  is  that  the  money 
which  in  many  instances  should  have  gone  to  meet  pay- 
ment of  overdue  accounts  with  local  merchants  goes 
to  the  mail  order  house,  which  demands,  and  gets,  cash 
in  advance. 

Even  here  the  evil  does  not  end,  for  Where  the  local 
merchants  suffer  the  town  itself  suffers.  There  are 
villages  and  towns  throughout  this  country  whose  de- 
cadence is  undoubtedly  due  to  the  inroads  which  the 


Punishment  for  For  many  years  demands  have 

False  Advertisers.  been  made  in  Canada  for  the  en- 
actment of  a  law  for  the  pun- 
ishment of  those  guilty  of  issuing  false  advertise- 
ments. 

Germany  and  certain  of  the  States  in  the  American 
Union  have  for  years  had  a  law  of  this  kind  on  their 
statute  books,  and  individuals  and  organized  bodies 
in  Canada  have  time  and  again  expressed  the  opinion 
that  a  similar  law  should  be  in  force  in  this  country. 

There  is  now  a  strong  probability  of  this  desideratum 
being  obtained,  a  bill  with  that  end  in  view,  and 
fathered  by  the  Minister  of  Justice,  having  passed  the 
House  of  Commons.  It  only  now  needs  the  concurrence 
of  the  Senate  to  become  law. 


Provisions  of  the 
Punishing  Bill. 


The  bill  which  now  awaits  the 
endorsation  of  the  Senate  is  in 
the  shape  of  an  amendment  to 

the  Criminal  Code.    It  consists  of  fifteen  lines,  but  it  is 

to  the  point. 

It  provides  that  "every  person  who  knowingly  pub- 
lishes or  causes  to  be  published  any  advertisement  for 
either  directly  or  indirectly  promoting  the  sale  or  dis- 
posal of  any  real  or  personal  moveable  or  immoveable 
property,  or  any  interest  therein,  containing  any  false 
statements  or  representation,  which  is  of  a  character 
likely  to  or  is  intended  to  enhance  the  price  or  value 
of  such  property  or  any  interest  therein,  or  to  promote 
the  sale  or  disposal  thereof,  shall  be  liable,  upon  sum- 
mary conviction,  to  a  fine  not  exceeding  two  hundred 
dollars  or  to  six  months'  imprisonment,  or  to  both 
fine  and  imprisonment." 

According  to  the  Minister  of  Justice,  false  state- 
ments made  in  circulars  are  (leemed  to  be  the  same  as 
if  made  in  an  ordinary  newspaper. 


Passing  Business  Thoughts 

BY  W.  L.  E. 
A  trade  pessimist  is  a  drug  upon  the  market. 


Good  advertising  induces  good  business. 

Persistent  pegging  away  will  build  up  a  business 
as  well  as  a  boot. 

To  talk  eternally  about  dull  trade  is  to  retard  the 
return  of  brighter  conditions. 

Those  who  will  take  a  peep  at  tfu-  sunny  side  of 
business  will  Jiiid  there  fewer  clouds  and  more  sun- 
shine than  they  anticipated. 

He  who  is  wide  awake  behind  the  counter  is  not 
likely  to  have  his  sleep  disturbed  by  thoughts  of 
failure. 
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Character  Sketch  of  W.  J.  Gage 

of  W.  J.   Gage  &  Co.,   Toronto. 


BY 
fV.  L.  EDMONDS 


THE  fame  which  surrounds  most  men  usually 
comes  as  a  result  of  the  ability  they  have  pos- 
sessed and  the  perseverance  they  have  prac- 
tised in  their  particular  vocation.  This  applies 
to  all  walks  of  life — business,  professional  and  political. 
It  is  a  ease  of  "this  one  thing  I  do" — and  doing  it. 
This  is  particularly  true  of  men  in  business.  And  it's 
natural. 

Business  is  such  an  exacting  vocation  that  those  en- 
gaged in  it  cannot  as  a  rule  keep  two  irons  in  the  fire 
at  the  same  time  and  make  both  work  with  success. 
There  have  been  exceptions,  of  course,  but  it  has  only 
been  exhibited  by  those  who  have  possessed  versatility 
above  their  fellows. 

Among  those  who  have  made  both  their  vocation  and 
avocation  an  outstanding  success  is  Mr.  W.  J.  Gage. 
His  vocation  is  manufacturing  paper  and  stationery 


W.  J.  Gage,  of  Toronto. 

and  publishing  books — mostly  school  books.  His  paper 
factory  is  located  at  Welland,  Ont,  and  is  known  as  the 
Kinleith  Paper  Co.  Mr.  Gage  is  its  president.  He  is 
also  president  of  W.  J.  Gage  &  Co.,  Limited,  publishers 
and  stationers,  Toronto.  He  fills  a  like  office  in  the 
Educational  Book  Co.  Other  commercial  and  financial 
concerns  on  whose  directorate  he  has  a  place  are  the 
Imperial  Bank,  Ontario  Sugar  Co.,  and  the  Anglo- 
American  Assurance  Company.  Among  business  men's 
organizations  boards  of  trade  have  for  years  had  his 
special  attention.  Four  years  ago  the  Toronto  Board 
of  Trade  conferred  on  him  its  highest  honor  by  making 
him  its  president.  The  following  year  the  Associated 
Boards  of  Trade  conferred  a  similar  honor.  Twice  he 
has  represented  the  Toronto  Board  of  Trade  at  the 
Congress  of  the  Chambers  of  Commerce  of  the  Emjpire 
-once  in  Tiondon,  England,  and  once  in  Australia. 


Plague.  In  ordinary  matters  Mr.  Gage  is  not  of  a 
militant  nature.  But  when  it  comes  to  fighting  the 
scourge  of  consumption,  he  is  as  millitant  as  any 
suffragette.  In  fact,  he  would  rather  fight  the  White 
Plague  than  do  anything  else  under  the  sun.  It  might 
even  be  said  that  it  has  become  his  vocation,  for  he  now 
practically  does  nothing  else.  And  he  fights  so  hard 
that  he  frequently  has  to  retire  for  a  spell  in  order  to 
recuperate.  At  present  he  is  in  California  taking  one 
of  those  forced  periodical  rests. 

His  fight  against  tuberculosis  began  in  earnest  a 
score  of  years  ago,  and  from  that  time  to  the  present 
he  has  never  wearied  in  well  doing.  To-day  he  is  the 
recognized  leader  of  the  movement  in  Canada.  He 
founded  the  Muskoka  Sanitarium  Association,  which 
controls  the  Muskoka  Cottage  Sanitarium  and  the  Free 
Hospital  for  Consumptives  at  Gravenhurst.  He  is 
chairman  of  the  executive  committee  of  the  association 
and  of  the  board  of  trustees  of  the  Toronto  Free  Hos- 
pital for  Consumptive  Poor. 

Much  as  Mr.  Gage  has  given  of  his  time  to  the  cause 
of  organized  effort  at  combating  the  scourge  of  tuber- 
culosis, that  is  by  no  means  all  that  he  has  given.  He 
has  given  abundantly  of  his  means  as  well.  Only  the 
other  day  he  contributed  the  nice  little  sum  of  one  hun- 
dred thousand  dollars,  making  his  total  contributions 
in  cash  since  he  first  opened  his  purse  to  sustain  the 
movement  the  magnificent  sum  of  $250,000.  A  few 
weeks  ago  His  Majesty  King  George  conferred  upon 
him  the  Knighthood  of  the  Order  of  St.  John  of  Jeru- 
salem, in  recognition  of  his  services  in  fighting  the 
White  Plague.  But  no  doubt  that  which  has  given  Mr. 
Gage  the  greatest  satisfaction  is  tlie  fact  tliat  after  a 
long  and  often  discouraging  fight  the  anti-tubercular 
forces  are  gradually  making  headway.  Not  only  has 
the  advance  of  the  disease  they  are  fighting  been  stayed, 
but  recoveries  among  those  who  have  been  afflicted  by 
it  are  proportionately  increasing. 

During  the  last  thirty  years  something  like  81,000 
persons  have  died  within  the  province  of  Ontario  from 
tuberculosis.  The  records  show  that  from  1882  to  1901 
the  death  rate  from  this  scourge  was  gradually  increas- 
ing and  accounted  for  11  per  cent,  of  the  total  deaths 
from  all  causes.  As  a  result,  however,  of  the  campaign 
inaugurated  by  Mr.  Gage  and  others  the  percentage 
has  now  dropped  to  less  than  7  per  cent.  Honors  from 
His  Majesty  are  all  right,  but  it  is  the  honors  which 
satisfaction  gives  of  victory  over  diseases  like  tubercu- 
losis that  are  most  appreciated  by  humanitarians  like 
W.  J.  Gage. 

Since  sanitarium  work  has  practically  become  a  voca- 
tion with  Mr.  Gage  some  of  his  friends  have  been  try- 
ing to  persuade  him  to  take  on  golf  as  a  pastime.  But 
he  merely  smiles  when  they  broach  the  subject.  He 
may  occasionally  crack  a  joke  on  the  subject,  but  he  has 
never  said  anything  which  would  indicate  whether  or 
not  the  persuasive  powers  of  his  friends  were  making 
an  impression. 

Mr.  Gage  did  not  start  out  in  life  as  a  business  man. 
When  a  youth  he  thought  he  was  designed  for  peda- 
gogy. At  any  rate  he  studied  for  the  teaching  profes- 
sion and  qualified  with  a  first  class  certificate.  For 
some  years  he  taught  school,  but  finally  conceived  the 
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Will  power  is  one  of  Mr.  Gage's  characteristics. 
When  he  decided  to  do  a  thing  he  does  it.  So  when  he 
decided  on  a  business  career  he  took  the  venture.  He 
didn't  stand  shivering  on  the  brink.  He  plunged  in. 
He  joined  the  publishing  house  of  Adam  Miller  &  Co. 
Later  he  was  admitted  a  partner.  On  Mr.  Miller's 
death  Mr.  Gage  continued  the  business. 

Mr.  Gage  is  a  keen  business  man.  There  are  few 
keener.  But  he  has  a  big  warm  heart.  He  couldn't  be 
a  humanitarian  and  philanthropist  if  he  hadn't  a  big 
heart.  And  when  he's  your  friend  he  is  your  friend. 
He'll  go  out  of  his  way.  and  a  long  distance  out  of  his 
way  to  do  you  a  good  turn.  A  few  years  ago  the  firm  in 
which  one  of  his  friends  was  a  partner  was  in  danger  of 
bankruptcy.  Overtaking  his  friend  on  the  street  one 
morning  he  gently  laid  his  hand  on  his  shoulder  and 
remarked: 

"Say,  old  man,  I'm  sorry  to  hear  of  your  firm's  diffi- 
culties. Can  I  be  of  any  assistance  to  you?  If  you 
want  to  borrow  any  money  let  me  know  and  I  '11  accom- 
modate you." 

Fortunately  the  company  was  able  to  ride  the  storm 
without  calling  upon  Mr.  Gage  for  his  proferred  assist- 
ance.   But  the  incident  shows  the  man. 

As  a  companion  Mr.  Gage  is  most  compatible.  He 
loves  to  banter  with  his  friends.  He  sees  a  joke  as 
quick  as  anyone  and  can  crack  one  as  well  as  anyone. 
His  repartee  is  genial  and  never  cutting.  Hence  at 
the  table  of  the  National  and  York  Clubs,  both  of  which 
he  is  a  member,  he  is  most  companionable. 

One  of  the  daily  papers  of  Toronto  not  long  ago  said 
that  "Mr.  Gage  is  known  everywhere  as  a  very  suc- 
cessful business  man."  It  is  quite  true;  but  that  by 
which  he  will  best  be  known  to  posterity  will  be  the 
time,  money  and  energy  he  expended  in  organizing  the 
forces  against  the  White  Plague  in  his  native  province. 


SHOW  CARD  AND  ADVERTISING  PHRASES. 

Here  are  some  suggestions  that  the  dealer  will  find 
of  value  for  advertising  as  well  as  show  card  purposes: 
These  prices  argue  for  us. 
Their  quality  is  well  known. 
They're  ready  for  you  now. 
These  are  hard  to  approach. 
Here's  a  business  advantage. 
Delay  means  to  lose  a  bargain. 
A  never-failing  bargain  store. 
We  will  correct  all  mistakes. 
Very  good  and  very  pleasing. 
Here,  every  day  has  its  value. 
Here's  an  endless  chain  of  values. 
There  never  was  a  better  chance. 
If  not  right,  we  will  make  it  right. 
Early  buyers  will  get  the  choicest. 
By  satisfying  you  we  are  satisfied. 
Take  one  of  these  home  with  you. 


STORE  PHILOSOPHY. 

The  man  who  stops  advertising  because  times  are 
dull  will  never  see  good  times  again  for  his  business. 

Don't  have  any  ((uarrel  with  your  competitor.  If 
your  disposition  is  such  that  you  must  (|uarrel  with 
someone,  quarrel  with  the  railroad  company  or  your 
lawyer.  . 

When  business  is  rotten  shut  up  about  it.  Don't  ad- 
vertise the  fact  for  the  benefit  of  competitors  and  the 
disgust  of  customers. 

Ju.st  because  you  have  pulled  ofl'  a  good  advertising 
stunt,  don 't  expect  its  momentum  to  last  forever. 


PUNCTUALITY  ESSENTIAL   TO    SUCCESS 
IN  LIFE. 

Sji  /.    IVilheim,  Salesman,    T.  Ealon  Co. ,    Toronto. 

Punctuality  is  one  of  the  distinguishing  char- 
acteristics, not  only  of  a  successful  salesperson, 
but  of  any  person,  no  matter  with  what  busi- 
ness activities  he  may  be  interested  or  connect- 
ed. It  is  one  of  the  marks  of  personal  reliabil- 
ity and  worth.  Any  salesman  or  business  per- 
son who  is  looking  for  success  must  either  pos- 
sess it  or  cultivate  it,  as  it  is  a  virtue  of  vital 
importance  to  his  influence  and  usefulness. 
President  Lincoln  once  said:  "Punctuality  is 
the  mother  of  confidence."  It  is  one  of  the 
marked  degrees  by  which  a  person  inspires  con- 
fidence with  his  fellowmen  in  business  circles, 
no  matter  what  relation  he  may  hold.  One  of 
the  Presidents  of  the  United  States  found  that 
his  private  secretary  one  morning  came  into 
his  office  ten  minutes  late,  when  the  President 
told  him  that  he  would  either  have  to  get  a  new 
watch  or  he  would  get  a  new  secretary.  The 
application  was  clear  to  the  secretary,  and 
thereafter  was  always  at  his  desk  a  few  min- 
utes ahead  of  time.  The  writer  of  this  article 
can  speak  with  authority  in  this  respect,  as  he 
has  been  identified  as  a  salesman  for  the  last 
ten  years  in  the  largest  retail  store  in  Canada, 
and  he  has,  with  few  exceptions,  always  been 
at  his  place  for  business  from  twenty  to  forty 
minutes  before  the  opening  of  the  store.  If 
punctuality  and  promptness  has  become  a  prin- 
ciple as  well  as  a  practice  with  salespersons,  it 
will  prove  an  incentive  for  the  day's  work,  and 
instead  of  descending  in  their  relation  with  a 
firm,  they,  on  the  contrary,  are  always  in  the 
ascend. 

Habitual  tardiness,  or  just  to  arrive  at  the 
last  minute  the  door  closes,  tends  to  make  one's 
personality  and  influence  as  a  moth-eaten  gar- 
ment. It  savors  of  carelessness.  Business 
houses  all  over  the  world  to-day  are  becoming 
more  and  more  intolerant  to  the  disposition  of 
carelessness  and  tardiness.  Whatever  good 
qualities  and  qualifications  a  person  may  have 
or  possess,  if  he  is  careless  in  meeting  his  en- 
gagements, and  habitually  indifl'erent  as  to  his 
promises,  and  in  carrying  out  his  appointments, 
in  society,  in  business,  or  any  other  interest  or 
activity  with  which  he  may  be  connected,  he 
reduces  his  effectiveness  far  below  par,  and 
seriously  disqualifies  himself  for  any  important 
position.  One  who  has  so  little  interest  in  his 
work  as  not  to  apply  the  principle  of  punctual- 
ity in  its  performance,  is  unworthy  of  the  low- 
est station  in  business  life.  Many  failures  are 
in  a  large  part  due  to  a  want  of  punctuality 
and  of  earnest  endeavor.  They  forget  that  the 
man  who  succeeds  in  this  world  is  the  man  who 
knows  how  to  use  time,  and  that  punctuality 
is  a  valuable  asset  in  the  career  of  any  indi- 
vidual. 


No  matter  how  much  momentinii  your  business  ac- 
cumulates, that  will  not  carry  it  on  indefinitely.  You 
have  to  keep  a{)plying  force  to  the  biggest  flywheel  or 
it  will  slow  down. 
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For  the  Man  Behind  the  Counter 


A  Department  of 
Salesmanship 


THE  drug  clerk  who  wants  to  attain  the  greatest 
success,  would  do  well  to  give  some  thought  and 
study  to  the  question  of  salesmanship.  He  first 
wants  to  come  to  the  realization  that  the  demand  for 
goods  in  the  drug  store  is  not  a  set  quantity,  but  can  be 
increased  by  the  use  of  intelligent  salesmanship. 

The  Power  of  Suggestion. 

Suggestion  is  one  of  the  chief  methods  at  the  disposal 
of  the  clerk  to  increase  sales.  In  fact,  suggestion  is  one 
of  the  greatest  powers  in  the  merchandising  world  and 
is  constantly  being  used  by  the  merchant  to  induce  cus- 
tomers to  buy.  Sometimes  the  suggestion  is  in  the  form 
of  window  or  interior  display,  sometimes  by  advertise- 
ment, and  frequently  by  the  personal  suggestion  of  the 
dealer  or  his  clerks.  There  are  many  opportunities  for 
this,  without  in  any  way  imposing  on  the  customers.  The 
big  majority  of  people  who  enter  the  store  are  not  in 
such  a  hurry  that  they  will  not  willingly  stop  a  mo- 
ment to  look  over  any  new  lines  you  may  have,  or  to 
listen  to  the  explanation  of  the  use  or  merits  of  any 
article  you  may  be  featuring. 

Offer  Suggestions  in  Proper  Manner. 

The  clerk  does  not  want  to  be  too  insistent  or  to  dis- 
play an  over-anxiousness  to  sell  the  article  suggested. 
He  should  rather  aim  to  impress  the  customer  that  it  is 
his  desire  to  merely  interest  him  or  her.  A  good  many 
customers  will  appreciate  such  suggestions  and  the 
clerk's  willingness  to  take  time  to  show  and  explain  the 
different  articles  and  their  features.  Clerks  sometimes 
try  to  excuse  themselves  for  their  lack  of  salesmanship 
by  the  argument  that  they  don 't  want  to  impose  on  cus- 
tomers or  take  up  their  time,  but  in  giving  this  excuse 
the  clerk  is  generally  considering  himself  more  than 
customers. 

Use  Judgment  and  Tact. 

Of  course,  a  clerk  has  to  use  judgment  in  the  matter  of 
attempting  to  make  extra  sales.  There  are  occasions 
when  it  would  be  extremely  foolish  for  the  clerk  to  try 
to  detain  customers  for  this  purpose,  but  any  clerk  who 
ha.s  eyes  and  good  sense  can  generally  easily  detect  the 
proper  times  to  offer  such  suggestions.  It  is  also  neces- 
sary to  use  judgment  in  the  variety  of  goods  suggested  to 
a  customer.  Size  up  your  customers  in  arriving  at  the 
goods  in  which  they  are  most  likely  to  be  interested. 


A  Dozen  Questions  Not  Found  on 
the  Examination  Papers 

Bui  which  the  clerk  should  be  able  to  aruwer 

1.  State  the  advantages  of  treating  patrons  politely. 

2.  What  is  the  advantage  of  (a)  prder,  (b)  system, 
( c )  appearance  in  a  drug  store  ? 

3.  How  long  should  a  customer  be  permitted  at  one 
time  (a)  in  the  back  room  of  the  store,  (b)  at  the  soda 
counter,  (c)  in  the  front  of  the  store? 

4.  How  long  should  merchandise  which  is  received 


from  jobbers  or  manufacturers  be  permitted  to  "lay 
around"  without  being  examined,  checked,  or  marked? 

5.  How  many  times  should  the  same  label  be  sent  out 
on  refills  of  prescriptions?  When  should  a  new,  clean 
label  be  used  on  refills? 

6.  What  is  the  limit  of  "down  weight"  to  be  given 
to  favored  (lady)  customers  when  selling  them  candy? 

7.  Should  the  want  book  have  a  specific  place  in  the 
drug  store? 

&  When  should  a  lead  pencil  and  when  should  a 
stirring  rod  be  used  for  mixing? 

9.  How  many  times  in  five  years  should  the  pre- 
scription counter  and  contents  be  arranged  and  put  in 
order? 

10.  How  much  time  should  be  spent  daily  in  amusing 
(or  joking  with)  the  junior  clerk  or  errand  boy? 

11.  How  many  hours  should  be  spent  daily  in  dis- 
cussion about  elections,  baseball,  prize  fights,  North 
and  South  Pole  explorations,  religion  and  topics  of  the 
day  with  customers? 

12.  How  long  should  "the  girl  from  around  the 
corner"  be  permitted  to  use  the  telephone  when 
speaking  with  her  "Charlie  boy?" 


Your  Work  is  A  G 

How  to  play  to  succeed. 


ame 


rU  wish  to  rise  in  your  business.  You^  have  a 
great  advantage  if  you  have  made  an  early  start. 
The  race  is  to  the  swift  and  the  battle  to  the 
strong.  Most  of  the  men  who  have  been  great 
successes  have  gone  to  work  young  and  have  made 
their  early  years  tell. 

In  every  store  one  clerk  "knows."  Everyone  turns 
to  him  for  information.  The  clerk  who  "knows"  is  in 
line  with  "Opportunity."  The  day  is  sure  to  come 
when  he  is  called  to  take  a  higher  job.  Some  clerks 
know  a  lot,  but  they  know  the  wrong  things.     They 


HAVE  YOU  PLANNED  YOUR  PAPER  YET  FOR 
THE  WINNIPEG  CONVENTION? 

HAVE  you  planned  your  paper  yet  for  the  contest 
for  the  best  papers  submitted  by  druggists  at 
the  Winnipeg  Convention?  If  not,  it  is  time 
to  get  busy.  Notice  of  the  submission  of  papers  must 
be  in  the  hands  of  the  local  secretary  not  later  than 
July  1,  and  all  papers  must  be  in  by  August  10. 

The  points  on  which  the  papers  wiU  be  judged  are 
as  follows:  (1)  As  to  value  of  the  paper  as  applied 
to  present-day  pharmacy,  either  professional  or  com- 
mercial; (2)  as  to  the  practical  limitations  of  the  sub- 
ject; (3)  as  to  originality  of  subject  matter;  (4)  as  to 
monetary  value  in  relation  to  practical  pharmacy.  The 
prizes  in  cash  will  be  $50  for  first,  $25  for  second,  and 
$15  for  third. 

Two  special  prizes  of  $20  and  $10  will  be  awarded 
to  the  certified  clerk  or  registered  apprentice  present- 
ing the  best  paper  on  any  one  of  the  following  sub- 
jects: (•1)»A  clerk's  relationship  to  his  employer;  (2) 
an  employer's  relationship  to  his  clerk;  (3)  practical 
ideas  on  salesmanship;  (4)  the  value  of  a  college  train- 
ing; (5)  the  advantages  of  advanced  preliminary 
qualifications. 
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know  things  that  don't  help  in  business,  or  they  know 
things  that  help,  only  they  don't  know  them  thor- 
oughly.   Study  things  that  matter  to  the  very  bottom. 

Be  Observant  and  Curious. 

Cultivate  the  habit  of  observation.  Be  curious.  There 
is  a  lesson  in  everything.  Wisdom  crieth  in  the  streets. 
Listen  to  her.  Seek  the  reason  of  things — think  it  out. 
The  clerk  who  has  eyes  in  his  head  is  on  the  job.  His 
mind  is  Johnny-on-the-spot.  His  mind  is  not  some- 
where else,  wool-gathering. 

Learn  something  about  your  business  every  day. 
Don't  say  to  yourself:  "Oh,  I  will  learn— it  will  come 


THE   CLEEK— AND   SAVING   MONEY 

THE  clerk  who  expects  to  go  into  business  for  him- 
self some  day,  should  begin  to  save  early,  be- 
cause a  man  cannot  go  into  business  these  days 
without  money.  The  best  way  to  save  is  to  have  a 
method — put  away  a  certain  amount  every  time  you 
receive  your  wages.  Saving  a  little  to-day  is  many 
times  better  than  planning  how  much  you  intend  to 
save  at  some  time  in  the  future.  We  find  too  many 
yoimg  men  who  are  "going"  to  save.  They  are 
models  of  economy  in  the  matter  of  saving  money 
they  have  not  yet  received.  With  precise  care  they 
will  figure  out  how  much  less  than  their  wages  their 
expenses  are  going  to  be — after  the  first  of  next 
September.  They  figure  out  how  much  money  they 
will  save  between  then  and  the  end  of  the  year.  That 
is  all  very  well,  but  the  best  way  to  be  sure  of  having 
that  amount  of  money  in  the  bank  at  the  end  of  the 
year  is  to  start  right  to-day,  and  bank  a  portion  of 
your  wages  each  week. 


to  me."  That's  drifting.  Say  to  yourself  every  morn- 
ing: "I  will  learn.  I  will  learn  every  day."  At  night 
ask  yourself:  "What  have  I  learned  to-day?  What  do 
I  know  I  did  not  know  yesterday?" 

Begin  the  Day  Well. 

Opportunity  usually  comes  to  a  young  clerk  through 
some  older  man.  Therefore  you  must  attract  atten- 
tion. You  must  gain  a  reputation  for  punctuality  by 
being  punctual — in  the  morning — at  the  lunch  hour. 
You  must  gain  a  reputation  for  industry  by  being  in- 
dustrious. A  good  day's  work  starts  the  night  before 
with  a  good  night's  sleep.  That's  what  tango  dancers 
don't  remember. 

Appearances  Count. 

Be  of  good  appearance.  We  take  people  at  their  face 
value.  Therefore  shave  every  day.  Shine  your  shoes 
every  day.  The  man  who  is  careless  in  his  dress  may 
be  a  careful  bookkeeper,  but  the  world  won't  believe  it. 
Only  millionaires  can  afford  to  go  shabby. 

Cultivate  a  pleasant  manner.  Everybody  likes  a  so- 
ciable person.  Man  is  a  gregarious  animal.  Don't  look 
glumly  at  the  boss  as  if  he  were  to  blame  for  the  small 
salary  you  are  earning.  A  man  who  is  rich  to-day  at- 
tracted his  employer's  notice  by  a  witty  answer.  He 
was  lying  full  length  on  a  case  of  screws  waiting  for 
the  elevator  to  return  to  the  cellar.  Suddenly  the  boss 
stood  over  him  and  remarked:  "You  look  very  inde- 
pendent." The  clerk,  without  moving,  answered: 
"Any  man  can  be  independent  on  ten  dollars  a  week." 

Make  a  Game  of  Your  Work. 

Make  a  game  of  your  work  and  it  will  be  easy.  If 
you  had  to  walk  five  miles  up  and  down  hill  you  might 
call  it  tiresome  work.  But  if  you  play  golf  you  forget 
all  about  the  walking;  you  are  interested  in  the  game. 


You  don 't  get  tired.  You  are  sorry  when  the  game  is 
over.  Every  sale  made  or  lost  is  a  game.  Every  day 
in  business  is  a  game.  It  is  the  most  interesting  of 
all  games.  If  your  work  is  not  a  game  to  you,  you 
will  never  succeed. 

If  you  want  to  be  a  success  you  must  compete  with 
yourself.  You  must  lay  out  your  day's  work  and  see 
if  you  can  do  it.  You  must  measure  its  quality.  You 
must  be  your  own  taskmaster.  Lay  spurs  on  yourself. 
Plan  your  work — then  work  your  plan.  Cut  down 
time-eaters  and  interrupters.  We  all  catch  trains,  be- 
cause we  know  they  won't  wait.  No.  1  would  never 
reach  Vancouver  on  time  if  the  time-eaters  had  their 
way.  They  would  "talk  things  over"  at  every  sta- 
tion. 

Don't  Be  Too  Big  for  Your  Job. 

In  a  certain  firm  the  partners  quarrelled  where 
their  desks  should  be.  One  partner  took  a  desk  near 
the  back  door.  The  world  will  make  a  path  to  the  desk 
of  the  strong  man,  even  if  it  be  in  a  back  lane.  A  cor- 
poration quarrelled  about  the  rank  of  officers.  One 
man  took  no  title.  He  was  simply  a  ' '  director. ' '  When 
the  financial  storm  came  this  simple  "director"  took 
the  helm.  All  this  means  not  to  quibble  and  squawk 
about  place  and  office,  but  make  it  your  ambition  to 
be  the  main  works  in  your  little  boiler  factory.  The 
man  should  give  dignity  to  the  position,  not  the  posi- 
tion to  the  man.  Last,  but  not  least,  devote  your 
thoughts  to  the  success  of  the  business. 


WOULD  NEVER  DO. 

A  man  of  an  observant  turn  of  mind  was  waiting  in 
a  drug  store  one  day  for  a  prescription,  and  he  noticed 
that  the  only  patent  medicines  on  the  counter  were  hair 
restorers. 

"I  do  that  for  bu.siness  reasons,"  confided  the  drug- 
gist. "People  who  buy  that  stuff  have  been  fooled  so 
often  that  they  are  naturally  skeptical,  and  I  don't 
want  to  do  anything  that  might  spoil  a  sale.  My  front 
view  is  all  right,  but  when  I  turn  around  and  expose 
a  bald  spot  on  the  back  of  my  head,  it  is  likely  to  set 
the  customer  thinking." 


Being  funny  at  someone  else's  expense  will  in  the 
end  prove  most  expensive  for  yourself. 


AN  APPRECIATION  OF  THE  TRADE  PAPER. 

By  Etbcrl  Hubbard 

The  trade  paper  mirrors  the  mind  of  the  progressive 
thinker,  and  breathes  the  spirit  of  the  age. 

The  editorial  department  of  the  trade  paper  is  in  the 
hands  of  experts,  who  have  their  fingers  upon  the 
I>ulse  of  human  thought  and  activity. 

Its  pa^es  are  full  of  facts — facts  that  bring  home 
truths — facts  that  expose  falsehoods — facts  that  spell 
success. 

There  is  a  sympathy  and  understanding  permeating 
it  that  is  unique,  an  intimacy  that  makes  it  a  personal 
friend. 

Eight  here  is  where  the  trade  paper  has  its  source  of 
power.  It  gathers  together,  informs  and  reflects  the 
things  which  may  be  applied  to  specific,  individual 
need. 

As  a  means  of  encouragement  and  inspiration,  the 
trade  paper  is  invaluable.  The  subscriber  who  reads 
it,  and  chews  and  digests  its  varied  menu,  will  be- 
come stronger  and  more  robust.  Both  he  and  his  busi- 
ness will  benefit. 
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Collins'  Course  in  Show  Card  Writing 


One  of  a  series  of  articles 
specially  prepared  for  this 
journal. 


AS  mentioned  at  the  close  of  last  month's  article, 
the  letters  of  plate  17,  the  half-block  style, 
are  particularly  adapted  for  "cutting  in." 
"Cutting  in"  is  a  trade  term  known  to  card 
writers  and  sign  writers,  in  which  the  work  of  lettering 
is  exactly  reversed  from  the  ordinary  way  of  painting 
letters.  The  background  is  painted,  leaving  the  letters 
the  color  of  the  card.  For  certain  classes  of  work, 
such  as  large  letters,  it  is  much  easier  to  letter  by  this 
process.  Kg  6  will  give  a  good  idea  of  how  the  work 
is  executed  and  how  it  will  look  when  completed.  First, 
rule  straight  lines  at  the  top  and  bottom  of  the  letters. 
This  finishes  the  letters  on  the  top  and  bottom  sides. 
Then  the  outside  vertical  lines  of  the  letters  may  be 
ruled  in.  Next  the  inside  lines  and  the  horizontal  and 
other  strokes  of  such  letters  as  F,  E.  K,  etc.  The  bev- 
eled corners  may  be  done  next.  This  completes  the 
ruling  in  or  "cutting  in"  of  the  letters.  It  will  at  once 
be  seen  why  this  particular  style  of  letter  is  so  well 
adapted  to  "cutting  in."  There  are  no  curved  lines, 
which  permits  of  all  the  lines  being  ruled.  It  will  be 
necessary  in  doing  work  this  way  to  take  great  care 
that  the  letters  are  made  wide  enough  in  the  stems. 
The  letters,  when  the  outlining  is  done,  will  appear 
larger  than  when  the  entire  background  is  filled  in. 
The  word  "designs"  in  one  of  the  sample  cards  is  made 
by  this  "cutting  in"  method,  but  is  a  fancy  type. 

Gold  and  Aluminum  Paints 

Every  card  writer  will  find  use  for  gold  and  alum- 
inum paints  or  colors.  These  can  be  mixed  as  easily  as 
other  colors  and  are  to  be  preferred  to  any  you  can  buy. 
Buy  a  package  of  good  bronze  powder,  also  a  package 
of  aluminum.  Do  not  use  silver,  as  it  will  tarnish 
easily.  Mix  these  separately  with  a  little  spirits.  When 
well  "cut,"  add  mucilage  of  sufficient  quantity  to  make 
it  stick.  Then  after  mixing,  add  enough  water  to 
make  it  work  fluently.  This  is  practically  the  same 
way  as  you  mix  the  other  colors.  In  mixing  your  own 
colors,  use  your  own  judgment  in  adding  water.  The 
colors  should  be  sufficiently  thin  to  flow  easily,  but 
should  not  show  streaky.  The  beginner  may  experience 
some  difficulty  in  getting  the  color  to  the  right  con- 
sistency to  work  well.  He  may  also  experience  some 
difficulty  in  getting  his  brushes  to  work  satisfactorily. 


Both  of  these  obstacles  will  be  overcome  by  practice 
and  experience. 

Some  Suggestions  on  Their  Use 
It  may  be  well,  however,  to  offer  a  few  suggestions. 
If  the  color  is  too  thick  it  will  work  sticky  and  not 
make  a  straight  or  clean  edge.  If  it  is  too  thin  it  will 
be  thin  and  streaky.  So  experiment  until  you  have 
it  the  right  consistency  to  flow  easily  and  cover  evenly. 
After  dipping  the  brush  into  the  color,  spread  it  out 
well,  as  shown  in  Fig.  2  in  first  lesson.  This  will  get 
the  brush  to  the  proper  "spread."  Then  work  it  back 
and  forth  on  a  piece  of  cardboard  until  it  will  stay  out 
flat.  Apply  now  to  your  lettering.  Use  sufficient  pres- 
sure to  keep  the  brush  to  the  width  of  the  stem  of 


RODE 


Fig  6— Showing  method  of  "cutting  in". 

the  letter  you  are  working  on.  Do  not  work  too  slowly. 
A  slow  stroke  is  more  liable  to  be  uneven  and  unsteady. 
You  will  get  better  results  with  a  stroke  drawn  quickly. 
Keep  plenty  of  color  in  your  brush,  but  not  enough  to 
make  it  hold  together  and  not  spread  properly.  Do 
not  be  afraid  of  spreading  your  brush  too  much.  Be- 
ginners are  liable  to  use  their  brushes  too  much  like 
a  pen  or  pencil.  They  will  make  fine  or  narrow  strokes. 
Get  away  from  this  method  as  soon  as  possible.  There 
are  occasions  when  it  is  well  to  make  one  side  of  a  stem 
at  a  time,  but  even  then  it  is  well  to  make  it  with  the 
brush  well  spread.    See  Fig.  3  in  previous  issue. 

Give  Artistic  Effect 

To  return  to  the  gold  and  aluminum  paints- 
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Plate  19 -Upper  case.  Spurred  Egyptian. 
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are  excellent  for  shading,  and  for  borders  and  orna- 
mentations, as  they  give  a  card  a  very  atti-active  and 
artistic  effect.  It  will  be  seen  that  these  colors  and  all 
bronzes  will  show  to  best  advantage  on  dark  cards. 

We  suggest   for   those   who   are   interested   in    this 
course  of  card  writing,  that  each  one  should  procure 


Sample  of  card  made  by  "cuttiiiK  in'-'  method. 

a  scrap  book  and  cut  out  the  printed  pages  on  which 
the  lessons  appear,  and  preserve  them  in  the  scrap 
book  for  future  reference.  The  sample  cards  and 
alphabets  will  be  found  particularly  helpful  to  refer 
to  from  time  to  time. 

The  Alphabets 

Plates  19  and  20  are  the  upper  and  lower  case  of  the 
Egyptian  style  of  letters,  similar  to  those  shown  in 
plate  7  in  the  first  lesson.  The  difference  is  that  the 
letters  in  plates  19  and  20  are  "spurred."  That  means 
that  the  ends  of  the  various  stems  are  flared  or  made  a 
little  wider  than  the  stem  proper.  This  gives  a  letter 
a  more  finished  look  and  greatly  improves  its  appear- 
ance. The  "spurring"  is  not  hard  to  do,  as  one  side 
can  be  done  with  the  brush  at  the  top  when  beginning 
the  stroke  and  the  bottom  when  finishing  the  stroke. 
The  other  two  must  be  done  separately.  Plates  21  and 
22  are  suitable  styles  for  small  brush  or  pen  work.  They 
should  be  used  on  cards  where  much  reading  matter 
appears  and  the  small  letters  should  not  be  over  half 
an  inch  high  on  a  full  size  22  in.  x  28  in.  card. 

The  sample  rabbit  card  is  made  by  cutting  out  the 
design  in  paper  and  "spattering"  the  background  on 
it.  The  pattern  is  then  lifted  and  the  detail  put  in  by 
hand.  The  lettering  is  also  done  afterward.  The 
background  may  be  done  in  dark  purple  and  the  letters 
in  a  harmonizing  shade  to  match.  The  rabbit  should 
be  white. 

The  little  chick  card  is  done  the  same  way  as  the 
bunny  card.  Tho  color  of  the  chick  should  be  in  yel- 
low with  the  background  color  in  grey.  The  egg.  of 
course,  should  be  white.  The  lettering  in  blue  or 
purple  and  .shadod  with  a  subdued  blue. 


The  other  card  may  be  in  black  or  brown  all  through, 
but  if  used  for  Easter  designs  or  displays,  purple  or 
blue  should  be  used.  The  "cut  in"  effect  on  the  word 
"design"  is  somewhat  Striking.  Leaving  a  portion  of 
the  letters  open  to  be  filled  in  with  the  imagination  is 
also  unique. 

Next  month  we  will  give  sample  cards  with  less  orna- 
mentation, simpler  in  design  and  showing  use  of  some 
of  the  alphabets  already  shown. 


THE  COST  OF  ADVERTISING. 

Is  advertising  an  expense  or  an  investment  ?  This 
question  arises  from  the  argument  put  forth  by  a  dealer 
that  he  could  sell  his  goods  cheaper  because  he  had  no 


Sample  of  fancy  card.    CoiLstniition  described  in  aiticle. 


advertising  expense, 
was  well  founded. 


Let  us  see  whether  his  argument 


Advertisino^  Reduces  Cost  of  Distribution. 

In  manufacturing  we  have  seen  all  kinds  of  progress; 
we  have  seen  a  certain  product  made  entirely  by  hand, 
then  we  have  seen  certain  parts  of  the  work  done  by 
machinery,  and  later  see  one  machine  doing  several 
parts  of  the  work  at  once.  This  brought  the  cost  down, 
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Plate  30— Lower  cane.  Spurred  EgyptiaD. 
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Plate  21.— Upper  case,  pen  or  small  brush  style. 


even  though  these  machines  may  have  cost  thousands 
of  dollars  for  the  first  outlay. 

Distribution  is  a  part  of  the  legitimate  cost  of  an 
article.  If  then,  we  reduce  the  cost  of  this  distribu- 
tion, can  it  be  said  that  the  consumer  is  paying  for  that 


just  the  same  as  the  use  of  the  machine    brings    down 
the  manufacturing  cost. 

Advertising  Helps  the  Salesman. 
Advertising  means  also  that  the  salesman  will  not 
have  to  spend  the  time  in  making  sales  that  he  did  be- 
fore. His  goods  are  introduced,  so  to  speak,  before  he 
reaches  the  buyer.  The  salesman  bears  the  same  re- 
lation to  advertising,  or  should,  as  the  operator  does 
to  the  machines.  A  man  may  build  a  machine  that 
will  do  the  actual  work  of  making  his  product,  but  it 
takes  the  skilled  operator  to  bring  the  cost-cutting  re- 
sults out  of  the  machine.  So  it  is  with  the  salesman, 
whether  he  is  selling  to  the  dealer  or  to  the  consumer. 
Advertising  is  the  machine  which,  if  the  salesman  does 
his  part,  will  cut  the  cost  of  distribution  and  thus  cut 
the  average  cost  for  the  end  of  the  year. 


Catchy  card.    Construction  described  in  article. 

which  causes  this  reduction,  any  more  than  it  could  be 
said  that  the  consumer  was  paying  for  these  other  cost- 
cutting  machines  f  Advertising,  well  done,  means  that 
where  one  article  was  sold  before,  from  five  to  ten  are 
sold  as  a  result  of  the  investment  in  publicity.  This 
brings  the  cost  of  distribution  down    proportionately. 


DON'T  KEEP  WINDOW  EMPTY  TOO  LONG. 

Especially  where  there  are  many  people  passing  the 
store,  the  window  trim  should  be  changed  just  as 
quickly  as  possible,  so  as  not  to  lose  the  chance  of  any 
sales.  Just  recently,  a  representative  of  this  paper  in 
Montreal  noticed  a  clerk  start  to  clear  out  a  window 
just  before  noon.  He  went  to  his  dinner  and  left  it 
empty,  and  it  was  three  o'clock  in  the  afternoon  be- 
fore another  display  was  finished.  The  store  being  on 
a  principal  street,  was  passed  by  a  good  many  people 
in  that  time,  but  the  window  was  of  no  value  in  at- 
tracting their  attention.  Trimmers  should  try  to 
avoid  keeping  the  wiindow  empty  so  long. 

This  is  an  important  point  with  the  'big  stores  in  the 
city.  Most  of  them  prepare  everything  possible  in 
connection  with  the  display  in  advance,  so  that  as  little 
time  as  possible  will  be  lost  in  changing.  They  also 
plan  to  change  them  at  an  hour  when  there  is  the  few- 
est number  of  people  on  the  street. 


The  things  you  fail  to  say  to  the  advantage  of  goods 
will  not  only  not  help  their  sale,  but  customers  may 
think  the  omission  intentional. 


abedef  ghijklmn 


op  q  r  s  t  u  vwu>xy  ^ 


Plate  32.— Lower  case,  pen  or  small  brush  style. 
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Alberta  Retail  Merchants  Hold  Annual  Convention 

In  Calgary  on  May  5,  6  and  7 — Many  questions  of  interest  to  retail- 
ers taken   up  and  discussed — Convention  at  Red  Deer  next  })ear. 


CALGARY,  ALTA.— (Special.)— The  first  annual 
convention  of  the  Alberta  branch  of  the  Retail  Mer- 
chants' Association  was  held  in  Calgary  on  May  5,  6, 
and  7.  with  a  representative  gathering  of  the  merchants 
of  the  province  in  attendance.  Although  only  organ- 
ized during  the  past  year,  the  Alberta  association  now 
has  branches  in  102  towns,  and  is  accomplishing  some 
good  work. 

Officers  for  Ensuing  Year. 

Next  year  the  convention  will  be  held  at  Red  Deer. 
The  officers  elected  for  the  ensuing  year  are  as  fol- 
lows: 

President— T.  A.  Gaetz,  Red  Deer. 
First  Vice-President — H.  A.  Stephens,  Vermilion. 
Second  Vice-President— N.  B.  Good,  Lethbridge. 
Treasurer — Mr.  McDermid,  Calgary. 
Secretary — J.  A.  Bucknall,  Calgary. 

The  convention  was  opened  on  Tuesday  with  ad- 
dresses of  welcome  by  Mayor  Sinnott,  Industrial  Com- 
missioner Miller,  W.  H.  Berkinshaw,  president  of  the 
board  of  trade,  and  J.  F.  Glanville,  retiring  president 
of  the  association.  Routine  business  was  taken  up,  in- 
cluding the  reading  of  a  letter  from  P.  Burns  &  Co.,  to 


MUCH    OF    INTEREST    TO    DRUGGISTS    AT    AL- 
BERTA CONVENTION. 

THERE  was  not  only  a  representation  of  the  drug- 
gists of  the  province  in  attendance  at  the  first  an- 
nual convention  of  the  Retail  Merchants'  Asso- 
ciation of  Alberta,  a  report  of  which  is  given  here,  but 
there  were  many  subjects  taken  up  during  the  session 
of  interest  to  druggists  and  pharmacists.  The  asso- 
ciation is  now  represented  in  over  100  places  in  Al- 
berta, and  has  a  large  nimiber  of  dealers  engaged  in 
the  drug  trade  on  its  membership  list. 


visit  their  packing  plant,  and  one  from  the  Hudson 
Bay  Company  to  visit  their  store. 

At  the  evening  session  Major  Duncan  Stuart  explain- 
ed the  small  debts  legislation  which  the  business  men 
are  urging  the  Provincial  Government  to  pass.  He 
declared  the  machinery  for  the  collection  of  small  debts 
inadequate.  It  had  been  said  that  it  would  be  a  costly 
matter  to  provide  machinery  which  would  make  it  easy 
to  make  collections,  but  this  was  not  the  case. 

Smart  Debtors  Escape 

"Up  to  the  point  of  securing  judgment  against  a 
debtor,"  said  the  speaker,  "the  small  debts  procedure 
is  not  costly,  although  there  are  some  defects  which 
have  to  be  remedied.  For  instance,  the  debtor  gets  20 
days  in  which  to  put  in  an  appearance  at  court  after 
he  has  been  served  with  a  writ.  This  gives  him  ample 
time  to  either  clear  out  of  the  country  or  arrange  his 
effects  so  that  he  has  nothing  which  the  creditor  is  able 
to  seize.  In  some  cases  the  debtor  gets  10  weeks'  grace 
before  his  case  comes  up  for  trial. 

"But  this  matter  can  easily  be  remedied,  and  there 
is  DO  doubt  but  that  the  Government  will  soon  make  a 


change,  cut  down  the  time  for  appearance  to  ten  days, 
and  make  better  arrangements  for  a  speedy  trial. 

"However,  the  real  difficulty  is  met  with  by  the 
creditor,  after  he  secures  his  judgment.  If  the  debt  is 
under  $50,  it  cannot  be  put  against  any  land  which  the 
debtor  holds,  and  even  if  the  debt  is  large  it  is  not 
practicable  to  seize  land,  since  the  law  is  not  a  prac- 
tical one  and  may  be  sidestepped  easily  by  a  smart 
debtor. 

Wages  Sometimes  Practically  Exempt 

"Then  in  regard  to  personal  property,  the  exemp- 
tions are  so  great  that  the  average  man  who  would 
allow  himself  to  be  sued  for  a  small  debt  has  no  prop- 
erty on  which  the  creditor  can  realize. 

"These  debtors  may  be  earning  good  wages,  but  it 
is  impossible  to  get  at  them.  The  present  garnishee 
law  is  no  good,  because  of  the  way  in  which  it  is 
worded.  The  law  states  that  a  debtor  may  be  sued  for 
all  his  monthly  wages  exceeding  $25. 

"But  only  a  few  men  are  paid  by  the  month  com- 
pared to  those  who  are  paid  by  the  week  or  the  day, 
and  even  a  man  who  is  paid  by  the  month  may  frus- 
trate his  creditor  by  coming  to  an  arrangement  with 
his  employer  whereby  he  is  paid  by  the  week.  A  man 
may  be  earning  $25  a  day  or  $25  per  week,  but  still 
his  wages  cannot  be  garnisheed.  This  is  unjust  to  the 
legitimate  business  man,  who  should  have  some  protec- 
tion against  men  who  refuse  to  pay  their  just  debts. 

Suggests  Remedies 

"As  a  remedy  for  this  state  of  affairs,  I  would  sug- 
gest that  the  debtor  who  refuses  to  pay  after  judgment 
has  been  rendered  against  him  should  be  brought  be- 
fore a  judge  and  examined  as  to  the  money  which  he 
earns.  The  judge  should  then,  after  looking  into  his 
family  affairs  and  financial  standing,  order  him  to 
pay  so  much  a  week.  Armed  with  this  decision,  the 
creditor  should  then  be  allowed  to  go  to  the  debtor's 
employer  and  demand  that  this  amount  be  taken  off 
the  man's  weekly,  daily,  or  monthly  wages.  It  should 
not,  in  my  opinion,  be  necessary  for  the  creditor  to  go 
to  any  more  legal  expense  in  securing  his  money." 

Another  feature  of  the  evening  was  an  address  by 
C.  L.  Carter,  Calgary,  secretary-treasurer  of  the  Alberta 
branch  of  the  Canadian  Credit  Men's  Trust  Associa- 
tion, on  "Credit — Its  Use  and  Abuse." 

Credit  Should  Represent  Positive  Values 

"In  all  cases,"  he  said,  "credit  should  represent  posi- 
tive values,  and  should  be  at  most  a  very  limited  anti- 
cipation of  those  values,  or,  to  simplify  this  statement, 
a  merchant  should  be  reasonably  certain  that  his  cus- 
tomer is  or  would  be  financially  responsible  for  a  much 
larger  sum  than  the  amount  of  credit  extended. 

"Credit  always  implies  the  confidence  of  the  cred- 
itor in  the  debtor,  and  a  'Credit  System'  is  one  of  gen- 
eral confidence  of  people  in  each  other's  honesty,  sol- 
vency and  resources. 

"By  means  of  a  credit  system  a  comparatively  small 
sum  of  money  can  be  used  as  the  basis  of  a  number  of 
different  transactions,  but  it  is  indispensable  for  every 
good  system  of  credit  that  money  must  be  instantly 


30 


THE  RETAIL  DRUGGIST  OF  CANADA. 


June,  1914 


available  when  required,  and  this  principle  applies  to 
every  spe<!ies  of  transaction  where  postponed  payment 
is  concerned.  Nations,  banks,  mercantile  houses  great 
and  small,  the  retail  merchant,  and  the  consumer,  must 
conform  to  this  law  of  finance,  and  when  it  is  broken 
confusion  arises  immediately. 

"There  are  certain  qualifications  in  his  customer 
which  the  wholesaler  has  a  right  to  expect,  and  there 
is  a  certain  protection  which  he  has  a  right  to  demand. 
Among  the  qualifications  are  character  or  honesty, 
ability,  and  capital.  The  first  is  easily  the  most  neces- 
sary of  all,  the  second  is  essential,  the  third  very  desir- 
able, but  given  the  first  two,  honesty  and  ability,  the 
merchant  will  prove  a  much  more  satisfactory  customer 
than  if,  possessing  ability  and  capital,  his  business 
methods  are  yet  not  above  criticism.  •  I  do  not  imply 
that  the  latter  is  an  unsafe  customer — tangible  assets 
are  always  an  important  factor  as  a  basis  for  credit — 
but  T  do  mean  that  no  wholesale  house  can  have  abso- 
lute confidence  in  a  merchant,  however  well-to-do,  if 
his  reputation  for  fair  dealing  is  questionable. 

Credit  System  in  Retail  Business 

"In  regard  to  the  credit  system  of  a  retail  house, 
this  is  more  difficult  to  define.  While  the  fundamental 
principles  of  credit  are  the  same  in  every  class  of  busi- 
ness, the  policies  vary  a  great  deal.  In  the  credits  of 
the  retail  trade  there  is  little  in  common  with  those  of 
the  wholesaler.  The  class  of  patronage  is  radically 
different;  and  the  manners  of  extending  credit  and 
making  collections  are  entirely  dissimilar.  The  prin- 
ciples, however,  are  identical,  in  that  care  must  be 
excrci-sed  in  seeing  that  credit  is  dispensed  to  only 
responsible  parties,  and  that  collections  are  made 
promptly.  It  has  been  said  that  if  credit  is  the  founda- 
tion of  modern  business,  collections  are  its  roof.  Over- 
crediting  is  neither  good  for  the  merchant  nor  his  cus- 
tomer,  and  when   the  former  finds  that  his  book   ac- 


counts are  increasing,  and  at  the  same  time  it  is  be- 
coming increasingly  difficult  to  meet  his  own  obliga- 
tions it  is  time  for  him  to  call  a  halt." 

Minister  of  Trade  Suggested. 

A  very  important  session  was  held  on  Wednesday  af- 
ternoon, with  T.  A.  Gaetz,  of  Red  Deer,  in  the  chair. 
Twenty-five  resolutions  were  considered,  and  on  sev- 
eral of  these  very  animated  discussions  took  place.  The 
proposal  was  put  forward  that  in  view  of  the  much 
larger  sum  of  money  invested  in  retail  distribution 
than  in  any  other  line  in  the  province  of  Alberta,  that  a 
Minister  of  Inland  Trade  should  be  appointed  to  look 
after  the  retail  interests.  It  was  decided,  however, 
that  in  view  of  the  importance  of  this  subject,  that  the 
members  should  be  given  time  to  consider  it  carefully, 
and  the  question  will  come  up  at  the  next  annual  con- 
vention. 

As  to  Tax  on  Mail  Order  Houses. 

Another  important  resolution  was  that  dealing  with 
large  mail  order  catalogue  houses,  and  the  delegates 
made  it  evident  that  they  bear  no  overwhelming  love 
for  the  eastern  firms  conducting  this  class  of  business, 
and  who  are  making  serious  inroads  into  the  field  that 
the  retailers  feel  rightfully  belongs  to  them.  Eventu- 
ally it  was  decided  to  secure  information  from  the  re- 
tail merchants  of  Alberta  as  to  whether  they're  in  favor 
of  haying  a  special  tax  placed  on  large  mail  order  cata- 
logue houses,  and  of  the  money  secured  by  this  taxation 
being  paid  into  the  various  municipalities  from  which 
it  is  taken.  A  motion  was  also  approved  to  the  efl'ect 
that  a  recommendation  be  made  to  the  Dominion  Board 
of  the  Retail  Merchants'  Association  re(|uesting  that 
some  plan  be  formulated  for  dealing  with  mail  order 
houses. 

The  convention  also  placed  itself  on  record  as  being 
opposed  to  municipalities  engaging  in  the  retail  trade. 


A  photograph  of  some  of  the  delegates  to  the  com  ention  of  tlie  Uetail  Merchauts'  Association  of  Alberta  at  Calgary. 
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and  a  somewhat  similar  spirit  manifested  itaelf  in  the 
resolution  passed  recommending  that  literature  be  pub- 
lished and  circulated  among  the  members  setting  forth 
all  the  facts  and  circumstances  from  the  dealer's  stand- 
point regarding  public  markets. 

As  a  sequel  to  a  visit  paid  the  convention  in  the 
morning  by  a  deputation  from  the  Board  of  Trade  with 
regard  to  "the  question  of  advance  charges  on  cartage, 
a  resolution  was  introduced  stating  that  the  system  of 
charging  for  freight  cartage  at  both  ends  was  unfair 
to  the  trade,  and  that  the  matter  be  referred  to  the  Do- 
minion board  with  the  request  that  steps  be  taken  to 
remedy  the  evil.    The  resolution  was  approved. 

Other  subjects  that  came  up  for  consideration  includ- 
ed an  amendment  to  the  Weights  and  Measures  Act; 
the  need  of  a  campaign  to  educate  the  public  to  the 
importance  of  the  retail  trade;  the  Co-operative  bill; 
and  the  prosecution  of  the  manufacturer  instead  of  the 
retailer  for  the  sale  of  adidterated  goods.  Resolutions 
were  passed  commending  various  actions  of  the  Do- 
minion board  in  regard  to  legislation. 

Addresses  at  Evening  Session. 

At  the  evening  session,  two  able  addresses  were  de- 
livered by  Norman  Rankin  and  R.  J.  Deachman.  Mr. 
Rankin  chose  as  his  subject  "Advertising,"  and  as  he 
has  gained  for  himself  an  enviable  reputation  as  an  ad- 
vertising expert,  it  naturally  followed  that  his  remarks 
were  listened  to  with  close  attention,  and  that  he  had 
much  .valuable  information  to  impart.  He  handed  out 
many  "tips"  to  the  delegates,  and  thoroughly  impress- 
ed upon  them  the  fact  that  business  development  and 
advertising  go  hand  in  hand.  Mr.  Deachman,  always  a 
fluent  speaker,  delivered  a  most  interesting  address  on 
"The  local  newspaper  and  its  relation  to  retail  trade." 

"2,000  Members  Next  Year,"  is  Slogan. 

The  convention  was  brought  to  a  close  by  a  most  en- 
joyable social  gathering  at  which  J.  P.  Glanville  pre- 
sided. Mr.  J.  A.  Bucknall,  the  energetic  secretary  of 
the  convention,  roused  a  wave  of  enthusiasm  towards 
the  close  by  presenting  the  delegates  with  a  slogan: 
"Two  thousand  members  for  the  association  before  the 
next  convention  at  Red. Deer."  And  Mr.  Bucknall  add- 
ed: "When  we  have  2,000  members  we  will  have  an  as- 
sociation in  Alberta  that  will  make  people  sit  up  and 
take  notice."  The  delegates  were  in  perfect  unanim- 
ity with  the  secretary  on  this  point,  and  judging  from 
the  reception  accorded  the  slogan,  it  is  certain  that 
they  will  do  their  utmost  to  transform  an  ardent  desire 
into  a  reality. 

"The  Delegates"  was  proposed  by  Mr.  John  Odson 
and  replied  to  by  Mr.  Anderson,  of  Bawlf.  "The  Speak- 
ers at  the  Convention,"  proposed  by  the  chairman  and 
replied  to  by  Major  Duncan-Stuart  and  Mr.  R.  J. 
Deachman;  "Our  New  Executive,"  proposed  by  the 
chairman  and  responded  to  by  Mr.  T.  A.  Gaetz,  of  Red 
Deer,  and  Mr.  H.  A.  Stephens,  of  Vermilion;  "The  Next 
Convention  City,"  proposed  by  the  chairman  and  re- 
plied to  by  Mr.  Snell ;  "The  Press,"  proposed  by  the 
chairman  and  replied  to  by  Mr.  G.  M.  Thompson. 


Give  the  store  a  change,  a  new  appearance,  as  though 
new  goods  were  coming  in  right  along. 

Give  just  as  much  attention  to  the  little  buyer  as  the 
big  buyer.  Only  in  that  way  will  the  little  buyer 
become  the  big  buyer. 


QUALITIES  OF  SALESMANSHIP 

The  following  was  recently  issued  by  a  manufactur- 
ing firm  to  their  salesmen: 

"Salesmanship  consists  of  brain  work;  it  is  mind, 
not  muscle,  which  does  the  business.  A  salesman  does 
not  make  permanent  friends  by  yielding  to  demands 
for  cut  prices.  It  is  a  sign  of  weakness,  and  weakness 
excites  pity  rather  than  admiration. 

"Make  your  selling  talk  practical.  Use  facts  and 
figures:  they  are  convincing.  If  you  get  a  chance, 
travel  along  the  road  in  company  with  your  competitor, 
the  better  you  know  him  the  more  you  will  think  of 
yourself. 

"Don't  rely  upon  the  introduction  of  another  sales- 
man to  influence  business  for  you.  You  stand  on 
firmer  ground  if  you  introduce  yourself. 

"Jumping  ahead  of  your  competitor  doesn't  pay; 
he  gets  all  you  leave  behind,  and  you  leave  behind 
more  than  you  get. 

"When  selling  one  man  in  a  town  forget  all  others 
until  you  have  done  your  work  thoroughly  with  the 
one. 

"Remember  the  principal  qualifications  that  equip 
a  .salesman  to  establish  confidence,  and  don't  forget 
that  'cheerfulness'  is  not  only  good  medicine,  but  is 
food  for  mind  and  body ;  it  is  a  character  that  thrills 
every  atom  with  new  life,  and  is  to  the  facilities  and 
talents  of  the  mind  what  sunshine  is  to  the  fiowers  and 
trees. 

"When  you  are  plumb  discouraged  in  the  effort  to 
land  a  customer,  bear  in  mind  that  he  is  as  near  giving 
up  as  you  are.  Don't  be  the  first  to  'cave.'  Forget 
the  words  that  signalize  surrender;  recall  the  story  of 
the  two  Irishmen  who  got  mixed  up  in  a  little  difficulty 
and  decided  to  fight  it  out.  The  referee  was  chosen 
and  said:  'Let  the  man  who  is  licked  say  "sufficient," 
and  !  will  stop  the  fight.'  The  two  went  at  each  other 
with  hammer  and  tongs.  Soon  both  were  exhausted 
and  landing  jabs  in  the  air.  Mike  was  about  to  keel 
over,  but  managed  to  place  one  more  punch  on  poor 
Pat's  nose  when  Pat  yelled,  'Sufficient!'  'Begory,' 
said  Mike,  'it's  meself  that's  been  trying  to  think  of 
that  darn  word  for  the  -last  tin  minutes.'  Moral — 
'Don't  be  a  quitter.' 

"Let  the  red  blood  of  determination  run  riot  in 
your  veins  and  its  very  energy  will  force  aside  the 
blues." 


POINTERS  FOR  THE   CLERK. 

Nothing  is  cheap  enough  to  be  wasted. 

Much  better  results  can  be  obtained  in  the  store  by 
team  work. 

Enthusiasm  among  the  sales  force  will  aid  materially 
in  the  increasing  of  sales. 


MAKE   USE   OF   BOOK  CATALOGUES. 

DRUGGISTS  who  have  a  book  department  in  their 
store  should  make  use  of  the  catalogues  that 
they  receive  from  jobbers  and  manufacturers. 
There  are  many  of  these  that  come  into  the  store,  and 
they  can  frequently  be  made  good  use  of  by  the  dealer 
when  enquiries  are  made  for  books  that  he  has  not  in 
stock. 

Can  you  put  your  hand  on  any  particular  list  you  de- 
sire? If  not,  work  out  some  system  of  filing  them  so 
that  they  wiU  be  easily  available.  It  is  not  a  difficult 
•matter  to  set  apart  a  separate  spot  for  these  cata- 
logues, and  if  necessary  evolve  some  system  that  will 
allow  you  to  pull  out  any  book  you  wish. 
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NEWS  OF  THE  TRADE 

From  Coast  to  Coast 


Quebec  and  Maritime. 

J.  R.  Parkins,  Montreal,  is  retiring  from  business. 

Wassons,  Ltd.,  St.  John,  N.B.,  has  sold  out  to  G.  E. 
Barbour. 

R.  MacDonald,  Halifax,  has  sold  out  to  J.  McGilli- 
vray,  Sydney. 

M.  Marceux  has  succeeded  Dr.  Prevost,  Roy  and  St. 
Denis  streets,  Montreal. 

La  Pharmacie  Marcoux  (J.  A.  Mareoux),  Thetford 
Mines,  has  been  registered. 

Duro  Specialty  Co.,  manufacturers  of  patent  medi- 
cines, has  been  registered  at  Montreal. 

Woodstock,  N.B.,  has  lost  a  prominent  druggist  by 
the  death  of  Chas.  A.  McKeen,  at  the  age  of  74. 

Fire  in  the  Standard  Drug  Co. 's  premises,  Sydney, 
N.S.,  did  $6,000-  damage,  $4,000  of  which  is  covered  by 
insurance. 

A  well-known  figure  in  the  drug  trade  in  Nova  Sco- 
tia has  been  removed  by  the  sudden  death,  at  the  age 
of  45,  of  H.  C.  Palmer,  who  represented  the  National 
Drug  Co.  in  the  Annapolis  Valley,  South  Shore  and 
Eastern  Shore.    Mr.  Palmer  was  a  native  of  Quebec. 

Ontario. 

J.  W.  Ramore,  Brigden,  has  sold  out. 

E.  J.  Madill,  Tara,  has  suffered  loss  by  fire. 

J.  C.  Bolton  has  opened  a  drug  store  in  Sterling. 

G.  H.  Coulter,  Toronto,  has  sold  to  A.  Le  Francois. 

J.  G.  Armstrong,  Lucknow,  was  burned  out  with 
$4,000  loss. 

E.  J.  Wolland,  druggist,  of  Bobcaygeon,  is  building 
a  new  store. 

W.  F.  McLean  is  opening  at  St.  Clair  and  Christie 
streets,  Toronto. 

A.  J.  Greenwood  &  Son  have  opened  at  295  St.  Paul 
street,  St.  Catharines. 

Blackburn  Springs,  Ltd.,  Ottawa,  has  been  incorpor- 
ated with  a  capital  of  $100,000. 

Riker-Hegeman  Drug  Stores,  Ltd.,  Toronto,  has  been 
incorporated  with  capital  $10,000. 

B.  W.  Tobin,  of  Bayer  &  Co.,  after  six  weeks  in  Mont- 
real on  business,  has  returned  to  Toronto. 

Prof.  Heebner,  of  the  O.C.P.,  has  returned  from  a 
two  weeks'  holiday  at  his  summer  home  at  Lake  Seceb. 

The  marriage  took  place  at  Wiarton,  of  J.  J.  Davis, 
druggist,  of  Wingham,  to  Miss  L.  V.  Shaw,  of  Wiarton. 

Mr.  J.  Hallett,  who  recently  disposed  of  his  business 
on  Jarvis  street,  Toronto,  is  taking  an  extended  holi- 
day. 

Geo.  A.  Morrison,  of  Oyen,  Alberta,  visited  Eastern 
Canada  during  May.  Mr.  Morrison  was-  formerly  in 
business  in  Toronto. 

E.  R.  Rutherford  is  reopening  his  branch  store,  pre- 
viously located  on  King  and  Yonge  streets,  in  the 
Prince  George  Hotel  Building,  Toronto. 

The  Canada  Cut  Glass  Co.,  Ltd.,  Toronto,  has  been 
registered  with  capital  $25,000,  to  carry  on  the  business 
now  carried  on  by  A.  H.  Blaekely  and  F.  D.  Reynolds. 

The  regular  semi-annual  meeting  of  the  council  of 
the  Ontario  College  of  Pharmacy  takes  place  on  June 
1  and  following  days.  There  are  a  number  of  questions 
of  interest  to  come  up. 

The  newly-elected  directors  of  the  Druggist  Corpor- 
ation are  as  follows :  A.  E.  Walton,  W.  A.  Hargreaves, 


W.  H.  Worden,  Geo.  Marshall,  J.  H.  H.  Jury,  G.  E.  Gib- 
bard  and  W.  J.  Douglas. 

Geo.  R.  McCall,  formerly  of  St.  Thomas,  Out.,  and 
who  has  spent  the  past  few  years  in  Winnipeg,  has  re- 
turned East  and  purchased  the  business  of  N.  A.  Vetter 
on  Avenue  road,  Toronto. 

The  Mayfiower  Medicine  Co.,  Ltd.,  Windsor,  has 
been  incorporated  with  a  capital  of  $40,000,  and  pro- 
visional directors  are  M.  Ricci,  D.  Guinness,  P.  Rieci,  J. 
A.  Young  and  A.  B.  Drake. 

A.  C.  Denike,  of  Havelock,  Ont.,  was  elected  presi- 
dent of  the  Rexall  Club  of  Ontario  and  Quebec,  at  its 
annual  convention.  J.  W.  McCoubry,  of  Liggetts,  To- 
ronto, is  secretary  for  the  ensuing  year. 

There  has  been  laid  to  rest  in  his  native  town  of 
Eramosa,  Mr.  R.  Wood,  druggist,  who  passed  away  in 
Chicago,  at  the  age  of  75.  Before  going  to  the  States 
to  engage  in  business  11  years  ago,  Mr.  Wood  prac- 
tised in  Erin  and  Kenora. 

An  evidence  of  the  confidence  placed  in  their  dispens- 
ing was  shown  Abbs  &  McNamara,  St.  Catharines,  Ont., 
when  their  drug  store  was  asked  to  dispense  medicines 
for  the  Duke  of  Connaught's  party  on  the  vice-regal 
tour  through  Ontario. 

There  were  36  wrote  on  the  examinations  of  the  Uni- 
versity of  Toronto  for  their  degree  of  Bachelor  of  Phar- 
macy during  the  week  of  May  18  to  23.  The  examiners 
are  graduates  of  the  Ontario  College  of  Pharmacy.  The 
results  are  expected  out  early  in  June. 

At  the  annual  meeting  of  the  shareholders  of  the 
Drug  Trading  Co.,  in  Toronto,  the  retiring  members  of 
the  board  of  directors  were  re-elected :  Messrs.  Worden, 
Walton,  Marshall,  Hargreaves,  Curry,  Sampson,  and 
Hollingsworth.  The  advisory  board  consists  of  Messrs. 
Jury,  Madill  and  J.  R.  Y.  Broughton. 

Among  the  visitors  at  the  O.C.P.  during  the  past 
month  was  David  Hooper,  of  Calcutta,  India.  While  in 
Toronto  Mr.  Hooper  had  the  degree  of  LL.D.  conferred 
upon  him  by  McMaster  University.  Mr.  Hooper  has 
been  economic  botanist  of  the  Botanical  Survey  of  In- 
dia, and  lately  has  been  curator  of  the  Indian  Museum 
at  Calcutta. 

The  next  term  at  the  Ontario  College  of  Pharmacy 
commences  on  Sept.  9.  Thirty-three  applications  for 
admission  have  already  been  received.  This  is  a  large 
number  for  so  early  a  date,  and  augurs  well  for  the  at- 
tendance during  the  next  term.  Students  who  intend 
entering  during  the  coming  session  should  send  in  their 
applications  and  entrance  fee  of  $2. 

The  late  John  J.  McLaughlin,  the  well-known  manu- 
facturer of  Toronto,  who  died  two  months  ago,  left  an 
estate  valued  at  $319,707.  The  total  amount  of  the 
estate  divided  by  the  will  is  valued  at  $103,717,  and 
the  balance  of  the  estate  passes  to  the  trustees  for  the 


RAILWAY  BATES   TO   WINNIPEG   CONVENTION. 

MOST  favorable  transportation  arrangements 
have  been  made  for  the  convention  of  the  0. 
P.  C.  A.  in  Winnipeg,  August  17  to  21.  Bail- 
road  rates  will  be  single  fare  round  trip,  and  tickets 
will  be  good  from  August  13  to  September  3,  so  that 
anyone  desiring  can  make  a  good  holiday  trip  of  it. 
Pullman  and  dining  car  are,  of  course,  extra,  and 
parties  taking  the  Upper  Lakes  trip,  pay  $9  one  way 
and  $13  both  ways. 

Standard  certificates  issued  by  all  railroads.  When 
you  purchase  your  ticket  at  your  home  station,  ask 
for  convention  certificate.  For  a  rising  charge  of  25 
cents  you  get  return  transportation.  The  hotel  ac- 
commodation is  in  charge  of  the  local  committees. 
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benefit  of  the  three  children,  Donald  Robert,  Helen 
Marjorie  and  Roland  Rush. 

Among  those  who  visited  the  Ontario  College  of 
Phannaev  during  the  past  month  were  the  following: 
G.  G.  Byi-rs,  Delhi,  Out. ;  C.  M.  Harlon,  New  York  City ; 
L.  Andres,  of  Newark,  N.J. ;  C.  W.  P.  Howard,  Hagers- 
ville,  Ont. ;  W.  H.  Willson,  Leamington,  Ont. ;  J.  L. 
Brodie,  Ridgeway,  Ont. ;  Wm.  Cockrane,  of  Allen  & 
Cockrane,  Ottawa;  W.  D.  Bass,  Hamilton;  Geo.  A.  Mor- 
rison, Oyen,  Alta. ;  J.  A.  Anderson,  Sunderland,  Ont. ; 
J.  A.  Lambertus,  North  Bay.  Ont. ;  B.  J.  Madill,  Tara, 
Out. ;  Wm.  J.  Campbell,  Niagara-on-the-Lake,  Ont.,  and 
H.  W.  Skinner,  of  Ottawa. 

Manitoba. 

Narman  &  Minaker  have  opened  in  Winnipeg. 

Dauphin  Pharmacy  Co.,  Dauphin,  has  dissolved. 

A.  J.  Wallen,  Winnipeg,  has  sold  to  Wm.  Kirkwood. 

R.  C.  Mcintosh,  Lauder,  has  sold  out  to  Dr.  Riddell. 

D.  C.  Maddox,  Beansejour,  has  sold  out  to  J.  P.  Com- 
mon. 

S.  B.  Cowan,  Portage  la  Prairie,  has  sold  to  Ingram 
&  Runga.v. 

A.  J.  Wallen  has  succeeded  the  Bruce  &  Hamlyn  Co 
in  Winnipeg. 

The  Bromo  Manufacturing  Co..  Winnipeg,  have  dis- 
solved partnership.  A.  E.  Emley  will  continue  the 
business. 

Saskatchewan. 

J.  L.  Killy  has  opened  at  Kelvinhurst. 

S.  J.  Leville  has  opened  in  Montmartre. 

Dr.  W.  X.  Maines  has  opened  in  Prussia. 

The  Expanse  Drtig  Co.,  has  been  dissolved. 

John  Luski.  Wroxton,  has  sold  to  J.  Mindest. 

Wilson  &  Clotworthy,  Loverna,  have  dissolved. 

Black  &  McHugh.  Thackeray,  have  been  burned  out. 

Kelsey  Bros,  have  opened  a  branch  at  East  End  (jull 
Lake. 

The  estate  of  P.  L.  Teetzel  has  been  sold  to  Dr.  An- 
derson. 

The  Kerrobert  Pharmacy  Co.,  Kerrobert,  has  started 
business. 

J.  A.  Schmidt,  Tugaske,  is  opening  a  branch  at  Cen- 
tral Buttes. 

Shaw.Alper  &  Co.,  Vegreville,  has  been  dissolved, 
with  the  retiral  of  L.  Alper. 

The  Riker-Hegeman  Drug  Stores,  Ltd.,  Regina,  has 
been  incorporated  with  capital  of  $5,000. 

Alberta. 

G.  Whitmore  has  commenced  at  Drurakeller. 

G.  L.  Brown,  Empress,  is  building  a  new  store. 

J.  Wilson,  Leduc.  has  been  succeeded  by  J.  Carter. 

The  Provost  Drug  Store,  Monitor,  has  commenced. 

The  People's  Drug  Co.,  Ijethbridge,  has  dissolved. 

Dr.  A.  M.  Day  has  succeeded  McNeil  Bros,  in  Con- 
sort. 

J.  C.  Mills  has  purchased  the  Champion  Drug  Store, 
Champion. 

The  Monney  Drug  Co.,  Edmonton,  has  been  incorpor- 
ated with  capital  of  $20,000. 

The  Jas.  Findlay  Drug  Co.,  Calgary,  are  opening  a 
branch  at  the  corner  of  Eighth  avenue  and  First  street 
west.  The  Kent-McParlane  Co.,  of  Toronto,  are  install- 
ing the  fixtures,  and  features  of  the  store  will  be  a 
cigar  counter  and  soda  fountain. 

British  Columbia. 

The  following  have  been  recommended  for  registra- 
tion as  certified  clerks  in  British  Columbia:  Cecil  0. 


Dinsmore,  W.  J.  Lyle,  William  L.  Ker,  Harry  P.  Mor- 
row and  Jos.  Tasse. 

J.  M.  Adams,  Telkwa,  has  suffered  fire  loss. 

N.  E.  Suddaby,  Pernie,  is  moving  into  a  fine  new 
store. 

W.  R.  Trench,  of  Kelowna,  is  recovering  from  a  bad 
case  of  typhoid  fever. 

H.  W.  Brown,  Victoria,  will  open  a  branch  on  the 
corner  of  Head  street  and  Esquimalt  road. 

R.  Dubeau  has  returned  from  California  to  his  old  po- 
sition with  Merryfield  &  Dack,  James  Bay,  Vancouver 
Island. 

A.  Galloway,  Kamloops,  B.C.,  will  shortly  move  into 
the  new  store  being  erected  for  him  on  one  of  the  prin- 
cipal corners  of  that  city. 

J.  P.  Scott,  recently  with  John  Cochrane,  Victoria, 
has  taken  the  position  with  P.  Williams,  made  vacant 
by  the  retiral  through  ill-health  of  Gordon  Agnew. 

Business  must  be  picking  up  in  Vancouver,  as  J.  M. 
Watson  has  purchased  a  new  1914  Cadillac,  Jas.  Mc- 
Leod  an  Oldsmobile  and  A.  E.  Black  an  Oldsmobile.  All 
these  are  of  the  Owl  Drug  Co. 


HAROLD  CARNAHAN  PASSES  AWAY. 

After  an  illness  of  less  than  two  weeks,  Harold  Car- 
nahan,  a  well-known  druggist  of  Toronto,  and  one  of 
the  brothers  of  W.  J.  A.  and  H.  Carnahan,  of  the  same 
city,  passed  away.  Mr.  Carnahan  was  born  in  Meaford, 
Out.,  41  years  ago.  He  was  educated  at  Meaford  High 
School  and  the  Ontario  College  of  Pharmacy.  After  a 
short  stay  in  New  York  he  returned  to  Toronto,  and  in 


The  Latk  Hakold  Carnahan 
Well-known  druggist.  Toronto 

1898  joined  his  brother  in  the  firm  which  now  main- 
tains stores  at  the  corner  of  Bloor  and  Yonge  streets 
and  the  corner  of  Carlton  and  Church  streets.  The  de- 
ceased was  also  a  prominent  .sportsman.  While  resi- 
dent in  East  Toronto,  he  organized  the  East  Toronto 
baseball,  lacrosse  and  bicycle  clubs,  and  was  a  member 
of  the  Aberdeen  Curling  Club.  He  was  also  a  capital 
bowler  and  last  summer  played  in  the  rink  skipped  by 
his  brother  which  won  the  international  trophy  at  Buf- 
falo, and  which  in  the  two  last  years  secured  the  Noel 
Marshall  eup  of  the  Granite  Club. 
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Results  of  Ont.  College  of  Pharmacy 
Elxaminarions 

THE  results  of  the  qualifying  examinations  of  the 
Ontario    College    of    Pharmacy    have    been    an- 
nounced as  follows : 
General  Proficiency — College  Gold  Medal — R.  Oscar 
Hurst,  AUandale,  Ont. 

College  Silver  Medal — Russell  Rivers  Dusten,  Sarnia, 
Ont. 

The  John  Roberts  Scholarship  (one  hundred  dollars) 
— R.  Oscar  Hurst. 

The  John  Roberts  Gold  Medal  (Chemistry  and  Phar- 
macy) ^Burton  David  Trout,  Goderieh,  Ont. 

Subject  Medals. 

D 'Avignon  Medal  (Dispensing) — R.  0.  Hurst  (by  re- 
version to  W.  E.  G.  Donnell,  Keswick,  Ont.). 

Heebner  Medal  (Pharmacy) — R.  0.  Hurst  (by  rever- 
sion to  B.  D.  Trout,  Wiarton,  Ont.,  by  reversion  to  Geo. 
Taylor,  London,  Ont.). 

Chambers  Medal  (Chemistry) — Hugh  John  Hender- 
son, Welland,  Ont. 

Fotheringham  Medal  (Materia  Medica) — W.  Glen 
Armstrong,  Brussels,  Ont. 

Scott  Medal  (Botany) — R.  0.  Hurst  (by  reversion  to 
Ernest  C.  Denman,  Elora,  Ont.). 

Passed  With  Honors. 

In  order  of  merit. — R.  Oscar  Hurst,  AUandale,  Ont. ; 
Russell  Rivers  Dusten,  Sarnia,  Ont. ;  Geo.  Taylor,  Lon- 
don, Ont.,  and  Sydney  Ross  Sills,  Napanee.  Ont. 
(eriual)  ;  Chas.  Hilton  Stewart,  Guelph;  Geo.  Franklin 
Dove,  Toronto;  W.  Glen  Armstrong,  Brussels;  B.  Ed- 
gar Niles,  Stratford ;  Wm.  A.  Giles,  Peterboro ;  Clar- 
ence Roy  Muisiner,  Niagara  Palls,  Ont. ;  Hugh  John 
Henderson,  Welland ;  John  Wesley  M.  Scott.  Colling- 
wood;  John  Southwell,  Pakenham ;  Donald  B.  Pry, 
Dresden ;  John  Alvy  Prout,  Bothwell ;  Conrad  George 
Schmidt,  Milverton ;  Burton  David  Trout,  Goderieh ; 
Stanley  Maxwell  Vogan,  Woodstock ;  Bruce  L»  Roy 
Pilsworth,  Ottawa;  Lawrence  G.  Nairn,  St.  Mary'sj 
Ont. ;  James  Winfield  Rush,  Toronto ;  Leslie  H.  Stand- 
ish,  Vancouver,  B.C. ;  Henry  Leonard  Fysh,  Moose  Jaw, 
Sask;  Ernest  C.  Denm'an,  Elora;  Walter  W.  Cronk, 
Deseronto ;  Alex.  James  Thomson,  Brantford ;  Harry 
Kress,  Durham;  Geo.  R.  Ross,  Midland;  F.  Raymond 
Farley,  Kingston,  Ont. ;  Walter  Elwood  Graydon  Don- 
nell, Keswick,  Ont.;  Reginald  Roy  Dennis,  Hamilton; 
Frederick  George  HoflFman,  Toronto ;  Beverly  Duncan 
Whitehead,  Woodstock ;  Chas.  Leslie  Bicknell,  Dunn- 
ville ;  Elmer  E.  Pine,  Toronto ;  John  A.  MacDonald, 
Sarnia ;  Miss  Beatrice  M.  Keeley,  Arthur,  Ont. :  W.  Her- 
bert C.  Jackson,  Parry  Sound ;  Leslie  John  Farrell, 
Grimsby;  Wm.  C.  Gardner,  Owen  Sound;  Frederick  Ir- 
win, Brantford  ;  John  Arthur  Maher.  Picton  ;  H.  Pres- 
ton Strang,  Goderieh;  Terry  R.  Dolan,  Belleville;  J. 
Scott  Luckham,  London,  Ont. ;  Frank  Nash  Kyle,  In- 
gersoll ;  W.  Edward  Skitch,  Edmonton,  Alta. 

Pass  List. 

■Alphabetically  arranged  — Vernon  P.  Ableson,  Vic- 
toria, B.C. ;  Reginald  C.  R.  Bell,  Sarnia ;  Frank  A.  Bel- 
fry, Bradford :  Chas.  Bevers,  Hamilton ;  J.  D.  Campbell, 
Owen  Sound ;  Murray  A.  Cathcart,  Regina,  Sask. ;  Wm. 
J.  Cooper,  Toronto ;  Eileen  Margaret  Coughlin.  Peter- 
boro ;  John  Elmore  Coulter,  Lindsay ;  John  W.  Decker, 
Oxbow.  Sask.;  Chas.  E.  Dowling.  Edmonton,  Alta.;  Ar- 
thur Gordon  Fulmer.  Vernon,  B.C. ;  J.  Wilbrod  Gar- 
neau,  Ottawa :  Wm.  Glover,  Toronto ;  Robert  Murray 


Gray,  Gait ;  Alton  Gregg,  Wiarton ;  Wm.  Clarke  Gor- 
don, Tbronto  ;  Jos.  B.  Graham,  Toronto  ;  James  Greaves, 
Medicine  Hat,  Alta. ;  Herbert  M.  Hastings,  Regina, 
Sask. ;  Claude  J.  Halloran,  Toronto ;  Wm.  G.  Hender- 
son, Brussels;  Alfred  Benson  Laing,  Windsor;  Wm. 
Slingsby  Linton,  Woodstock ;  W.  Jas.  Luxton,  Sault 
Ste.  Marie ;  Samuel  J.  G.  McKelvie,  Orangeville ;  John 
McQueen,  Mount  Forest ;  Harold  P.  Newton,  Lucknow ; 
Harold  Joseph  Overend,  Orillia;  H.  Wilberforce  Rog- 
ers, Lloydininster,  Sask. ;  Emery  R.  Shilleto,  Laeombe, 
Alta.;  Prank  E.  Stafford,  Cornwall;  Fred  H.  Tennant, 
Vernon,  B.C.;  Theodore  J.  C.  Twietraeyer,  Hanover;  J. 
F.  Vandrick,  Listowel ;  Wm.  Lloyd  Wood,  Jr.,  Toron- 
to; Gordon  J.  Young,  Owen  Sound. 

Passed  in  Five  Subjects. 

John  A .  McPherson,  Toronto  (dispensing,  theor. 
chemistry,  pract.  chemistry,  pract.  pharmacy  and  theor. 
pharmacy). 

Chas.  T.  Lee,  Toronto  (dispensing,  prescription, 
theor.  chemistry,  pract.  chemistry,  and  pract.  phar- 
macy). 

Henry  Jeffrey  Gimblett,  Whitby  (dispensing,  pre- 
scriptions, theor.  chemistry,  pi'aet.  pharmacy  and  ma- 
teria medica). 

Peter  P.  Doyle,  Belleville  (dispensing,  prescriptions, 
pract.  pharmacy,  theor.  i)harmacy  and  botany). 

Edwin  John  Meyers,  Port  Arthur  (dispensing,  pre- 
scriptions, pract.  pharmacy,  theor.  pharmacy  and  ma- 
teria medica). 


QUALIFIED  IN  QUEBEC. 

At  the  recent  Quebec  Pharmaceutical  Association  ex- 
aminations, held  in  Montreal,  the  following  14  candi- 
dates out  of  .S5  passed  in  the  final,  in  order  of  merit:  Y. 
Rademen,  L.  Joubert,  W.  Loebel.  0.  E.  Gaucher,  E. 
Coutre.  J,  Patry,  L.  R.  Gignac.  T.  G.  Fletcher.  J.  L.  La- 
fond.  0.  Landry,  0.  Lecours.  E.  Theoret.  E.  G.  Allard. 
J.  A.  Desilets,  C.  L.  Rivet.  Eighteen  candidates  out  of 
twenty-five  passed  in  th"  following  order  for  the  dip- 
loma of  certified  clerk  r  H.  W.  Kinnear.  W.  Leger,  R. 
Trempe.  H.  Forget,  H.  Groulx.  A.  L»mbert.  H.  Fish- 
man.  J.  Schar,  L.  0.  Joubert.  E.  Bedard,  Miss  D.  Seha- 
eher.  P.  Raymond.  L.  Tetu.  C.  A.  Rousseau,  L.  LeCorre, 
Miss  V.  Segal.  T.  Getz,  0.  Roberge. 


B.C.  CANDIDATES  PASS. 

Following  are  the  passes  in  order  of  merit  at  the  re- 
cent B.C.  Pharmaceutical  Association  examinations: 

Seniors — A.  E.  Cornyn,  Nelson  ;  J.  P.  Scott,  Victoria ; 
C.  A.  Gilbert,  Victoria. 

Now  and  on  previous  occasions — R.  A.  Pattinson, 
Victoria. 

Starred  in  subjects — 0.  J.  Stevenson,  Vancouver,  pre- 
scriptions: P.  L.  Neiley,  Vancouver,  pharmacy  and  ma- 
teria medica  :  P.  W.  Steaey,  Vancouver,  pharmacy  and 
botany. 

Junior — H.  E.  Sclater.  New  Westminster:  G.  H. 
Brown.  North  Vancouver;  W.  S.  P.  Alexander,  Van- 
couver; A.  J.  Teiffel.  Vancouver,  and  C.  S.  Eastham, 
Vancouver,  efiual ;  G.  E.  Cottinghani,  Kerrisdale. 

Now  and  on  pr^-vinus  occasions — E.  P.  Cooter,  Vic- 
toria; A.  M.  Campbell,  Victoria;  R.  J.  Manning,  Van- 
couver. 

Starred  in  subieets — Gilbert  Parfett,  Victoria,  phar- 
macy; L.  A.  Pieno.  Victoria,  pharmacy;  M.  W.  Pieno. 
Victoria,  chemistry  and  pharmacy ;  Duncan  Mcintosh. 
New  Westminster,  chemistry  and  pharmacy. 
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BUSINESS      COMPETITORS     HONOR      RICHARD 
BROWN. 

TORONTO — It  was  an  uiii(|m'  occasion  on  May  ^'^, 
wlicn  twenty  wholesale  stationers  of  this  city,  forget- 
ting all  such  things  as  husiness  rivalry,  went  out  of 
their  way  to  do  a  generous  and  conunendahle  act  to  a 
veteran  in  the  same  line — Mr.  Richard  Brown,  of 
Brown  Bros.,  wholesale  stationers. 

A  Rose  for  Each  Year. 

That  day  Mr.  Brown  fell  to  be  numbered  among  the 
list  of  octogenarians  in  the  "Queen  City."  and  twenty 
wholesale  stationers  deemed  the  occasion  suitable  for 
showing  their  good  wishes  to  the  worthy  old  captain 
in  the  trade.  Eighty  American  Beauty  roses,  a  rose  for 
each  year,  were  despatched  by  special  messenger  to 
Mr.  Brown,  together  with  a  suitable  address  engrossed 
on  vellum. 

The  address  was  in  the  following  terms : 

"We,  the  undersigned  friends,  do  most  heartily  con- 
vey to  you  on  this  your  eightieth  birthday,  our  sincere 
good  wishes,  and  ask  your  acceptance  of  the  accom- 
panying eighty  roses  as  a  token  of  our  esteem  and  af- 
fection, and  fervently  trust  your  remaining  years  may 
continue  full  of  peace  and  .ioy." 

It  was  signed  by  S.  R.  Hart  &  Company,  R.  J.  Lovell 
Company.  W.  J.  Gage  Company,  Brown  &  Stainton. 
Moir  &  Warren  .  Barber-Ellis  Company.  Davis  &  Hen- 
derson. Wilson  Stationery  Company.  McGillivray  Bros., 
Wilson-l\runroe  Company,  Grand  &  Toy.  Ltd.,  Copp- 
Clark  Company.  Buntin-Reid  Company,  Warwick  Bros. 
&  Rutter.  Bain  &  Cubitt,  Newsome  &  Gilbert,  J.  Doust, 
Tyrrell  &  Company,  Fred  Hall  Paper  Co.,  0.  B.  Stan- 
ton &  Wilson  Co.,  Ltd. 


F.  A.  DUNK  HAS  NOT  SOLD  OUT. 

F.  A.  Dunk,  druggist,  of  Fort  Qu'Appelle,  Sask., 
writes  that  he  has  not  sold  out,  as  was  reported  in  our 
May  issue.  We  regret  the  error  in  stating  that  he  had 
disposed  of  his  business. 


B.C.  ASSOCIATION  MEETS  ON  JUNE  11. 

The  atuiual  meeting  of  the  British  Columbia  Pharma- 
ceutical Association  will  take  place  in  New  Westmin- 
ster, on  Thursday,  June  11. 


NEWS  NOTES  OF  THE  TRADE 

J.  E.  Turcot,  Quebec,  has  suflt'ered  fire  loss. 

J.  AstrolT,  of  AstroflF  &  Jonker,  druggists,  Winnipeg, 
is  dead. 

Leon  Lavoie,  Ochre  River.  Man.,  has  sold  his  business 
to  G.  H.  Quibell. 

S.  B.  Cowan,  Portage  la  Prairie,  Man.,  has  sold  to 
Ingram  &  Rungay. 

F.  C.  Weber,  Peterboro.  is  opening  a  second  drug 
store,  in  the  new  Braund  Block,  Charlotte  Street. 

The  Canadian  Government  analyst  tested  137  sam- 
ples of  ice  cream  in  1913,  and  found  49  adulterate' 

John  R.  Byers  has  purchased  the  drug  business  in 
Oakville  formerly  owned  by  the  late  Lome  L.  Spring- 
sted. 

Eighty-six  samples  of  infants'  and  invalids'  foods 
were  purchased  in  Canada  in  1913  for  the  Government 
analyst,  who  found  none  adulterated. 

J.  Gardiner,  of  North  Bay,  Ont.,  who  has  been  two 
years  with  the  Nipissing  Drug  Store,  has  accepted  a 


position  as  traveler  for  a  large  drug  firm,  but  has  ar- 
ranged to  have  his  territory  include  North  Bay,  where 
he  has  made  many  friends  in  baseball  and  hockey 
circles. 

W.  1).  Mitchell,  Prince  Albert,  Sask.,  has  moved  his 
drug  store  into  new  premises  on  Central  Avenue,  which 
will  better  accommodate  his  growing  trade. 


In  Lighter  Vein 


Smiles — and 
Near  Smiles 


Caution  With  a  Vengeance. 

"Ain't  you  rather  young  to  be  left  in  charge  of  a 
drug  store?" 

"Perhaps.    What  can  I  do  for  you?" 

"Do  yout"  employers  know  it's  dangerous  to  leave  a 
mere  boy  like  you  in  charge  of  such  a  place?" 

"I  am  competent  to  serve  you,  madam,  if  you  will 
state  your  wants." 

"Don't  they  know  you  might  poison  .someone?" 

"There  is  no  danger  of  that,  madam.  What  can  T 
do  for  you?" 

"I  think  I  better  go  to  the  store  down  the  street." 

"1  can  serve  you  just  as  well  as  they  can,  and  as 
cheaply." 

"Well,  then,  give  me  a  two-cent  stamp." 

•  *     # 

Up  to  the  Clerk. 

A  little  lassie  was  sent  to  the  drug  .store  with  a  bottle 
to  be  refilled.  Long  before  the  store  was  reached  she 
had  forgotten  what  she  was  to  get.  So  she  entered 
the  store,  shyly  attracted  the  attention  of  a  salesman, 
pushed  the  bottle  to  him  and  whi.spered : 

"Please,  sir.  smell  this,  and  gimme  10  cents'  worth." 

•  *     • 

Tommy's  Point  of  View 

Tommy — T  want  another  box  of  those  pills,  like 
what  1  got  for  mother  yesterday. 

Druggist — Did  your  mother  say  they  were  good? 
Tommy — No,  but  they  just  fit  my  air-gun. 

•  *     * 
Never  Be  Too  Positive. 

A  man  who  had  evidently  tarried  too  long  at  a  booze 
emporium,  entered  the  drug  store  and  asked  the  clerk 
if  he  would  "stick  a  postage  stamp  on  this  letter,"  pro- 
ducing a  much  crumpled  letter  which  had  probably 
been  given  him  by  his  wife  some  days  before  to  mail. 

The  obliging  clerk  accommodated  him  and  received 
profuse  thanks,  which  he  tried  to  suppress  with  the 
usual  assurance  of  "that's  all  right,"  etc.  Mr.  Man. 
however,  wanting  double  assurance,  asked,  "Will  thish 
letter  go  to  Winnipeg  to-night?"  and  on  the  clerk's 
statement  of  "Sure,  certainly,"  replied:  "Like  h — 11. 
'twill,  it's  addressed  to  Montreal." 


Closing  the  Deal. 

"What  is  the  price  of  a  half-pint  bottle?" 
"A  nickel,"  answered  the  druggist,  handing  the  de- 
sired article  across  the  country.     "But  it  is  free  if  I 
put  something  into  it." 

"Then  put  in  a  cork,  please,"  responded  the  satisfied 
customer. 
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THE  STATIONERY  DEPARTMENT 


z\      A  department  devoted  to  stationery,  hooks*  post  cards  and  associated  lines      \z 


MAKE  A  Feature  op  stationery  depart- 
ment. 

WHY  not  use  a  special  sale  of  stationery  occasion- 
ally to  stir  up  interest  and  acquaint  the  pub- 
lic with  the  fact  that  you  make  a  feature  of 
stationery?  A  good  percentage  of  the  people  in  your 
town  or  locality  may  know  that  you  handle  stationery, 
but  the  dealer  wants  to  impress  the  fact  upon  them,  so 
that  when  a  customer  thinks  of  purchasing  stationery,, 
his  or  her  mind  will  turn  to  your  store.  There  is  a  great 
value  in  getting  people  to  buy  the  first  supply  of  sta- 
tionery at  your  store,  for  once  they  make  a  start,  they 
are  liable  to  continue  to  patronize  the  same  store. 

Get  The  Clerks  Interested. 

It  is  a  good  plan  to  get  the  clerks  interested  in  the 
sale  of  stationery,  and  to  arouse  a  little  friendly  rivalry 
between  the  clerks  in  the  matter  of  sales.  This  plan 
was  tried  out  by  a  Western  druggist  with  considerable 
success.  A  sale  was  planned  for  a  week,  during  which 
both  windows  were  devoted  to  stationery.  The  clerks 
were  divided  into  two  teams  and  each  team  was  given 
charge  of  a  window,  and  a  prize  offered  for  the  team 
that  made  the  largest  sales  during  the  week.  The  clerks 
in  this  particular  case  became  quite  enthusiastic  and 
the  enthusiasm  seemed  to  spread  to  the  customers.  At 
least,  sales  increased  as  the  week  went  on.  This  was 
probably  the  advertising  done  by  the  people  w'ho  had 
bought  early  in  the  week,  or  the  week's  big  display  of 
stationery  may  have  gradually  impressed  people  until 
they  were  stirred  into  purchasing. 

An  effort  should  occasionally  be  made  by  the  drug- 
gist to  impress  on  customers  that  he  not  only  handles 
stationery,  but  makes  a  feature  and  big  department  of 
it. 


A  Canadian  Druggist  as  Inventor 
of  Fountain  Pen 

THE  druggist  will  probably  be  interested  in  know- 
ing that  a  Canadian  druggist  living  in  Stratford, 
Ont.,  was  an  inventor  of  the  fountain  pen,  which 
now  enjoys  such  a  large  sale  in  most  drug  stores.  This 
is  information  that  the  salesman  will  find  of  interest  to 
purchasers  or  prospective  purchasers  of  fountain  pens. 

By  a  Stratford,  Ont.,  Druggist. 

The  story  of  how  this  Stratford  druggist  was  induced 
to  try  his  hand  at  devising  a  fluid  pencil,  and  how  he 
finally  succeeded  in  perfecting  a  useful  commercial  ar- 
ticle, was  related  in  a  recent  issue  of  the  Toronto  Globe. 
Books  of  reference,  even  dictionaries,  name  and  de- 
scribe the  fountain  pen,  but  in  such  a  way  as  if  it  had 
been  the  product  of  spontaneous  creation.  None  of  the 
writers  seem  to  know  the  name  of  its  inventor.  "Watt, 
Morse,  Howe,  Bell  and  othier  names  of  inventors  and 
discoverers  are  household  words,  but  no  one  apparently 
is  familiar  with  the  name  of  the  inventor  of  the  foun- 
tain pen.  This  can  scarcely  be  said  of  the  inventor  of 
any  other  instrument  of  equal  utility.    Yet  the  personal 


element  is  most  interesting  in  all  spheres  of  human  ac- 
tion. The  fountain  pQn  is  now  made  by  scores  of  com- 
peting manufacturers  the  world  over,  and  the  business 
has  risen  into  millions.  All  since  1876,  when  patents 
were  issued  at  Ottawa  and  Washington  to  the  inventor. 

Bom  in  York  County. 

Duncan  Mackinnon  was  born  in  the  township  of 
Vaughan,  county  of  York,  Ontario,  in  1838,  and  died  in 
1882.  He  received  a  liberal  education  in  his  native 
county.  After  teaching  school  for  a  short  time  he  took 
up  pharmacy,  and  the  year  1874  found  him  the  pro- 
prietor of  a  drug  store  in  the  city  of  Stratford. 

About  this  time  he  read  a  paragraph  in  The  Scien- 
tific American  asking  some  inventive  genius  of  the 
world  to  produce  a  "fluid  pencil,"  that  is,  a  writing  in- 
strument much  like  a  lead  pencil,  substituting  ink  for 
lead.  Mr.  Mackinnon  was  at  once  seized  with  the  im- 
portance of  the  suggestion,  and  was  soon  at  work  using 
the  metal  penholders  of  the  time  for  his  experiments. 

No  attempt  will  here  be  made  at  describing  details, 
nor  the  many  difficulties  encountered  before  the  inven- 
tion was  put  on  the  market.  A  few  facts  alone  in  this 
connection  will  be  noticed.  The  chief  difficulty  lay  in 
securing  control  of  the  ink  flow.  This  was  finally  ac- 
complished by  putting  an  air  tube  in  the  centre  of  the 
fountain.  This  was,  and  is  to-day,  the  most  essential 
part  of  the  mechanism.  Without  it  there  would  have 
been  no  fountain  pen.  Before  final  results  were  reach- 
ed Mr.  Mackinnon  made  trips  to  various  cities  in  search 
of  skilled  artists,  including  Providence,  New  York, 
Philadelphia  and  Cincinnati. 

Difficulties  Overcome. 

The  pen  was  first  made  in  soft  metal.  This  experi- 
ment failed,  for  the  ink  corroded  the  metal,  and  the 
points  soon  wore  off.  Hard  rubber  was  next  chosen 
and  proved  so  successful  that  it  is  still  the  material 
used.  There  was  still  one  difficulty  to  overcome,  and 
that  was  to  secure  a  hard  metal  point.  This,  too,  was 
finally  accomplished  by  the  use  of  iridium,  the  hardest 
of  all  metals,  and  with  which  the  gold  pens  now  attach- 
ed to  the  fountain  are  tipped. 

It  will  be  noticed  that  what  the  inventor  kept  stead- 
ily in  view  was  the  production  of  a  "fluid  pencil."  He 
had  no  thought  for  attaching  an  ordinary  pen  to  the 
fountain.  This  fluid  pencil,  although  still  in  the  mar- 
ket, is  not  suited  to  fine  penmanship.  Others  soon  dis- 
covered this.  Cross,  of  Providence,  R.I.,  was  the  inven- 
tor's manufacturer.  This  gentleman  conceived  the  idea 
of  substituting  an  ordinary  pen  for  the  point,  and  pro- 
ceeded to  manufacture  and  sell,  regardless  of  business 
ethics  or  possible  infringement,  calling  his  pen  the  sty- 
lographic.  Other  makers,  the  world  over,  followed  in 
quick  succession.    The  rest  is  present-day  history. 

Like  many  other  inventors,  Mr.  Mackinnon  plowed 
the  field  and  sowed  the  seed,  but  others  reaped  the  har- 
vest. 


Just  because  one  kind  of  advertising  has  helped  your 
business,  don 't  eliminate  all  other  kinds.  You  can  use 
them  all. 
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Jogging  Laziness 
Into  Activity 


€[  The  Stationer  whose  business  lags  in  the 
summer  has  himself  to  thank. 

fl  To  slacken  the  selling  pace  in  the  hot 
season  indicates  a  resignation  which  has 
no  place  in  modern  business. 

^  What  a  jolt  it  would  give  your  trade  to 
try  to  sell  "Snow-shoes"  in  June!  But 
better  that,  than  nothing! 

Seasonable  Goods 

Silk  Crepe  Tissue,  Decorated 
Tissue,  Paper  Doylies,  Napkins, 
Fancy  Crepe  Table  Centres  and 
Drapes. 

^  Energy  strikes  a  responsive  chord  in 
human  nature — and  human  nature  is  the 
same  in  June  as  in  December. 

^  We  want  you  to  become  familiar  with 
these  goods,  and  a  request  for  samples 
would  be  appreciated  and  receive  im- 
mediate attention. 

Warwick  Bros.  &  Rutter,  Limited 

Manufacturing  Stationers 
TORONTO 
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SMOKERS'  SUPPLIES,  CIGARS  and  TOBACCO 


=      The  Deparimenl  thai  AUracls  Ihe  Men  to  the  Drug  Store    p 


THE  MEANING  OF  THE  WORD  "CIGAR.  " 

The  Retail  Druggist  believes  that  the  more  the  drug- 
gist knows  regarding  cigars  in  general,  and  the  cigars 
he  sells,  in  particular,  the  greater  number  he  will  be 
able  to  sell.  People  respect  the  man  who  knows  and 
who  can  talk  intelligently  about  the  goods  he  sells. 
There  are  also  a  lot  of  interesting  facts  about  cigars 
that  many  customers  will  appreciate  knowing.  For 
instance,  few  j)eople  know  the  real  meaning  of  the 
word  "cigar."  , 

' '  Cigar ' '  Means  ' '  Garden. ' ' 

Nearly  everyone  knows,  states  a  recent  exchange; 
that  "cigar"  is  from  the  Spanish,  but  few  people, 
probably,  know  that  he  word  "cigar"  really  means 
"garden."  It  is  not  because  a  really  good  cigar  has  an 
aroma  that  might  be  likened;to  a  flower  garden  by 
some  one  in  love  with  the  weed,''but  simplythat  tobacco 


ways  gathered  in  larger  quantities  in  the  gardens  and 
chirped  the  loudest  there,  the  little  house  gardens  were 
called  by  the  Spaniards,  "Cigarral,"  or  places  where 
the  grasshoppers  are  thickest.  So  that  to-day  our  word 
"cigar"  is  derived  from  "garden,"  which  was,  in  turn, 
derived  from  "grasshopper." 


The  Charm  of  "My  Lady  Nicotine" 
Brought  from  Afar 

PEIvliAl'S  in  no  oiricr  field  ut  ta>tc  i>  ilicrc  so  inudi  diversity  or  is 
more   infinite    variety   of   product    offered    lli.in    in   the  smoker's 

tkavaoii  oilvm  ToliAce-j  Lc»f  and  fliK-r  homC'irudc  pfwliK-ta  oi  the  Tolww-" 
Flttivt  CutA*  rsrc  rHm«l«  und  soil  BCorti  specially  adapted  fur  thp  tnaturinc  oi 
Iho  richer  wpccios  of  Uii»  plant.  ' 

The  Sowlherh  tiiatcs  have  grown  It  tar  yeara  to  good  advanlaee,  from  the  ovw- 
sVrong  Perlfue  of  Lnul8:ani»-lo  mc  llfhtest  and  ncmt  delicate  grade*. 

Tu'Kiah  end  Persl.in  tobaccos  have  i>..on>e  'oo  prominent  to  l>e  denied — the 
nailvea'ioo.  In  theae  eouniriea  >ave  a  markedly  fine  knowlcdes  of  trcaiiitent  ai.J 
manufttctare  of  dellBliifnl  tohicco  products,  * 

IMPORTED  CIGARS  'AND  TOBACCOS 
We   feotnre   In   llila   UtUe   Malv>tany   ctgar  Store  IX   Luxe   Imporutlona   of 
ror.lOT-m«de   c  wir.    and    lobacena.      ISnrope   and    A«. 
l.lnnd.  eontrlbirte.     Seldom    wl"   !'-   "-"    •"""  "    "•"" 
imported    aenokes'  as  w«  «WI  In'n 


find   such   1 


■n  na  the  Soulhcrn 
housintuily  naaorted  rwhftc  of 
Cs  niCMtluii  A  to.a; 


A  good  introduction  to  a  tobacco  and  cigar  ad.  of  Hudson  Bay  Co.,  Caljrary. ' 

was  grown  in  a  private  garden  in  Spain  by  the  men 
who  looked  upon  it  as  a  very  rare  and  valuable  plant. 

To  be  able  to  import  from  America  your  own  tobacco 
seeds  or  plants  and  grow  your  own  tobacco,  and  make 
it  into  rolls  for  smoking,  was  the  height  of  aristocracy 
in  those  early  days,  and  a  Spaniard  of  high  class  enter- 
taining a  friend  would,  upon  offering  him  a  smoke,  .say. 
with  pardonable  pride,  "Es  de  mi  cigarral,"  which 
means,  "It  is  from  my  garden."  In  this  manner  was 
the  guest  assured  that  it  was  newly  cured,  clean  to- 
bacco, and  prized  the  smoke  accordingly. 

The  Evolution  of  the  Word. 

But  the  foreigners,  through  some  misunderstanding, 
hearing  their  hosts  always  speaking  of,  the  '  smokes 
they  gave  as  "Es  di  mi  cigarral,"  got  to  believe  that 
the  word  "cigarral"  was  Spanish  for  tobacco^  and  in 
time  they  began  to  use  this  word,  shortening  it  to 
"eigarro,"  as  meaning  a  roll  of  tobacco  for  smoking. 
And  from  "eigarro"  to  our  word  "cigar"  was  a  simple 
bit  of  evolution,  so  to  this  day  we  call  the  smoot^^„- 
rolled  leaves  of  tobacco  "cigars. "  -.     * ' 

But  there  is  a  stranger  thing  than  this  back ,  »f?/he 
word  "cigar."  That  is,  the  meaning,  originally!  of  the 
Spanish  word  "cigarral."  "Cigarral"  means" grass- 
hopper,"' and  because,  in  Spain;  the  grassHtiprpeTS  al- 


HOW  ATTENTION  WAS  ATTRACTED  TO  A 
TOBACCO  WINDOW. 

The  retailer  realizes  the  value  of  a  central  feature 
of  interest  in  attracting  attention  to  the  show  window. 
While  it  is  well  to  have  the  central  feature  connected 
up  with  the  goods  .shown  in  some  way  if  possible,  some 
dealers  find  that  even  if  there  is  no  connection,  that 
good  advertising  frequently  results.  For  instance,  it 
occurred  to  a  city  dealer  that  there  must  be  a  good 
many  people  who  had  never  seen  a  tadpole  or  pollywog, 
and  who  had  never  watched  its  gradual  development 
into  a  frog,  and  that  it  would  be  sure  to  attract  atten- 
tion if  utilized  as  a  window  attraction. 

Pbllywogs  as  Central  Feature. 

"Accordingly,"  he  said,  in  speaking  of  the  idea,  "I 
borrowed  a  big  glass  globe,  such  as  are  commonly  used 
for  goldfish,  and  placed  it  in  one  of  the  show  windows, 
with  a  bulletin  which  read : . 

"  'A  LESSON  IN  NATURAL  HISTORY. 
"  'KEEP  YOUR  EYE  ON  THIS  GLOBE.' 

"Securing  a  half  dozen  tadpoles,  or  pollywogs  from 
■some  boys,  I  placed  them  in  the  globe,  which  was  about 
two-thirds  filled  with  water,  which     was,  of     course, 
changed  from  time  to  time. 

"When  the  tadpoles  were  first  placed  in  the  globe  I 
displayed  with  them  a  large  streamer  bulletin  with 
the  simple  (juery,  'Do  you  know  what  these  are?' 

"As  a  matter  of  fact,  a  good  many  people  did  not 
know,  and  came  into  the  store  to  enquire.  Interest 
continued  as  they  began  to  develop,  and  there  were 
many  interested  crowds  in  front  of  the  window. 

"Another  similar  exhibit  was  arranged  at  another 
time  when  a  friend  who  had  been  passing  the  winter 
in  Florida  brought  home  a  number  of  baby  alligators, 
which  I  borrowed  to  place  on  exhibition  in  the  show 
window.  For  this  I  arranged  a  good-sized  aquarium, 
with  a  pool  of  water  some  two  feet  wide,  and  a  quan- 
tity of  sand  for  the  baby  alligators  to  rest  upon  when 
not  in  the  water. 

"To  make  the  display  still  more  striking  T  borrowed 
a  large  colored  picture  of  a  ten-foot  alligator  upsetting 
a  boat  containing  a  couple  of  hunters,  and  gave  this  a 
,  conspicuous  place  in  the  back  of  the  show  window. 
'^  "This  display  attracted  a  large  amount  of  attention, 
and  was  kept  in  the  window  for  a  number  of  weeks, 
,j  while  to  get  additional  advertising  value  from  the  exhi- 
bition T  constructed  a  miniature  representation  of  a 
billboard  planted  upon  the  sand,  and  upon  this  I  dis- 
played advertising  matter  calling  attention  to  the 
Comus  cigar,  changing  the  wording  of  the  advertising 
at  the  beginning  of  each  week." 
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How  Many  Customers  Have  You? 

FATIMA 

^BLEND    Cigarettes  Have  Thousands 

Fatima  Customers  Buy  Drugs  and  Sundries  too 
FEATURE  FATIMA  SALES! 

Handled  by  All  the  Wholesale  Trade.         The  Package  is  Compact  and  Convehient. 
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Fancy  Goods,  Novelties  and  Photographic  Supplies 

A   JepartmfTt*  of  mza'^a  and  meth'*ds  of  increasing  business  in  photographic  sup- 
plies,  pennunis,  placing  cards,   peni,  ink*  sporting  goods,    novelties,  china,    etc. 

1 

TENNIS  GOODS  PROFITABLE. 

Druggists  who  maintain  sporting  goods  departments 
have  always  experienced  a  good  demand  for  tennis  out- 
fits— ^and  in  connection  with  the  sale  of  these  goods 
they  have  found  that  considerable  trade  has  been  at- 
tracted to  their  stores,  as  those  who  play  tennis,  as  a 
rule,  are  good  customers  for  other  lines. 

Next  to  baseball,  in  the  sporting  goods  line,  tennis 
probably  takes  second  place  as  a  summer  game.  And  in 
the  absence  of 'a  strictly  first-class  sporting  goods  store 
in  his  town,  the  average  druggist  ought  to  do  a  good 
business  in  tennis  nets,  racquets,  balls,  and  the  other 
accessories  of  the  game,  such  as  tennis  court  markers, 
racquet  holders,  etc. 

Druggists  who  will  specialize  in  these  goods  can 
gradually  build  up  a  big  trade  by  putting  in  sample 
stocks  and  supplementing  these  by  a  supply  of  the 
manufacturers'  catalogues,  from  which  they  can  order 
to  suit  the  needs  of  the  individual  customer.  Because 
of  the  great  popular  interest  in  sports,  it  looks  like 
good  business  policy  to  be  "in  the  swim"  with  the 
younger  element,  as  they  will  do  a  lot  towards  adver- 
tising the  store. 


A  PRIZE  CUT  GLASS  WINDOW  DISPLAY. 

During  the  year  in  a  large  Southern  city  a  local  daily 
offered  a  prize  for  the  best  window  display,  the  prize 
being  a  certain  amount  of  free  advertising  space  in  the 
journal  for  the  year.  This  inviting  offer  resulted  in 
general  and  strenuous  competition  among  the  local  mer- 
chants. The  prize-winning  display,  however,  has  spe- 
cial interest  for  our  readers.  The  main  feature  was  a 
Crystal  Palace,  formed  of  cut  glass  and  lined  with  mir- 
rors, which  was  made  to  sparkle  with  impressive  bril- 
liancy by  numerous  electric  lights,  within  and  without, 
the  light  fixtures  being  concealed.  The  palace  had  the 
customary  towers  and  turrets,  formed  of  cut  glass  also, 
which  scintillated  prettily.  In  front  of  the  palace  was 
a  crystal  lake,  which  reflected  the  structure  and  its 
brilliancy,  and.  on  which  sailed  tiny  boats  of  cut  glass. 
A  mirror  in  the  background  doubled  the  dimensions  of 
the  window.  The  white  grounds  surrounding  the  pal- 
ace were  formed  of  granite  dust  sprinkled  with  plaster 
of  paris.  The  prize-winner  not  only  reaped  the  benefit 
of  the  pri^e,  but  the  fame  of  his  store  and  window  dis- 
play was  heralded,  not  only  throughout  the  city,  but 
surrounding  country,  greatly  to  the  advantage  of  his 
business. 

As  an  instance  of  how  a  display  of  glass  or  china- 
ware  may  be  given  an  individuality,  the  writer 
remembers  seeing  in  a  display  window  in  a  rail- 
way centre,  the  form  of  a  locomotive  and  tender  com- 
posed entirely  of  such  goods.  This  display  was  so  in- 
geniously constructed  that  crowds  of  people  viewed  it. 
admiring  at  the  same  time  the  beauty  of  the  article 
composing  the  locomotive  and  the  skill  of  the  store- 
keeper who  constructed  it  from  such  delicate  material. 


ADVERTISE  THE  PHOTOGRAPHY  DEPARTMENT 

Just  at  this  season  of  the  year,  it  is  well  that  the 
druggist,  if  he  can  at  all  see  his  way  clear,  should  give 
some  publicity  to  his  photography  department.  There 
is  a  value  in  gathering  about  you  as  many  customers 
as  possible  during  the  early  part  of  the  sea.son.  as  a 
customer  who  attaches  himself  to  a  store  at  the  be- 
ginning, is  likely  to  continue  during  the  entire  season. 
Here  is  a  suggestion  for  an  introduction  to  a  camera 
ad.  :— 

PICTURE-TAKING  TIME. 
Spring  and  summer  is  picture-taking  time.     It 
is  the  time  when  Nature  is  at  her  best.     If  you 
have  never  taken  pictures,  you  should  begin  right 
-     now.     Don't  let  another  season  pass  without  the 
enjoyment  that  a  good  camera  affords. 
Here  is  another  suggestion  for  an  introduction  to  a 
camera  ad. : — 

GOING  AWAY? 
Then  your  baggage  is  not  complete  without  a 
camera.  There  will  be  many  happy  scenes  on  your 
vacation  that  you  will  want  to  remember.  Noth- 
ing will  do  more  to  refresh  your  memory,  and' 
bring  that  time  and  occasion  vividly  to  your  mind, 
than  a  picture  taken  right  on  the  spot,  and  by 
your  own  hand. 

If  you  don 't  know  how  to  operate  a  camera,  we 
will  teach  you  in  a  few  minutes — easy  to  learn. 
You  will  get  lots  of  pleasure  from  one. 
Publicity  at  this  time  should  also  be  given  to  the 
developing,  printing  and  supply  department. 


THE  BIRTHDAY  COUNTER. 

The  Birthday  Counter  is  made  up  entirely  of  mod- 
erate price  toys— the  kind  you  can  sell  at  a  notable 
profit  every  business  day  in  the  year.  Build  it  up  so 
the  children  can  see  them  at  their  best.  Playthings 
shown  at  their  best  means  playthings  sold — no  matter 
whether  the  season  is  Christmas  or  any  other. 

"My  all-the-year  toys?  Oh,  they  pay  my  rent,  any- 
way, and  maybe  some  more."  This  is  what  an  East- 
ern merchant  said  not  long  ago.  And  he  wasn't  giving 
toys  half  a  show— just  stuck  them  back  on  a  table  in  an 
obscure  corner.  He  didn  't  advertise  them  at  all.  But 
the  children  found  them  and  bought  them.  His  store 
is  the  most  popular  one  in  town  among  the  children — 
all  because  he  recognizes,  even  though  in  a  modest 
way,  that  Christmas  is  not  the  only  time  the  children 
want  toys  and  will  buy  toys. 

It  is  poor  business  deliberately  to  throw  dollars  out 


"When  enthusiasm  about  goods  becomes  so  effusive 
as  to  be  gush,  it  is  time  to  put  a  damper  on  it. 


ARE  YOU  HANDLING  CAMERAS  AND  SUPPLIES? 

THE  druggist  who  has  not  a  camera  and  camera 
supply  department  in  his  store  would  do  well  to 
consider  the  advisability  of  adding  one.  Else- 
where in  this  issue  the  advantages  and  possibilities 
of  this  department,  as  well  as  methods  to  promote  busi- 
ness in  it,  are  gone  into  quite  fully.  It  is  worth  the 
reading  of  every  druggist. 
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Smithes  Tonic   Invalid  Port 


'T'HE  pure  juice  of  Concord  Grapes  medicated 
as  prescribed  by  leading  physicians,  and  used 
as  a  general  Household  Tonic  and  Appetiser. 

Druggists  should  not  fail  to  keep  a  supply  con- 
stantly on  hand.     Selling  price  restricted. 


WeMtem  Distributor* :   The  Hudion  '*  Bay  Co. 
Eattern   Diatribatort  :   Whttletale  Druggitta 


S.  H.  Smith,  Prop. 


Summerhill   Gardens 


Toronto 
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THE 


ERAformulary 

5.000  FORMULAS 
FOR  DRUGGISTS 


New  and  Enlarged  Edition 

NOW  READY 

Here  is  the  best  book  of 
the  kind  we  know  of.  Here 
are  the  best  formulas  avail- 
able, all  under  the  covers  of 
one  book. 


THE  ERA  FORMULARY 
5000    Formulas    for    Druggists 

The  contents  are  divided  into  nine  parts  as  follows: 
Part  1 — Unofficial  Phzirmaceutical  Preparations  (800  formulas). 
Part  2 — Proprietary     Preparations,     Patent     Medicines,    etc.     (417 

formulas). 
Part  3 — Toilet  Preparations  (1013  (ormuias). 
Part  4 — Veterinary  Remedies  (456  formulas). 
Part  5 — Family  Medicines  (722  formulas). 

Part  6 — Household  Formulas,  Domestic  Receipts,  etc.  (495  formulas). 
Part  7 — Technical  Formulas,  Industrial  Processes  etc.  (389  formulas). 
Part  8 — Paints.  Varnishes,  Floor  Stains,  etc.  (202  formulas). 
Part  9 — Miscellaneous  and  Unclassified  (456  formulas). 


For  $5.00  you  can  have  a  good 
formula  for  anything  you   want. 


The  Retail  Druggist 

32  Colborne  St.,  Toronto 


42 


THE  RETAIL  DRUGGIST  OF  CANADA. 


June,  1914 


of  the  window  day  after  day  because  of  the  mistaken 
idea  that  Christmas  is  the  only  time  people  will  buy 
toys.  If  you  have  the  "Christmas  only"  idea,  give  the 
all-the-year  kind  just  one  chance.  You'll  see  some- 
thing then  to  open  your  eyes.  You  vnll  be  a  toy 
enthusiast  rather  than  a  toy  skeptic.  Try  it  and  see. 
Cater  in  an  intelligent  way  to  the  birthday  trade.  There 
will  be  a  big  difference  in  your  profit  on  the  right 
side. 


PEBSONALITY  OF  ADVERTISING. 

B\,  M.  J.  Reid 

Advertising  is  like  folks. 

Some  advertising  you  "warm  up"  to  the  minute  your 
eyes  light  upon  it. 

There  are  no  harsh  color  tones  to  offend — no  shout- 
ing statements —  no  commands  that  you  mentally  re- 
fuse to  obey. 

It  just ' '  makes  friends ' '  with  you  right  away. 


SUGGESTIONS  FOE  MOEE  BUSINESS 

There  are  many  card  parties  during  the  winter.  Push 
playing  cards   and   tally   fcards. 

A  fountain  pen  is  very  convenient  for  most  every 
person,  yet  many  do  not  possess  one.     Take  the  cue. 

Intere«it  the  young  fellow  in  the  decoration  of  his 
room.     Sell  him   pennants,  pictures,   etc. 

Novelties  always  interest  people,  and  therefore  are 
valuable  from  an   advertising  standpoint. 

Now  is  the  time  to  push  indoor  sporting  goods  of 
all  kinds. 

Why  not  feature  leather  goods  in  window  and  ad 
for  a  week.    Every  druggist  has  a  big  assortment. 

Have  you  ordered  your  valentine  cards  yet?  It  is 
not  far  distant  now. 


You  feel  a  sense  akin  to  gratitude  that  someone  has 
taken  all  this  trouble,  time  and  labor,  to  present  this 
article  to  your  notice  with  such  nicety,  such  courtesy, 
with  so  much  regard  for  your  feelings,  making  its 
purchase  so  convenient,  saving  you  endless  worry  and 
search. 

Of  course,  you  don 't  actually  think  this  all  out.  You 
just  feel"  it  without  really  thinking  about  it  at  all.  Your 
mind  is  centred  upon  the  good  points  of  the  article 
presented,  and  the  benefit  you  will  derive  from  owning 
it. 

It  is  a  real  pleasure  to  follow  the  suggestion  of  this 
ad.  and  make  the  purchase  at  the  place  it  mentions — 
just  as  you  enjoy  pleasing  some  people  and  doing  as 
they  wish. 

This  must  be  the  advertisement  of  a  considerate, 
enterprising  merchant,  or  manufacturer,  who  has  a 
thought  and  care  for  his  customers  beyond  sordid 
money-making;  who  knows  that  his  product  is  right, 
and  that  its  purchase  means  a  good  and  an  advantage 
to  mankind. 

You  do  not  want  to  look  long  at  an  advertisement 
which  seems  to  have  an  x-ray  eye  glued  to  your  pocket- 
book,  as  if  to  search  out  the  very  last  farthing.  You, 
being  a  natural  creature,  and  obeying  a  natural  law, 
are  considering  your  own  comforts  and  needs,  and 
resent  the  mercenary  glint  in  an  advertisement  as  much 
as  you  do  in  the  merchant's  eye. 

The  courteous  ad.,  ever  mindful  of  the  other  fellow's 
feelings,  is  constantly  endeavoring  to  benefit.  It  is 
not  in  a  hurry;  it  carries  dignity,  certainty,  and  deliv- 


ers its  message  in  a  pleasant  manner — conveying  the 
confidence  of  its  master,  the  man  who  created  it  and 
who  also  produced  the  article  which  it  is  offering  you. 

Your  advertisement  is  a  reflection  of  yourself — of 
your  business;  you  are  judged  by  it. 

There  is  no  need  for  megaphone  copy  with  harsh, 
strident  tones  for  the  man  who  knows  he  is  right  all 
through. 

True  it  is  that  with  the  multi-millions  of  articles 
placed  upon  the  market  by  different  advertising 
methods,  there  must  be  something  distinctive  about 
your  copy  to  attract  notice.  But  let  that  something 
be  inviting,  harmonious,  and  welcome  to  the  senses. 

There,  also,  are  millions  of  people.  During  a  week 
you  may  meet  thousands — each  produces  an  impression 
of  some  sort.  The  one  from  whom  you  get  the  lasting, 
pleasing  impression,  and  of  whom  you  think  many 
times  afterwards,  is  the  cheerful,  confident,  success- 
ful man  who  knows  that  he  knows  and  is  big  enough 
to  be  kind. 

He  needn  't  din  it  into  your  ear  that  he  is  a  gentleman. 
You  can't  just  say  how  you  know  it,  yet  you  know. 
There  is  that  indefinable  something.  Here  is  a  man 
worth  while.  No  extremes  in  appearance  announce 
this  fact.  He  does  not  wear  a  bright  red  vest,  a 
grotesque  hat — yet  you  are  attracted,  and  you  know 
the  man  is  right;  he  is  a  leader,  he  is  worthy. 

Your  advertisement  may  possess  a  personality  just 
as  effective.  It  may  carry  the  same  success,  leadership 
note;  the  same  irapressiveness,  the  same  conviction  of 
honest,  earnest,  simple  truth  which  makes  you  know — 
just  how  you  can't  say — that  the  article  presented  is 
worthy. 


STICKING  TO  IT. 

By  Walt  Mason  in  The  Butler  Way 

I  used  to  nin  a  beeswax  store  at  Punktown-in-the- 
Hole,  and  people  asked  me  o'er  and  o'er,  "Why  don't 
you  deal  in  coal?  The  beeswax  trade  will  never  pay — 
you  know  that  it's  a  sell;  if  you  take  in  ten  bones  a 
day,  you  think  you're  doing  well." 

Thus  spake  these  thoughtful  friends  of  mine;  I 
heard  their  rigmarole,  and  straightway  quit  the  bees- 
wax line,  and  started  selling  coal.  I  built  up  quite  a 
trade  in  slate,  delivered  by  the  pound,  and  just  when 
I  could  pay  the  freight,  my  friends  again  came  round. 
"Great  Scott!"  they  cried,  "you  ought  to  quit  this 
dark  and  dirty  trade!  To  clean  your  face  of  grime  and 
grit  we'd  need  a  hoe  and  spade!  Quit  dealing  in  such 
dusty  wares,  and  make  yoiirself  look  slick;  lay  in  a 
stock  of  Belgian  hares,  and  you'll  make  money  quick." 

I  bought  a  thousand  Belgian  brutes,  and  watched 
them  beige  around,  and  said:  "I'll  fatten  these  galoots 
and  sell  them  by  the  poimd,  and  then  I'll  have  all 
kinds  of  kale,  to  pleasure  to  devote;  around  this 
blamed  old  world  I'll  sail  in  my  own  motor  boat." 
But  when  the  hares  were  getting  fat,  my  friends  began 
to  hiss:  "Great  Caesar!  Would  you  look  at  that! 
What  foolishness  is  this?  Why  wear  out  leg  and  back 
and  arm  pursuing  idle  fads?  You  ought  to  have  a 
ginseng  farm,  and  then  you'd  nail  the  scads." 

The  scheme  to  me  seemed  good  and  grand;  I  sold  the 
Belgian  brutes,  and  then  I  bought  a  strip  of  land  and 
planted  ginseng  roots.  I  hoped  to  see  them  come  up 
strong,  and  tilled  them  years  and  years,  until  the 
sheriff  came  along  and  took  me  by  the  ears.  And  as 
he  pushed  me  off  to  jail,  I  passed  that  beeswax  store; 
the  owner,  loaded  down  with  kale,  was  standing  in 
the  door.  "If  you  had  stayed  right  here,"  he  said, 
"you'd  now  be  doing  well;  you  would  not  by  the  ears 
be  led  toward  a  loathsome  cell.  Bat  always  to  disaster 
wends  the  man  who  has  no  spine,  who  always  listens 
to  his  friends,  and  thinks  their  counsel  fine." 
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Post  Cards 


~1 

General,     I 


Everything  in    Post  Cards.     Comics, 

Birthday,  Patriotic,  etc.     Local  View  Post 

Cards  to  order  from  your  own  photos. 

Post  Card  Racks. 

Pennants  and  Cushions 

Biggest  and  Best  Line  in  Canada.     Both  Sewn 

and  Stencilled  Letters.     Drop  a  post  card  for 

our  catalogues.     They  are  worth  having. 

Xmas  Line,  Post  Cards,  Booklets,  Etc. 
Now  Being  Shown 

Our  1 0  travellers  cover  Canada  from  Coast  to 

Coast,  see  our  line  when  representative  calls. 

WE  CAN  SAVE  YOU  MONEY. 

NOTE  NEW  LOCA  TION 

ED — L  Specialty  Co.,  Ltd. 
38-42  Clifford  St. 
to,  Canada 


A.  De  St.  Dalmas  &  Co. 


MAKERS  OF 


Adhesive  Plaster 

Belladonna  Plaster 
Hospital  Strapping 
Porous  Plasters 

Rubber  Adhesive  Plaster 

Menthol  Plasters 
Kidney  Plasters 
Mustard  Leaves 
Corn  Plasters 

and  all  kinds  of 

Medicated  Plasters 


Leicester  (England) 

Contractors   to  his  Majesty's  Government 

Agents: — Sharland  &  Co.,  27  Common  St.  Montreal 


"There  is  no  advertising  medium  so  sure  to  build  busi- 
ness as  a  trade  paper  which  has  the  confidence  and  respect 
of  the  great  body  of  readers  in  its  field — if  these  readers 
are  big  buyers  of  goods. 

The  Retail  Druggist  reaches  2,000  of 
the  big  buyers  of  your  line  in  Canada — 
and  has  the  respect  of  these  retailers. 


Wellington  Goods 

sell  quickly  and  require 
no  handling  except 
handing  out.  Attractive 
show  cards  with  order. 

Photo  Booklets 
Fr,. 

Wellington 
&Ward 

MONTREAL 

Also  obtainable  from  the 
National  Drus  &  Cheni- 
icnl    Co.     Ltd.     Montreal. 


RHEUMATISM    CURED 

THE  BEST  REMEDY  IN  THE  WORLD  FOR 
RHEUMATISM,   GOUT,   LUMBAGO,    SCIATICA,   NEURALGIA. 

BLAIR'S    GOUT    PILLS 

If  you  suffer  from  any  of  these  compdainU  try  these  c^lrbrated  pills. 

F'cif ectly  safe,  sure  and  effectual.    Thousands  can  testify  to  this  statement. 

pToprietora  —  Prout  &  Haraant.    229  Strand,   London,   Eng. 


Toronto  Store  Wanted 

WANTED — Advertiser   would   like  to   buy   out  a   Drug 
Store  In  Toronto.     State  locatii  n,  price,  terms,  etc. 

Box  753,  The  Retail  Druggitt,  Toronto 
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FORMULARY 

special  ^^reparations  for  the  T)ruggists 


Cordial  Diarrhoea  Mixture 

Pulv.  cretae  aromatici  V2  oz. 

Pulv.  acaeia« 3  drs. 

Tr.   opii    1  dr. 

Spt.  Ammonii  comp 2  drs. 

Tr.  cardamomi  comp V^  oz. 

Aquam  destill.  ad 8  ozs. 

Diarrhoea  or  Anti-Cholera  Mixture 

Cretae  praeparatae    6  ozs. 

Saechari  albi ' 10  ozs. 

Pulv.  gum  aeaeiae  6  ozs. 

01.  cassiae  2  drs. 

Pulv.  cretae  aromat lO^^  ozs. 

Pulv.  opii  comp 3  ozs. 

Tr.  catechu 36  ozs. 

Spt.  ammoniae  comp 15  ozs. 

Aq.    chloroformi     (B.P.    1885)     ad. 

Cong,  j 1  gal. 

Diarrhoea  and  Cholera  Mixture 

Sodii  bicarbonate 5  drs. 

Pulv.  conf  aromat 5  drs. 

Spt.  ammon  aromat 5  drs. 

Cretae  praeparat  1  oz. 

Saechari   albi    IV^  ozs. 

Tr.    catechu    1  oz. 

Tr.  opii 11/2  drs. 

Tr.  capsici 1  dr. 

01.  menthae  pip 25  mins. 

01.  cinnamomi   20  mins. 

Pulv.  tragaeanthae   1  dr. 

Aquam  ad 30  ozs. 

Cholera  and  Diarrhoea  Mixture 

Cretae  praeparatae   2  ozs. 

Olei    cassiae    1  dr. 

Ess.  menthae  piper  3  drs. 

Pulv.  rhei    %  oz. 

Ammonii  carbonatis    1  oz. 

Tr.  catechu   1  oz. 

Tr.  rhei 1  oz. 

Aq.  eamphorae  ad 32  ozs. 


AN  EXPLOSIVE  PRESCRIPTION 

How  can  I  dispense  the  following  prescription  with- 
out an  explosion? 

Bismuth  Subnitrate  V2  ounce 

Sodium  Bicarbonate    V2  ounce 

Cherry  Laurel  Water %  ounce 

Chloroform  "Water   2      ounces 

Peppermint  Water  to  make 6       ounces 

COMMENT. — In  the  above  prescription  double  de- 
composition ensues  between  the  Bismuth  Subnitrate 
and  the  Sodium  Bicarbonate,  resulting  in  the  evolution 
of  Carbon  Dioxide  gas  and  the  formation  of  Bismuth 
Subcarbonate  and  Sodium  Nitrate. 

The  prescription  is  one  which  is  at  times  ordered  by 
physicians  who  aim  at  having  some  of  the  Carbon 
Dioxide  gas  held  in  solution  as  Carbonic  Acid  to  render 
the  preparation  more  acceptable  to  an  irritable  stomach. 


It  can  be  readily  compounded  by  rubbing  the  two 
salts  together  in  a  capacious  mortar  with  the  various 
waters  above  specified  and  allowing  sufficient  time  to 
permit  the  reaction  to  be  completed  and  until  effer- 
vescence ceases  before  bottling  to  send  out.  Warming 
slightly  hastens  the  reaction,  but  at  the  same  time  ex- 
pels the  CO2  gas,  which  is  wanted. 

When  mucilage  of  Acacia  or  heavy  syrupy  liquids 
are  specified  in  this  form  of  a  prescription  the  extrac- 
tion of  gas  is  very  much  impeded  and  warming  then 
is  resorted  to  in  order  to  hasten  the  expelling  of  the 
CO2  gas. 

It  is  entirely  out  of  order  to  make  this  mixture  in  a 
prescription  vial  or  to  send  it  our  corked  before  the 
reaction  is  completed,  as  in  such  eases  the  accumulation 
of  gas  in  the  vial  will  blow  out  the  cork  or  burst  the 
vial,  as  the  writer  has  known  it  to  have  done. 

Some  say,  why  doesn't  the  preseriber  take  Bismuth 
Subcarbonate  instead  of  the  Subnitrate  in  this  prescrip- 
tion and  avoid  the  extraction  of  gas  and  get  a  compat- 
ible mixture? 

The  reason  why  he  doesn't  is  answered  above,  viz.: 
because  he  wants  some  COj  held  in  solution  for  thera- 
peutic reasons. 


HINTS  TO  BUYERS 


WARWICK  BROS.  &  RUTTER. 

The  new  and  enlarged  premises  of  Warwick  Bros. 
&  Rutter  in  Toronto  gives  a  total  floor  area  of  88,000 
square  feet,  or  a  little  more  than  two  acres  of  working 
space.  This  will  allow  them  to  care  for  the  trade  of 
their  patrons  in  a  highly  satisfactory  manner.  The 
general  offices  and  sample  room  take  up  the  space  on 
the  first  floor.  The  offices  are  well  lighted,  roomy,  and 
present  a  very  cheerful  appearance.  The  basement  is 
used  for  storage  space,  while  on  the  second  floor  are 
stock  rooms,  as  well  as  the  checking  rooms,  where 
goods  are  checked  in  being  made  ready  for  shipment. 
The  goods  carried  on  the  third  floor  are  almost  en- 
tirely products  of  their  own  factory,  while  fancy  goods 
are  shown  on  the  fourth  floor.  The  two  top  floors  are 
occupied  with  a  reserve  stock  of  goods. 

Warwick  Bros.  &  Rutter  extend  an  invitation  to 
the  trade  to  visit  their  premises  and  see  how  their 
goods  are  produced,  as  well  as  the  extensive  display  of 
goods  which  they  are  showing. 


AN  INNOVATION  IN  WRITING  PAPER 

The  Copp,  Clark  Company,  Limited,  of  Toronto,  have 
something  new  in  a  writing  tablet  that  should  find  a 
good  sale.  Many  people  prefer  a  double-folded  sheet 
for  writing  purposes  instead  of  the  single  sheet  paper 
in  pad  form.  This  innovation  in  note  paper  which  they 
are  now  introducing  consists  of  ready- folded  double 
sheets  in  fashionable  size,  but,  instead  of  being  in  loose 
form,  they  are  in  a  pad.  This  Red-E-Pold  paper,  which 
is  made  in  two  sizes  and  two  qualities  with  highly 
artistic  cover  design  in  colors,  should  find  a  big  de- 
mand. To  introduce  the  line  a  special  offer  is  now  be- 
ing made  on  a  $20  assortment  retailing  at  $35.  With 
the  assortment  they  furnish  free  two  handsome  19  x  26 
inches  lithographed  window  display  cards.  The  ad- 
dress of  the  Copp,  Clark  Company  is  517  Wellington 
St.  W.,  Toronto. 
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DON^T    MISS    THIS! 

80^^^  is  Good  Profit,  and  being  Guaran- 
teed in  every  way  you  simply  can't  lose. 

DY-O-LA 
STRAW  HAT  COLOR 

Put  up  in  the  following  Standard  colors. 
Black,  Blue,  Navy  Blue,  Tan,  Dark 
Brown,  Cardinal  Red,  Dark  Green  and 
Purple.  It  is  Fast  and  Water-proof  and 
not  glossy.  Hats  look  like  New  when 
colored  with  DY-O-LA  Straw  Hat 
Color,  not  like  old   hats  painted    over. 

Price  $1.75  per  dozen 

Order  Assortmetif  of  2  dozen  from  your  Wfiole- 
sale  House.  Advertising  Campaign  will  start 
at  once.     Take  advantage  of  it. 

Manufactured  by 

The  JOHNSON-RICHARDSON  Co. 

LIMITED 

Montreal,   Canada 


Do  You  Carry  Our  New 

50c. 

TALCUM 


CALLED 


"CORSON^S  GARDENIA" 

in  New  Glass  Art  Jar? 

Take  our  word  for  it — it's  selling.     List  Price  $4.00 

the  dozen.     Try    a    dozen.       Elither  direct  or  as  an 

enclosure  with  your  next  Toronto  shipment.     Drop  us 

a  P.C.  now. 


SOVEREIGN  PERFUMES 
LIMITED 

Perfumer*    and    Manufacturing    Chemitta 

146-148  BROCK  AVE.,  TORONTO 


Store   Management 
Complete 


16  Full-Page 
Illustrations 


ANOTHER  NEW  BOOK 

By  FRANK  FAPRINGTON 

A  Companion  Book  to 

Retail  Advertising  Complete 

$1.00  POSTPAID 

"Store  Management — Complete" 
tells  all  about  the  management  of  a 
store  so  that  not  only  the  greatest 
sales  but  the  largest  profit  may  be 
realized. 

THIRTEEN  CHAPTERS 

Here  is  a  sample  : 

CHAPTER  v.— THE  STORE  POLICY-^ 

What  it  should  be  to  hold  trade.  The 
money-back  plan.  Taking  back  goods.  Meetingcutrates.  Selling 
remnants.  Delivering  goods.  .Substitution.  Haiidling  telephone 
calls.    Courtesy.   Rebating  railroad  fare.   Courtesy  to  customers. 


272  Pages 
Bound  in  Cloth 


Absolutely  New 


Jutt  Published 


Commercial  Press,  Limited 

32  Colborne  Street 
Toronto,  Ontario 


Here  are  Soaps 
You  Should  Handle 


\ 


<< 


Gibbs  * '  Boracic  Cologne 

(TOILET) 

''Gibbs''  Bathlets 

(BATH) 


TWO   popular  lines    manufactured    by  the    oldest  soap 
makers  in  ISngland — D.  &  W.  Gibb»,  Limi(ed.    They 
make  several  lines — but  these  two  stand  out  from  the  rest. 

"  Boracic  Cologne"  is  a  very  fine  toilet  soap,  put  up  in 
neat  boxes  of  1  dozen. 

"Bathlets"  is  a  "big  value"  soap,  coming  in  various 
odots  such  as  Lavender,  Rose,  Carnation,  Waill'lower, 
Violet,  Benzoin,  Palm  of  Olive  etc;.,  packed  in  boxes  of 
^  dozen. 

There  is  a  reputation  of  200  years  back  of  this  firm  and 
their  goods— that  is  a  strong  enough  testimonial  isn't  it? 

Write  for  Prices. 

SHARLAND  &  COMPANY 

Sole  Agent  for  Canada 

27  Common  St.,  -  Montreal. 


\ 
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Ontario  Corks 
Give  Good  Service 


tflT  They  save  you   money  in  the  first   cost. 
■^  Every  cork   is   clean,  sound  and   strong, 
giving  full  value  for  your  money. 


^ 


Ontario  Corks  eliminate  wastage  in  liquid 
goods  both  to  you  and  the  user. 


tf]I  Ontario   Corks   look   different,  and    they 
■^  are   different.      There's   nothing   better 
sold.     Try  a  fev*'  gross  to  test  them  cut. 

The  Ontario  Cork  Co. 

Arthur  Brooks 
31-33  Front  St.  E.        -         TORONTO 

Agencie*:  Ottawa,  Ont.,    Phone:  Office,  Adelaide  1785. 
and  Quebec,  Que.  Residence — Beach  1099. 


Index  to,  Advertisers 
B 

Bush,  J.  W.,  &  Co.,  Montreal 4 

C 

Copp,  Clark  Co.,  Toronto o.b.c. 

D 
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E 

Edmanson,  Bates  &  Co  ,  Limited o.f.c. 

I 

Imperial  Tobacco  Co.,  Montrenl 39 

J 

Johnson-Richardson  Co.,  Montreal 45 

M 

Marvel  Co. ,  New  York.  N.  Y 5 

O 

Ontario  Cork  Co  ,  Toronto 46 

P 

Phenix  Co.,  The 5 

Prout  &  Harsant,   England  43 

Pugh  Specialty  Co.,  Toronto i'S 

s 

St.  Dalmas,   A.  de  &  Co., 43 

Sharlaml  &  Co.,  Montreal 45 

Smith,  S.  H.,  Toronto 41 

Sovereign  Perfumes  Ltd 45 

W 

Wampole,  Henry  K.,  Co.,  Ltd.,  Perth « 

Warwick  Bros.  &  Rutter,  Toronto 37 

Wellington  &  Ward,  Montreal 43 


Current  Prices — Drugs  and  Chemicals 


Acetanilld lb 

Acid — Carbolic    tb 

Citric '"■ 

Salicylic    » 

Alcobol — B.   P gal. 

Wood    gal. 

Ammonium — Brom lb 

lodido     lb 

Atropine    Snlph    . .  ^  . . . .  dr. 

Acid — Acetic  Tb 

Arsenious.   lump    Tb 

Commercial     lb 

Benzoic,     Kng.       (from 

benzoin)     oi. 

German     oz. 

Boilc     lb 

Gallic      Tb 

Hydrobrqmic      Tb 

Hydrocyanic     oa. 

Lactic,  concentrated    .  .  lb 

Muriatic      Tb 

Chem.   pure    Tb 

Nitric    lb 

Chem.     pure     

Oleic     lb 

Oxalic     Tb 

Phosphoric,    syrupy    .  .  Tb 

Dilute     Tb 

Sulphuric    Tb 

Chem.   pure    Tb 

Aromatic     lb 

Tannic    Tb 

Tartaric,    powdered    . .  .  lt> 

Adepa  Lanae    Tb 

Albolene     Tb 

Aloin     OS. 

Alum Tb 

Ammonia — Arom.     Spts      Tb 

Amyl  Acetate Tb 

Amyl    Nitrite     os. 

Antipyrine     os 

Antimony,    black   powd.      lb 
And   potas.    tart    1t> 

Anomorphia     gr. 

Arrowroot,    Bermuda    ...  IT) 
Jamaica    Tb 

Aristol   (see  Di-TJiymoI)   oz. 

Aspirin     oz. 

Blsmutb — Sub.    carl)    ...  lb 
Sub.  nit   Tb 

Balaam.    Canada    lb 

Copaiba    lb 

Pern     lb 

Tolu    !b 

Boi»x     lb 


to .  40 
ISVj 

.bS 

S.IO 

1.00 

.86 

3.40 

.70 

.12 

.35 

.12 

.80 

.30 
.15 
.90 
.35 
.12 
1.20 
.05 
.20 
.12 
.25 
.50 
.13 
.50 
.16 
.04 
.20 
.60 
.85 
.38 
.40 
.30 
.20 
.03 
.65 
.50 
.20 
.40 
.12 
.40 
.05 
.85 
.20 
1.7r 
.6.1 
3.25 
S.OO 
.75 
.75 
8.25 
1.30 
.Of 


Powdered    It)         .07 

Bronioforra     oz.  .15 

Bromine oz.  .10 

Caffeine    lb  4.60 

Citrate     tb  3 .  30 

Camphor,   BeUs    lb  .70 

Chloroform  com lb  .40 

Cocaine,    H.C.L oz.  R.26 

Codeine    Phos oz.  3.  in 

Cocoa    Butter     lb  .60 

Cadmium,    Bromide    .  .  .  .oz.  .12 

Todide     oz.  .45 

Calcium    Chlor.,    crystals .  !b  .30 

Sticks     Tb  .75 

Capsicum     lb  .20 

Powdered      Tb  ,25 

Carbon,    Bisulphide     .  . .  .  T1)  .18 

Cerium    Oxalate    os.  ,16 

Chalk,    French,    powd....Tb  .08 

Precipitated     lb  .10 

Prepared     Tb  .06 

Chloralmid     oz.  .46 

Chloral   Hydrate    Tb  1.05 

Clnchonine,    Muriate    .  .  .os.  .25 

Sulphate     os.  .25 

Cinchonidia.     Sulphate.  ..os.  .45 

Cloves    n  .30 

Powdered      Tb  .85 

Cochineal.     S.G tb  .70 

Black    lb  .50 

Collodion     lb  .68 

Colocynth     Tb  .50 

Powdered      Tb  .70 

Copper,    Carbonate    Tb  .86 

Sulphate     Tb  ,08 

Oxide    lb  .65 

Copperas     lb  .01 

Cotton,  absorbent    Tb  .28 

Cotton  Seed  Oil ir>  1.00 

Cream  Tartar,   powdered.  lb  .28 

Creolin     lb  .60 

Ether,    Acetic     Tb  .60 

Nitrous.    Spirits    lb  .45 

Sulphuric.    725    lb  .45 

Glycerine    lb  .'7 

Gum    Aloes,    Barb    tb  .20 

Powdered     lb  .80 

Cape      lb  .20 

Powdered     Tb  .80 

Socot     Tb  .80 

Powdered     Tb  .40 

Arabic,     Selrct     lb  .45 

Powdered    lb  .50 

Benzoin     lb  .50 

Catechu     lb  ,20 

Powdered     lb  .tf 


Gamboge     lb  1.85 

Powdered     Tb  1 .  50 

Guaiacum    Tb  .45 

Myrrh      lb  .45 

Tamarac     Tb  1 .  50 

Tragacanth     lb  1.20 

Herb— 

Horehound,  in  ozs.    .  . .  Tb  .26 

Lobelia     lb  .20 

lodofoim     OS.  .40 

Iodine,    commercial     ....oz.  .85 

Resublimed      oz.  .35 

Iron,   carbonate,  precipit.Tb  .15 

Saccharated Tb  .35 

Citrate  and   Ammo- 
nium      lb  .90 

Quinine  and   Strj-ch- 

nine    os.  .27 

And    Strychnine    os.  .20 

Iodide,    Syrup    lb  .40 

Sulphate,    pure    Tb  .08 

Lltliium — carb lb  1.50 

Citrate    lb  1.64 

SallcyUe    lb  1 .  60 

Menthol    Tb  7.60 

Mercury- — Sub.    OUOT. . . .  Tb  1.02 

Blchlor lb  .92 

Amm.    chlor lb  1.10 

Horplilne  Sulph    oz.  3 .  50 

Milk   Sugar    lb  .25 

Oil — Aniseed    Tb  2 .  75 

Bergamot     lb  7 .  00 

Cedar    lb  .40 

Olovei     lb  2 .  26 

Eucalyptna     lb  .90 

Peppermint,  American,  lb  6.00 

Santal  B.  I lb  7.00 

Oil — Coriander     os.  .75 

Cotton  Seed -gal.  1.40 

Croton     Tb  1.75 

Cubeb     Tb  1 .  75 

Fennel    os.  .20 

Fusel     Tb  .80 

Hemlock     Tb  .45 

Juniper  wood Tt)  .40 

.Tuniper,   berries    oz.  .15 

Origanum      Tb  .40 

Pennyroyal     Tb  2 .  00 

Sassafras    lb  .70 

Ointment    Mercurial    .  .  Tb  .70 

Belladona     tb  .60 

Blue    Tb  .75 

Canthar    lb  1 .  00 

Oarbolic ,.,Ib  .40 


Citrine     lb  .40 

Gallae lb  .50 

Ointment — 

Galls   and   Opium    .  .  .  .  Tb  2.00 

Iodine     Tb  .80 

Cnmp Tb  .75 

Resin     lb  .80 

Sulphur    rt>  .40 

Zinc  Oxide Tb  .40 

Pepsin    lb  4.20- 

Phenacetine     tb  .95 

Potassium — Bromide     .  . .  tb  .70 

Iodide     lb  4.00 

I'rotropin    (and  Formin)   os.  .20 

Quinine   Sulph    oz.  .34 

Besorcin     lb  .90 

Senna     lb  .20 

Soda — Brom lb  .75 

Iodide n>  4.26 

SaUcyl    lb  .60 

Soda,   Ash    ....keg  or  cask  .2^ 

Caustic drum  or  Tb  .2K 

Sodium.     Acetate     lb  .25 

Benzoate     Tb  .90 

Spermaceti     Tb  .55 

Strychnine     os.  .90 

Sulphate     os.  .90 

Strontium,  bromide,  crys..Tb  .80 

Powdered     Tb  2 .  60 

Terpin  hydrate    lb  1 .  10 

Thymol      Tb  4 .  00 

Trional     os.  1.20 

Turpentine,     spirits     ...gal.  .90 

Venice     Tb  .12H 

Urotropiii    (and  Formin)  oz.  .20 

Veratria     os.  2.25 

Verdigris      Tb  .80 

Wax   Ceracine    Tb  .80 

Bay(berry     Tb  .40 

Carnauba    lb  .70 

Japan    It)  .25 

ParsiBne Tb  .15 

White     No.    1    Tb  .65 

No.   2    lb  .45 

Yellow    lb  .45 

Zinc,   chloride,   fused    ...oz.  .10 

Iodide     oz.  .65 

Oxide     Tb  .15 

Slearate     oz.  .20 

Compound     os.  .50 

Aristol      oz.  3 .  00 

Ichthyol      OS.  .80 

Sulphate,    pure    Tb  .10 

(Jommon     lb  .Oft 

Sulphocarbolate     tb  .  (0 


Jnly,  1914  THE  RETAIL  DRUGGIST  OF  CANADA. 


The 

RETAIL  DRUGGIST 

of  Canada 


^ '  It  is  attractively  printed,  the  policy  of  the  publishers 
being  to  give  the  trade  a  w^ell  printed,  well  illustrated 
and  progressively  edited  paper. 

2.  Its  editorial  policy  is  to  feature  the  business  end  of  the 
Drug  Store — and  the  average  druggist  to-day  makes 
most  of  his  profits  out  of  specialties  and  side  lines. 

3.  Its  Subscribers  pay  for  it,  eleven  hundred  having  paid 
the  subscription  price  of  $  1 .00  yearly  during  the  first 
six  months  of  its  publication. 

4.  Its  sworn  circulation  of  2000  copies  monthly  covers 
every  Province  of  Canada,  a  staff  of  eight  salaried 
subscription  canvassers  being  constantly  employed. 

5.  Its  editor  is  now  traveling  in  Western  Canada  obtain- 
ing articles  and  information  for  the  Convention  Num- 
ber of  the  Retail  Druggist  to  be  published  in  August. 

6.  Its  organization  includes  a  staff  of  about  twenty  editors 
and  business  representatives,  all  men  of  many  years 
experience  in  publishing  trade  papers. 
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Satisfying  the  Disgruntled 

Customer 

BY    W.    L.    EDMONDS 


T 


HE  value  of  a  customer  does  not  wholly  lie  in  the  quantity  of  goods  he 
buys.  That  is,  of  course,  his  chief  measure  of  value.  But  there  is 
also  to  be  taken  into  account  the  value  of  his  influence. 

Every  customer  exercises  more  or  less  influence  upon  his  fellow  men 
in  their  purchases. 

Let  him  send  the  statement  abroad  that  the  service  at  So-and-So's  store 
is  not  satisfactory  and  most  of  those  in  whose  hearing  he  makes  the  state- 
ment will  not  only  come  to  a  like  conclusion,  but  will  give  it  further  wing.  In 
all  probability  they  will  avoid  the  store.  On  the  other  hand,  let  him  express 
a  favorable  opinion,  and  the  influence  will  be  of  a  favorable  nature.  They 
will  send  that  upon  its  way  as  well. 

This  emphasizes  beyond  all  question  the  importance  of  satisfying  every 
customer.  In  some  instances  it  may  be  a  difficult,  and  in  a  few  instances,  an 
impossible  task.  But  its  importance  demands  that  no  pains  should  be  spared 
to  acccomplish  it. 

Failure  to  accomplish  it  may  mean  the  loss  of  not  one  customer  alone, 
but  many.  This  is  a  contingency  that  retail  dealers  should  keep  in  mind 
when  their  patience  is  sorely  tried,  even  by  irascible  customers. 

So  important  a  matter  is  this  that  every  retailer  should  make  it  a  hard 
and  fast  rule  to  satisfy  at  almost  any  cost  the  customer  that  has  become  dis- 
satisfied. 

One  of  the  largest  manufacturers  in  Canada  of  his  kind  made  this  a 
hard  and  fast  rule.     And  much  of  his  success  is  attributed  to  this  fact. 

He  holds  that  even  where  no  real  grievance  exists  the  customer  may 
conscientiously  believe  there  is  one.  Consequently  he  made  it  a  rule  to  sat- 
isfy every  disgruntled  customer  if  it  was  possible  to  do  so,  even  if  it  entailed 
an  actual  loss  of  money. 

This  particular  manufacturer  is  not  now  actively   engaged  in  business. 
He  looks  on  while  others  younger  in  years  carry  the  "big  end  of  the  stick." 
But  nothing  pleases  hira  better  than  to  philosophise  upon  the  wisdom  of  sat-' 
isfying  dissatisfied  customers. 

And  what  was  good  policy  for  a  manufacturer  who  at  one  time  practi- 
cally possessed  a  monopoly  in  his  particular  line  is  certainly  good  for  the 
average  retailer  who  is  surrounded  by  the  keenest  kind  of  competition. 

If  to  satisfy  a  disgruntled  customer  concessions  have  sometimes  to  be 
made  it  by  no  means  follows  that  it  is  a  surrender  for  the  merchant  making 
it.    It  is  rather  the  success  of  business  diplomacy. 
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NuMUER  Seven 


Push  the  Sea-  "Make       hay     while     the     sun 

sonable  Lines.  shines"  is  good  advice  for  the 

druggist  as  well  as  the  farmer. 
The  time  to  push  hard  for  business  in  any  line  is  when 
for  special  reasons  that  line  should  be  in  demand.  There 
are  times  when  the  pushing  of  certain  lines  is  produc- 
tive of  especially  good  results.  Three  departments 
that  the  dealer  should  feature  now  are  photographic 
supplies,  the  soda  fountain,  and  sporting  goods. 

Those  druggists  w*ho  have  been  making  a  bid  for 
business  in  cameras  and  supplies  have  been  finding 
trade  good.  More  people  are  going  in  for  amateur 
photography,  and  the  sale  of  the  necessary  lines  is  in- 
creasing. The  season  has  just  nicely  got  under  way, 
and  during  the  next  few  months  there  should  be  a  good 
demand.  July  and  August  are  the  two  months  in 
which  the  ma.iority  of  people  go  on  their  holidays,  and 
is  therefore  the  time  when  cameras  and  supplies  should 
be  given  prominence  in  display  and  advertisement. 

The  trade  in  ice  cream  and  fountain  lines  is  now  at 
the  flood,  and  will  continue  to  be  a  big  department 
right  through  the  warm  weather.  The  dealer  should 
not  allow  his  attention  to  this  department  to  slacken. 
Aside  from  being  a  good  profit-payer  itself,  it  helps  to 
attract  customers  to  the  store  and  assists  in  this  way 
in  the  sale  of  other  lines.  On  the  hot  days  an  ad.  in 
the  local  paper  calling  attention  to  the  cooling  facili- 
ties at  your  fountain  will  increase  the  number  of 
patrons. 

The  druggist  should  now  begin  to  get  his  stock  of 
summer  sporting  goods  cleaned  up  to  a  safe  margin. 

There  are  plenty  of  opportunities  to  make  sales  now, 
but  in  another  month  the  demand  will  be  chiefly  for 
odds  and  ends. 


No  Adulteration  of 
Invalids'  Foods. 


It  is  interesting  and  pleasing  to 
note  that  the  infants'  and  in- 
valids' foods  sold  in  Canada 
are  free  from  adulteration.  This  is  shown  by  the  re- 
port of  the  Inland  Revenue  Department  of  the  Domin- 
ion Government  on  86  samples  collected  throughout 
Ce.nada,    TJufty  different  brands  were  included  in  the 


collection,  and  no  adulteration  was  found  in  any  of 
them.  This  should  help  the  dealer  in  selling  infants' 
and  invalids'  foods,  because  he  can  recommend  them 
with  confidence. 

The  foods  fall  into  three  groups,  essentially  charac- 
terized by  predominance  of  fat,  protein  or  starch.  "All 
of  them,"  states  the  report,  "are  of  value  under  cer- 
tain conditions.  Their  economical  use  depends  largely 
upon  the  intelligence  with  which  they  are  used.  Re- 
garded merely  from  the  point  of  view  of  nutrient  value, 
they  are  undoubtedly  expensive  foods,  but  under  the 
guidance  of  a  physician  or  qualified  nurse,  they  may  be 
found  economical,  or  at  least  not  unduly  expensive." 

These  are  lines  that  are  worth  pushing.  Many  drug- 
gists have  built  up  an  appreciable  trade  in  them. 


Selling  Liquor 
on  Veterinary 's 
Prescription. 


Many  of  the  laws  on  our  statute 
books  are  so  worded  that  various 
and  widely  different  interpreta- 
tions may  sometimes  be  made  of 
them.  Every  person  has  had  many  instances  of  this 
brought  to  their  notice.  Even  judges  sometimes  differ 
in  their  opinions  of  the  meaning  of  certain  sections,  and 
lawyers  more, of  ten  fail  to  agree.  In  this  connection,  it 
appears  that  tihe  Ontario  Liquor  Act  is  so  constructed 
as  to  open  up  a  field  of  contention  of  interest  to  the 
druggists  of  the  province. 

An  interesting  question  in  regard  to  it  has  recently 
been  raised  by  an  Ontario  druggist  in  a  letter  to  the 
Ontario  College  of  Pharmacy.  He  states  that  he  has 
had  a  prescription  for  alcohol  handed  to  him  signed 
by  a  veterinary  doctor.  He  wants  to  know  if  it  is 
legal  under  the  Ontario  Liquor  Act  to  fill  this  pre- 
scription. 

Apparently  the  druggist  himself  believes  that  he 
would  be  liable  for  prosecution  for  selling  liquor  on  a 
veterinary 's  prescription,  because  he  refused  to  do  so 
in  the  ease  in  ([uestion.  Differences  of  opinion,  how- 
ever have  been  expressed,  and  while  some  are  of  the 
strong  opinion  that  he  would  be  liable  for  prosecution, 
others  believe  that  it  might  be  difficult  to  secure  a  con- 
viction under  the  Act.    In  fact,  a  magistrate  expressed 
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the  opinion  to  The  Retail  l»ruggist  that  it  might  be 
possible  under  the  Act  as  it  reads  to  rule  that  the  fill- 
ing of  a  veterinary 's  prescription  for  alcohol  was  quite 
legal.  That,  however,  is  only  the  opinion  of  one  mag- 
istrate, and  others  are  liable  to,  and  probably  would  in 
many  cases,  differ  on  the  question. 

The  Act  allows  the  sale  of  liquor  to  the  amount  of 
six  ounces  at  a  time,  but  only  under  a  bona-fide  pre- 
scription, duly  signed  by  a  "legally  qualified  medical 
practitioner."  It  is  contended  that  a  veterinary  doctor 
might  rightly  be  called  a  medical  practitioner.  For 
instance,  Webster's  dictionary  defines  "veterinary" 
as  "of  or  pertaining  to  the  art  of  healing  or  treating 
the  diseases  of  domestic  animals,"  and  defines  the 
word  "medical"  as  "of,  pertaining  to,  or  having  to  do 
with,  the  art  of  healing  disease,  or  the  science  of 
medicine." 

Thus  it  can  be  seen  that  there  is  much  room  for  con- 
tention and  difference  of  opinion.  However,  the  term 
"medical  practitioner"  is  commonly  taken  to  mean  a 
medical  doctor  treating  the  diseases  of  human  beings, 
and  for  that  reason  the  druggist  selling  alcohol  on  a 
veterinary 's  prescription  is  at  least  leaving  himself 
open  to  prosecution.  But,  as  stated  before,  "there  is 
room  for  contention"  on  the  question. 


The  Train  on  the 
Next  Track. 


You  will  probably  recall  having 
sat  in  a  railway  train,  where 
there  was  another  train  moving 
on  the  next  track,  and  believed  that  your  train  was 
moving,  while  in  reality  it  was  standing  still.  It  is 
only  when  you  get  a  view  of  some  stationary  object 
that  you  can  really  ascertain  whether  you  are  moving 
or  standing  still. 

This  same  rule  holds  true  to  a  large  extent  in  busi- 
ness. A  man  sometimes  thinks  he  is  moving,  just  be- 
cause his  competitor  is  sliding  back.  The  comparison 
gives  him  an  idea  that  he  is  progressing,  while  he  really 
is  not. 

A  man  does  not  want  to  gauge  his  progress  by  the 
movement  of  the  train  on  the  next  track.  If  he  is  in 
business  he  wants  to  use  as  his  gauge  of  advance  the 
mile  posts  in  the  sales  records  which  he  reaches  and 
passes.  He  does  not  want  to  worry  about  his  com- 
petitor, but  give  his  attention  strictly  to  his  own  busi- 
ness train  to  see  that  a  full  head  of  steam  is  maintain- 
ed, and  that  the  schedule  of  sales  is  kept  well  up  to. 


Scientific  Retailing.  Scientific  management  in  the  re- 
tail trade  is  merely  performing 
the  different  motions  and  acts  in  the  most  expeditious 
and  economic  way  commensurate  with  the  general 
welfare  of  the  business. 

To  do  this  requires  care  and  much  intelligent  thousrht. 

An  outsider  may  assist  in  bringing  about  the  desired 
state  of  affairs.  But  the  onus  is  after  all  practically 
upon  the  merchant  himself  with  his  clerks  co-operat- 
ing. If  he  expects  that  a  brand  new  system  that  will 
work  with  the  precision  of  a  high-priced  watch  can  be 
made  and  installed  by  a  so-called  expert,  he  will  be 
doomed  to  disappointment. 

There  is  not  a  retail  store  in  existence  whose  man- 
agement is  so  scientific  and  perfect  that  there  is  no 
room  for  improvement.  To  the  thoughtful  and  enter- 
prising merchant  better  methods  are  always  possible. 
It  is  only  the  business  man  who  deems  his  methods  per- 
fect that  is  incapable  of  being  taught  new  and  better 
methods. 

Those  who  think,  and  plan  and  analyze  with  a  view 


to  doing  business  on  a  more  scientific  basis,  make  a 
close  study  of  the  trade  newspapers  and  magazines  and 
rub  shoulders  with  their  fellows  whenever  opportunity 
affords.  That  is  the  way  many  new  ideas  are  con- 
ceived and  many  old  ones  improved. 
•     •     •     • 

Plans  to  Hold  One  of  the  difficulties  with  which 

Good  Clerks.  nearly  every  business  man  has  to 

contend  is  the  holding  of  good 
clerks.  In  this  growing  country  of  ours,  with  its  many 
new  openings  for  young  men,  this  is  a  natural  condi- 
tion.   The  lure  of  the  West  is  particularly  strong. 

To  offset  this  many  merchants  are  employing  various 
schemes  and  holding  out  various  inducements  whereby 
they  hope  to  retain  the  services  of  trusted  employes. 

Among  the  schemes  thus  employed  there  is  one  by 
a  Western  Ontario  merchant  that  might  be  cited.  In 
charge  of  one  of  his  departments  is  a  man  of  good 
ability  whom  he  is  anxious  to  retain.  Accordingly  he 
has  agreed  to  pay  him  a  good  salary,  and,  at  the  end 
of  the  year,  provided  he  remains  in  his  service,  to 
share  equally  with  him  the  net  profits  of  the  depart- 
ment. 

Still  another  plan  might  be  cited.  It  is  that  which 
is  employed  by  an  insurance  company.  This  company, 
in  brief,  presents  each  of  its  clerks  with  a  five  hundred 
dollar  life  insurance  policy  at  the  expiration 
of  a  three-year  term  of  service.  At  the  expira- 
tion of  each  subsequent  year  another  hundred 
dollars  is  added  until  the  policy  possesses  a  value  of 
$2,500,  which  is  the  maximum. 

These  incidents  are  not  cited  in  the  expectation  that 
either  of  them  can  be  appropriated  by  retailers.  It  is 
merely  for  the  purpose  of  drawing  attention  to  what 
some  firms  are  doing  in  order  to  retain  the  services  of 
worthy  men.  To  the  resourceful  dealer  one  or  the 
other  may  suggest  something  which  he  may  employ  in 
his  own  business. 


Do  You  Want  Many   dealers   have   sons   whom 

Your  Son  to  they  hope,  or  at  least  wish,  to 

Succeed  You?  have  succeed  them  in  their  busi- 

ness. The  dealer  is  certainly  for- 
tunate who  has  some  one  on  whom  he  can  depend  to 
take  on  part  or  the  whole  of  the  responsibilities  of  his 
business,  when  a  certain  degree  of  independence  has 
been  reached,  and  he  wishes  to  take  life  a  little  easier 
after  years  of  struggling  with  business  problems. 
Naturally  there  is  no  one  whom  he  would  rather  have 
pilot  his  business  than  a  son  on  whom  he  can  depend 
to  loyally  care  for  the  best  interests  of  the  business  he 
has  built  up. 

In  view  of  this  fact,  it  is  unfortunate  that  men  with 
sons,  when  they  reach  tliat  stage  where  they  wish  to 
lay  down  the  burden  of  managing,  frequently  find  that 
those  whom  they  would  most  wish  to  take  up  the 
yoke,  have  interested  themselves  in  some  other  line  of 
endeavor,  and  are  not  wont  to  return  to  their  father's 
business. 

The  reason  in  many  instances  is  that  no  effort  was 
made  at  the  proper  time  to  interest  the  son  in  the 
business.  The  father  at  that  time  probably  gave  little 
thought  to  the  time  when  he  would  want  to  retire,  and 
made  no  effort  to  interest  the  son  in  the  business  in  a 
way  that  would  attach  him  to  it.  And  so,  the  son 
drifted  into  something  else  in  which  he  was  or  became 
interested. 

Let  the  fathers  and  sons  in  the  business  world  get 
closer  tosrether.  You  successful  merchants,  are  you 
showing  your  son  how  the  business  has  been  built  upt 
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Are  you  giving  him  an  insight  into  the  inside  work- 
ings t  Are  you  giving  him  a  chance  to  prove  that 
young  blood  in  the  store  can  often  do  much  to  improve 
trade  t  Are  you  making  a  genuine  effort  to  interest  him 
in  and  bind  him  to  the  business  in  which  your  whole 
heart  is  centered?  Take  the  boy  into  your  confidence 
— and  do  it  soon  enough. 

•  •    •    • 

Service  as  a  Fac-  Chasing  a  price-cutter,  like  chas- 
ter in  Business.  ing  a  will-o'-the-wisp,  is  a  dan- 
gerous as  well  as  a  foolish  prac- 
tice. It  will  in  all  probability  eventually  lead  one  into 
the  quagmire. 

The  only  safe  competitor  to  follow  is  he  who  makes 
service  the  foundation  of  his  business. 

Other  than  service  there  is  no  firm  foundation  on 
which  to  build  a  successful  business  superstructure. 

Price-cutting  may  momentarily  bring  a  store  into 
the  limelight,  but  it  will  not  keep  it  there. 

Anybody  can  cut  prices.  No  ability  is  demanded. 
It  is  merely  an  exhibition  of  the  lowest  type  of  busi- 
ness mentality  and  can  only  lead  to  ultimate  failure. 

To  build  up  a  business  on  the  basis  of  service  ren- 
dered is,  on  the  other  hand,  an  exhibition  of  ability. 

Service  is  not  the  studying  of  ways  and  means  of 
getting  a  big  margin  of  profit  on  everything  sold.  It 
is  the  studying  of  ways  and  means  of  giving  customers 
value  for  the  merchandise  they  purchase.  To  do  this 
successfully  demands  brains — brains  that  are  able  to 
appreciate  the  fitness  of  things. 

Profit  a  merchant  must  of  course  have ;  but  it  is  not 
by  the  demanding  of  big  profits  that  he  builds  up  a 
large  and  prosperous  business.  It  is  by  moderate  pro- 
fits and  a  large  turnover  that  he  accomplishes  this. 

A  dealer  died  in  Toronto  a  short  time  ago  who  all 
his  life  had  made  the  getting  of  big  profits  his  ideal. 
Practically  everything  he  sold  was  a  little  above  in 
price  that  asked  by  any  other  dealer  In  his  neighbor- 
hood. But  he  never  built  up  a  large  business.  His 
customers  were  chiefly  those  who  patronized  his  store 
in  emergencies  and  a  few  old  friends  who  stood  by  him. 
And  when  he  died  his  store  had  about  the  same  half- 
dead  and  half-alive  appearance  it  had  the  day  it  was 
opened  twenty-five  years  ago. 

The  high  road  to  success  in  business  is  neither  by 
cutting  prices  nor  by  demanding  big  profits.  It  is  by 
service,  which  inspires  confidence  and  holds  trade. 

•  •     •     • 

Keep  Your  Not    long    ago,    a    merchant, 

Credit  Good.  known    to    the    writer,    twice 

returned  a  sight  draft  to  a 
certain  firm.  The  reason  he  did  so  was  because  he 
considered  that  he  should  have  a  longer  time  on  the 
goods  than  was  being  allowed  him.  He  made  no  men- 
tion of  this  to  the  firm,  however,  and  accordingly  they 
took  it  for  granted  that  lack  of  funds  was  the  reason 
for  it  being  returned.  His  credit  accordingly  went 
down  in  their  eyes. 

This  is  just  one  example  of  how  a  dealer  mav  have 
his  high  credit  standing  undermined  in  the  eyes'of  the 
wholesale  houses  he  does  business  with.  This  dealer 
really  had  plenty  of  funds  to  meet  this  draft,  and 
many  more  like  it,  but  he  did  not  realize  that  his 
action  would  indicate  otherwise. 

In  the  same  way  many  dealers  refuse  to  give  any 
particular.q  regarding  their  business  or  their  assets 
and  liabilities  to  credit  rating  agencies,  or  banks  or 
their  wholesalers.  Their  financial  standing  may  be 
excellent,  but  atjll  their  refusal  to  give  the  information 


on  which  wholesalers  must  base  the  granting  of  credit 
gives  a  very  bad  appearance.  It's  a  man's  reputation, 
not  what  he  may  really  be,  that  counts  in  securing  for 
him  a  standing  in  this  world.  In  the  same  way  it  is 
what  can  be  judged  of  a  man's  financial  standing,  not 
what  it  really  is  that  keeps  his  credit  good  with  the 
manufacturer. 


SHORT  NOTES  FROM  THE  EDITOR'S  PEN. 

Make  hay  while  the  sun  shines. 

•  •     •     * 

Don't  let  your  ambition  dwindle  as  the  temperature 
goes  up. 

•  •     •     • 

The  fountain  trade  is  at  the  flood.  Make  the  most 
of  it. 

•  •     •     • 

The  Winnipeg  convention  opens  on  August  17.  Are 
you  arranging  to  be  present? 

•  •     •     • 

The  Government  finds  no  adulteration  in  invalids' 
and  infants'  foods.    You  can  push  their  sale  with  con-/ 
fidence. 

•  •     •    '• 

During  the  holiday  season  cameras  and  supplies 
should  be  featured  sti-ongly.  This  is  also  the  big  season 
for  printing  and  developing. 

•  •     •     • 

The  big  leaks  are  soon  noticed  and  remedied,  but  the 
little  ones  are  liable  to  go  on  unnoticed  and  unreme- 
died.   Make  a  practice  qi  watching  for  the  little  leaks. 


Half  of  the  time  that  some  people  spend  in  waiting 
for  something  to  turn  up  would  be  enough  to  turn  up 
something  worth  while. 

•  •     •     • 

A  dealer  would  give  a  good  deal  to  be  thought  the 
most  accommodating  merchant  in  town.  The  way  to 
get  that  reputation  is  to  take  pains  to  please  people. 

•  «     •     • 

Seven  pharmaceutical  societies  will  hold  their  con- 
ventions in  San  Francisco  in  1915  during  the  Panama- 
Pacific  International  Exposition.  They  will  hold  a  big 
"Drug  Week" — which  for  good  measure  will  be  near- 
ly two  weeks — from  July  12  to  24,  1915. 


Of  the  134  samples  of  ice  cream  examined  by  the  In- 
land Revenue  Department,  77  were  found  genuine,  49 
adulterated  and  8  but  slightly  below  the  required 
standard.  The  standards  for  ice  cream  recjuire  14  per 
cent,  of  milk  fat  in  ordinary  ice  cream  and  12  per  cent, 
milk  fat  in  the  article  when  fruit  or  nuts  are  present. 


Taken  straight  through,  quality  considered,  tho 
country  merchant  has  the  mail  order  houso  heaten 
on  prices!  It  is  ridiculous  to  say  that  retail  mail 
order  houses  quote  the  lowest  prices  ou  all  typfls  of 
merchandise.  If  that  is  so,  why  do  they  advertise  so 
strenuously?  If  their  catalogues  contained  nothing 
lut  lowest  prices,  their  hard  work  to  secure  trade 
would  be  duverfluous;  trade  would  fi'<w  to  them  as 
naturally  as  water  flows  down  hill. 
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THB  PHOTOGRAPHS  SHOW  HOW  DRU0OI8TS  SECURE  ADDITIONAL  DISPLAY  OF  GOODS,  (1)  BY  EXTERIOR  SHOW  CASES,   (2)  BY   LOWER  WINDOW,   AND 

(31  BY  SMALL  SIDE  WINDOW 


Backing  Up  the  Windows  by  Supplementary  Display 


Methods  used  by  druggists  to  secure  additional 
display  space  to  supplement  regular  windows 


E/ERY  dealer  recognizes  that  he  must  bring  his 
wares  before  the  public  if  he  is  to  sell  them. 
And  so  he  advertises  in  the  newspapers  and 
sends  out  circulars  and  dresses  his  store  and  his  shop 
window.  The  two  latter  methods  of  getting  goods 
before  the  public  can  be  developed  by  all  without 
burdensome  expenditure,  and  should  be  developed  to 
the  utmost  for  this  very  rea.son.  The  present  article 
will  show  how  several  druggists  have  been  able  to 
extend  their  window  display  with  great  advantage. 

The  shop  window  is  a  magnet  that  will  draw  into  a 
store  a  great  proportion  of  those  who  pass  by  it  in 
their  daily  journeyings,  and  the  more  powerful  it  can 
be  made  the  better.  This  has  led  Fred  W.  Judd,  of 
St.  Thomas,  Ont.,  to  make  use  of  two  windows,  an 
upper  and  a  lower  one.  As  will  be  seen  in  the  centre 
cut  of  those  reproduced  above,  the  upper  window  is 
the  ordinary  store  one,  while  the  lower  occupies  the 
space  usually  built  up  and  probably  included  in  the 
store  basement. 

Why  Double  Display  Window  is  Valuable. 

Mr.  Judd  finds  he  stocks  quite  a  lot  of  things  that 
are  unsuitable  for  display  in  the  main  window,  but 
seem  to  fit  quite  appropriately  in  the  lower  one.  Mr. 
Judd  dresses  his  windows  once  a  week.  Sometimes  he 
fills  both  windows  with  different  brands  of  the  same 
goods.  In  fact,  this  is  the  ease  in  the  photograph, 
where  the  exhibits  are  cod  liver  oil  compounds  in  car- 
tons. Frequently  when  window-dressing  day  comes 
round,  he  clears  the  lower  window  first  and  arranges 
a  fresh  display  of  the  goods  in  the  main  window,  just 
to  have  a,nother  try  at  the  laggard  purchaser.  Some- 
times the  angler  who  casts  another  line,  even  when 
his  hopes  have  sunk  to  zero,  catches  the  biggest  fish. 
In  Mr.  Judd's  own  words:  "I  take  goods  which  have 
been  in  the  upper  window  for  a  week  and  put  them 
in  the  lower  for  a  week  or  so  more.  I  think  it  gives 
the  fickle  people  less  chance  to  forget."  There  are 
many  customers  whom  it  takes  at  least  a  week  to  make 
up  their  mind,  and  as  the  window  must  be  changed  in 
a  week  the  supplementary  window  display  may  be  the 
very  thing  that  will  attract  them. 

It  may  be  objected  that  a  low  window  such  as  has 


been  described  is  liable  to  be  broken,  but  this  conten- 
tion cannot  be  upheld,  for  the  same  reasoning  would 
apply  to  interior  show  oases,  which  are  glass  to  the 
bottom,  and  scores  of  shops  have  windows  to  light 
the  basement  let  in,  and  they  are  not  broken.  Neither 
need  such  a  window  deprive  the  basement  of  light. 
In  fact,  it  will  provide  it  with  more  light,  if  but  a 
proper  background  be  erected. 

If  the  matter  be  looked  at  closely,  there  seems  no 
reason  why  every  store  should  not  have  a  lower  win- 
dow for  display.  The  principle  of  such  display  is 
recognized  by  those  grocers  and  other  dealers  who  set 
bags  of  charcoal  and  other  goods  on  the  pavement 
just  below  their  window.  And  perhaps  the  reason 
they  have  not  adopted  a  window  of  this  description 
is  that  they  have  never  thought  of  it.  The  idea,  too, 
is  carried  out  in  those  tobacco  and  fruit  and  news 
stands  which  are  to  be  seen  in  railway  depots,  arcades, 
hotels,  and  other  public  places.  These  are  glass  al- 
most to  the  ground,  and  the  compartments  sometimes 
have  shelves  in  them.  A  glance  at  the  display  in  one 
of  these  tobacco  stands  suggests  that  a  druggist  might 
find  a  low  window  very  suitable  for  showing  cigars 
and  other  smokers'  requesites,  which  cannot  be  shown 
very  well  in  a  window  devoted  to,  say,  toilet  articles. 
A  low  window  should  be  especially  valuable  for  small 
stores  in  big  towns,  where  space  is  so  costly  and  also 
so  valuable. 

Making  Use  of  Waste  Space. 

Many  a  drug  store  stands  at  a  street  corner,  and  at 
one  side  there  is  a  small  window  which  perhaps  serves 
to  give  light  to  the  dispensing  room.  Two  druggists 
on  Carlton  street,  Toronto,  have  recognized  the  possi- 
bilities of  these  little  and  what  many  dealers  would 
call  "waste  spaces."  The  right  hand  cut,  reproduced 
here,  shows  a  small  window  in  Carnahan's  Pharmacy 
at  the  corner  of  Church  and  Carlton,  and  Mr.  Carnahan 
finds  the  window  undoubtedly  sells  articles  displayed 
in  it.  Many  a  passer-by  will  stop  and  look  at  such  a 
window,  for  the  very  reason  it  is  distant  from  the 
store  door,  and  his  observation  of  the  window  is  un- 
disturbed by  people  entering  or  leaving  the  store  or 
by  the  eye  of  a  drug  clerk  calculating  whether  he  is 
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to  come  in  or  not.  J.  P.  Taylor,  whose  drug  store  is 
at  the  cornor  of  Jarvis  and  Carlton,  utilizes  a  similar 
window  with  like  good  results.  The  articles  to  be 
displayed,  of  course,  will  depend  upon  the  nature  of 
the  trade  done  in  the  locality. 

Other  Forms  of  Supplementary  Display. 

Where  there  is  a  side  wall  but  no  window,  it  may 
be  worth  while  fixing  uj)  a  Avail  show  ease.  Parke  & 
Parke,  druggists,  corner  of  McNab  and  Market  streets, 
Hamilton,  have  a  big  case  on  their  side  wall.  The 
case  is  about  12  ft.  long  and  10  ft.  high,  and  with  sev- 
eral rows  of  shelves  in  it  shows  quite  a  variety  of 
goods  up  to  advantage.  Messrs.  Parke  also  use  shelf 
arrangements  in  their  windows  to  secure  extra  dis- 
play. 

The  value  of  shelves  and  ledges  is  well  shown  in 
the  left-hand  cut,  which  is  of  Tamblyn's  drug  store 
at  the  south  end  of  Yonge  street,  Toronto.  It  will  be 
observed  show  cases  have  been  arranged  against  the 
store  wall,  and  that  in  these,  as  well  as  in  the  adjacent 
window,  shelves  are  a  prominent  feature.  The  large 
variety  of  goods  that  can  be  displayed,  even  in  a  small 
case  or  window  by  the  aid  of  shelves,  is  to  be  noted. 
The  store  stands  at  the  entrance  to  an  arcade,  as  well 
as  being  on  one  of  Toronto's  first  streets,  which  makes 
it  an  extra  busy  spot,  and  therefore  more  valuable 
for  advertising.'  Large  and  small  cartons  of  pro- 
prietary articles,  it  will  be  observed,  are  so  commingled 
that  no  space  is  lost.  Of  course,  different  types  of 
show  cases  will  suit  different  situations  and  different 
purposes.  Tamblyn's  also  have  a  window  which  looks 
on  the  arcade.  It  is  not  shown  in  the  cut,  but  in  this 
shelves  again  take  a  prominent  part  in  the  displays  to 
attract  custom. 

The  above  are  but  a  few  ideas  in  the  way  of  secur- 
ing additional  displays  that  druggists  have  put  into 
practice.  There  are  many  others  that  have  been  adopt- 
ed, and  many  others  that  will  come  to  the  mind  of 
dealers  in  the  course  of  business.  If  any  method  of 
securing  a  supplementary  display  has  come  to  your 
notice  or  suggests  itself  to  you,  pass  it  along  to  The 
Retail  Druggist  for  the  benefit  of  your  fellow-dealers. 


Passing  Thoughts  on  Business 

BY  fV.  L.  E. 

Advertising  is' a  good  fertiliser  for  quiet  trade. 

Business  ■will  become  cool  even  in  hot  weather  if 
you  permit  it  to  do  so. 


Aggressive  business  men  do  not  allow  the  grass  to 
grow  under  their  feet,  even  in  midsummer. 

While  you  are  waiting  for  the  crops  to  create  better 
trade  conditions,  practice  those  things  in  your  own 
bnsiness  which  will  help  to  bring  them  about. 

Obstacles  in  business  cause  some  men  to  attain  to 
heights  of  success  greater  than  would  have  been  the 
case  had  their  pathway  been  smooth  and  even. 


BIG  "DRUG  WEEK"  IN  SAN  FRANCISCO  IN  1915. 

Over  50,000  druggists  will  be  represented  at  the  Pan- 
ama-Pacific International  Exposition,  during  "Drug 
Week" — which  for  good  measure  is  nearly  two  weeks, 
being  from  July  12  to  24,  1915 — in  the  conventions  of 
the  seven  principal  associations  of  druggists  and  phar- 
macists in  America,  with  a  sprinkling  from  foreign 
lands.  Details  of  the  meetings  were  worked  out  recent- 
ly at  a  meeting  of  the  California  Pharmaceutical  Asso- 
ciation, following  an  address  by  James  A.  Barr,  chief 
of  the  Bureau  of  Conventions  of  the  exposition.  Speak- 
ing of  the  successful  efforts  to  secure  these  conventions 
for  the  exposition,  K.  B.  Bowerman,  secretary-treasurer 
of  the  state  association,  said  that  the  drug  men  very 
probably  would  bring  with  them  an  elaborate  display 
of  exhibits,  and  added: 

"This  joint  convention  of  all  the  drug  men  in  Ameri- 
ca is  unique  in  history.  It  is  the  first  time  they  have 
ever  got  together  on  anything  like  so  large  a  scale.  The 
bodies  which  will  meet  here  in  1915  as  the  guests  of  the 
exposition  and  of  the  California  Pharmaceutical  Asso- 
ciation are  the  American  Pharmaceutical  Association, 
with  about  12,000  members ;  the  National  Association 
of  Retail  Druggists,  the  largest  body  of  the  kind  in  the 
world,  with  about  22,000  members;  the  National  Asso- 
ciation of  Wholesale  Druggists;  the  Conference  of  Fac- 
ulties of  Pharmaceutical  Colleges;  the  Retail  Drug 
Clerks'  Association;  and  the  American  Druggists'  Syn- 
dicate, with  17,000  members.  The  delegates  from  the 
Syndicate  will  charter  a  steamer  and  come  to  San  PVan- 
cisco  through  the  canal,  transacting  most  of  their  busi- 
ness on  the  way,  so  as  to  give  their  time  while  here  to 
the  enjoyment  of  the  wonders  of  the  exposition. 

"It  is  expected  also  that  the  various  state  boards  of 
pharmacy  from  the  states  generally  also  will  be  pres- 
ent. We  expect  to  establish  a  downtown  headquarters 
and  bureau  of  information  for  the  benefit  of  delegates, 
and  in  connection  with  it  the  manufacturing  druggists 
are  contemplating  installing  a  fine  exhibit." 


STORY  OF  FARRINGTON'S  DRUG  STORE. 

Frank  Farrington,  probably  the  best  known  of  phar- 
maceutical writers,  has  written  the  story  of  how  he 
built  up  a  drug  business,  developing  it  from  practically 
nothing  to  a  significant  success. 

This  book  is  called  "Making  a  Drug  Store  Pay,"  and 
it  gives  all  the  details  of  Mr.  Farrington 's  methods ;  the 
figures  of  his  business,  his  struggles  with  competition, 
his  many  advertising  plans,  his  successful  and  unsuc- 
cessful side  lines,  his  personal  experiences. 

The  candy  trade,  soda  water  business,  cigar  business, 
and  no  end  of  other  lines  that  go  with  the  drug  store 
are  treated  explicitly.  Mr.  Farrington  gives  the  actual 
advertising  he  used  and  the  advertisements  are  shown 
in  just  the  form  he  used  them.  Any  druggist  can  take 
them  from  the  book  bodily  and  use  them  for  his  own 
store.  There  are  some  two  hundred  actual  advertise- 
ments covering  all  drug  store  lines. 

Much  that  Mr.  Farrington  has  told  in  the  drug  jour- 
nals about  his  advertising  plans  is  given  here  in  detail. 
This  book  ought  to  be  worth  a  hundred  dollars  to  any 
druggist.  It  is  the  best  drug  store  book  that  has  ever 
come  into  our  hands  and  we  predict  that  it  will  become 
as  staple  with  druggists  as  the  dispensatory  itself. 

Bound  in  blue  cloth,  6x9  inches,  303  pages,  18  chap- 
ters, price  $2,  postpaid.  Orders  accepted  at  this  office 
at  the  above  price. 
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Changes  Will  be  Made  in  Ontario  College  Course 


Report  of  the  proceedings  of  the  Council  of  Ontario 
College  of  Pharmacy  at  their  June  Meeting — 
Items  of  interest  to  druggists  and  students  dealt  with 


VICE-PRESIDENT   A.   J.   JOHNSON,    of   Sarnia, 
took  the  chair  at  the  semi-annual   meetings  of 
the  Ontario  College  of  Pharmacy,  held  in  To- 
ronto in  the  first  week  in  June. 

A  letter  was  read  from  President  Jury,  mailed  from 
Singapore  on  April  8,  regretting  his  absence,  and  the 
council  passed  a  resolution  wishing  him  renewed 
health  and  vigor  and  a  speedy  and  safe  return  home. 

Course  Changes. 

It  was  decided  that  on  and  aftef  September,  1915, 
the  fees  for  the  junior  course  be  $65,  and  the  general 
lecture  fee  for  the  senior  course  $100. 

Prof.  P.  L.  Scott's  proposed  modifications  and  addi- 
tions to  his  lecture  course  were  adopted.  The  course 
will  now  include  six  or  eight  lectures  on  "First  Aid 


HAVE  YOU  PLANNED  YOUR  PAPER  YET  FOR 
THE  WINNIPEG  CONVENTION? 

HAVE  you  planned  your  paper  yet  for  the  contest 
for  the  best  papers  submitted  by  druggists  at 
the  Winnipeg  Convention?  If  not,  it  is  time 
to  get  busy.  Notice  of  the  submission  of  papers  must 
be  in  the  hands  of  the  local  secretary  not  later  than 
July  1^  and  all  papers  must  be  in  by  August  10. 

The  points  on  which  the  papers  will  be  judged  are 
as  follows:  (1)  As  to  value  of  the  paper  as  applied 
to  present-day  pharmacy,  either  professional  or  com- 
mercial; (2)  as  to  the  practical  limitations  of  the  sub- 
ject; (3)  as  to  originality  of  subject  matter;  (4)  as  to 
monetary  value  in  relation  to  practical  pharmacy. 
The  prizes  in  cash  will  be  $50  for  first,  $25  for  second, 
and  $15  for  third. 

Two  special  prizes  of  $20  and  $10  will  be  awarded 
to  the  certified  clerk  or  registered  apprentice  present- 
ing the  best  paper  on  any  one  of  the  following  sub- 
jects: (1)  A  clerk's  relationship  to  his  employer;  (2) 
an  employer's  relationship  to  his  clerk;  (3)  practical 
ideas  on  salesmanship;  (4)  the  value  of  a  college  train- 
ing; (5)  the  advantages  of  advanced  preliminary 
qualifications. 


to  the  Injured  and  Sick,"  a  similar  number  on  the 
principles  of  bacteriology,  and  practical  exercises 
on  bandages  and  microscopical  studies  of  tissues.  At 
the  same  time,  the  lectures  on  botany  will  be  curtailed 
by  leaving  out  parts  more  of  scientific  than  practical 
importance,  and  having  no  bearing  on  materia  medica. 
Samples  of  distinctive  carbolic  acid  bottles  were 
submitted  to  the  council,  and  members  of  the  council 
who  hold  district  meetings  are  to  bring  this  subject  up, 
and  also  the  suggestion  of  a  special  label.  By  having 
an  expression  of  the  opinions  of  the  druggists,  it  is 
hoped  some  definite  idea  as  to  a  label  and  bottle  that 
would  meet  with  general  approval  can  be  arrived  at. 

Delegates  to  Winnipeg. 

J.  T.  Pepper,  Woodstock,  and  W.  H.  Worden,  To- 
ronto, were  appointed  delegates  to  the  Canadian  Phar- 
maceutical Association  convention  at  Winnipeg.  They 
will  urge  on  the  convention  inter-provincial  recipro- 
city of  registration  on  the  basis  that  candidates  be 


"graduates  in  pharmacy  who  possess  evidence  of  suit- 
able preliminary  educational  standing,  and  have 
served  an  apprenticeship  of  not  less  than  three  years 
with  a  qualified  pharmacist,  and  attended  two  courses 
of  lectures  in  a  recognized  school  or  college  of  phar- 
macy, or  two  years'  apprenticeship  with  two  full 
academic  years  of  collegiate  instruction,  and  have 
passed  an  examination  in  theoretical  and  practical 
chemistry,  chemistry,  pharmacy,  botany,  materia 
medica,  and  dispensing." 

The  requests  of  E.  F.  Grandy,  of  Newmarket,  Fred 
G.  M.  Hinman,  of  Cobourg,  and  D.  H.  Hooper,  of  Fort 
William,  to  be  registered  as  apprentices  were  granted. 

E.  J.  Madill,  >of  Tara,'  Ont. ;  W.  C.  Riddell,  St.  Cath- 
arines, and  J.  Tasse,  Vancouver,  B.C.,  were  granted 
new  diplomas  to  replace  ones  destroyed  by  fire.  J.  W. 
Cairns,  Winnipeg,  was  granted  an  0.  C.  P.  College 
gold  medal  to  replace  one  stolen. 

Henry  Walters,  Ottawa,  presented  the  college  with 
four  volumes  of  the  "Wild  Flowers  of  Great  Britain" 
and  two  volumes  of  the  "British  Flora  Medica." 

Prize  Essays. 

President  Jury's  two  essay  prizes  were  divided  be- 
tween John  A.  Maher,  of  Picton,  Ont.,  and  A.  B.  Laing, 
of  Windsor,  Ont. 

Among  suggested  changes  in  the  course  of  instruc- 
tion at  the  college  put  forward  by  Mr.  Maher  was  the 
provision  of  a  men's  residence,  the  extension  of  the 
course  of  study  to  two  years,  and  the  fixing  of  the 
entrance  matriculation  a  year  lower  and  the  0.  C.  f . 
diploma  a  year  higher.  To  compromise  with  opponents 
of  a  two-year  course  of  study,  Mr.  Maher  suggested 
having  an  intermediate  standard  with  a  series  of  post- 
graduate courses  optional — that  is,  have  the  matricu- 
lation standard  as  at  present,  but  give  a  man  passing 
his  first-year  papers  as  "qualified  pharmaceutical  as- 
sistant"— a  second-year  man  the  standing  as  "phar- 
maceutical chemist,"  which  would  entitle  him  to  attain 
the  bachelor  or  pharmacy  degree  of  the  University  of 
Toronto,  while  an  even  further  course  for  "Ph.D." 
might  be  added. 

Mr.  Laing  suggested  the  writing  off  of  botany  alto- 
gether or  merging  it  with  materia  medica,  less  detail 
on  everyday  pharmaceutical  operations,  e.g.,  filter 
folding,  and  more  practical  instruction  in  the  manu- 
facture of,  say,  compressed  tablets,  tablet  triturates, 
and  hypodermic  tablets.  Regarding  chemistry,  he  sug- 
gested two  alternatives:  (a)  Split  up  this  course,  and 
allow  the  advanced  work  to  be  optional  with  students ; 
(b)  dispense  with  advanced  work  altogether,  and  de- 
vote the  time  gained  to  practical  instruction  in  sales- 
manship, accounting,  window  and  store  trimming,  and 
possibly  typewriting  and  multigraphing. 


New,  But  She  Knew. 

Customer  (in  big  store) — Where  is  your  complaint 
department? 

New  Sales  Girl — Complaint?     The  patent  medicine 
counter  is  three  aisles  to  the  right,  lady. 
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Big  Preparations  Being  Made  for 
the  Winnipeg  Convention 


WINNIPEG  MAN. — (Staff  Correspondence.) — Big  preparations  are  be- 
ing made  by  the  local  as  well  as  the  Dominion  executive  for  the  annual  con- 
vention of  the  Canadian  Pharmaceutical  Association,  which  opens  in  this  city 
on  August  17.  If  the  efforts  and  enthusiasm  of  those  in  charge  of  affairs  is 
any  gauge  of  its  success,  this  year's  convention  is  bound  to  stand  out  promi- 
nently in  point  of  successfulness.  The  local  men  are  "all  on  their  toes,"  and 
are  working  hard  to  make  this  the  largest,  most  enthusiastic,  profitable,  and 
enjoyable  gathering  of  the  druggists  of  Canada  that  has  ever  been  held. 

Arrangements  have  just  been  completed  for  holding  the  convention  at 
the  Port  Garry  Hotel,  the  new  Grand  Trunk  Pacific  $2,000,000  hotel  in  the 
heart  of  the  city,  and  immediately  opposite  the  new  Union  Station  of  the  G. 
T.  P.  and  C.  N.  R.  A  convention  hall  has  been  secured  in  the  hotel,  and  also 
a  special  rate  secured  for  rooms  in  the  hotel  for  those  who  attend  the  con- 
vention. The  rates  for  delegates  will  be  $2  to  $6,  with  the  privilege  of  double 
occupancy.  Thus,  where  two  occupy  a  room,  the  rates  will  run  from  $1  to 
$3  each. 

Most  favorable  transportation  arrangements  have  been  made  for  the 
convention.  The  railroad  rat«s  will  be  single  fare  round  trip,  and  tickets  will 
be  good  from  August  13  to  September  3,  so  that  anyone  desiring  can  make 
a  good  holiday  of  it.  Pullman  and  dining  car  are,  of  course,  extra,  and  parties 
taking  the  Upper  Lakes  trip  pay  $9  one  way  or  $13  both  ways.  When  a  dele- 
gate purchases  his  ticket  he  asks  for  a  convention  certificate.  For  a  rising 
charge  of  25  cents  he  gets  return  transportation. 

Definite  arrangements  have  not  been  made  as  yet  regarding  the  entertain- 
ment of  the  delegates,  but  they  will  be  given  an  opportunity  of  seeing  the  city 
and  of  enjoying  themselves  during  their  stay. 

All  that  is  now  necessary  to  make  the  convention  a  successful  one  is  a 
good  attendance.  Winnipeg  is  an  ideal  convention  city,  and  the  C.  Ph.  A.  con- 
vention affordg  an  excellent  opportunity  for  the  druggist  to  have  an  excellent 
holiday,  and  at  the  same  time  help  along  the  trade  and  association  in  which  he 
is  so  deeply  interested.  Druggists  should  now  be  making  their  plans  to  be  in 
attendance. 
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NEWS  OF  THE  TRADE 

From  Coast  to  Coast 


Quebec  and  Maritime  Provinces 

The  Legere  Drug  Co.'s  store  at  Moncton,  N.B.,  has 
been  damaged  by  fire. 

A.  A.  Gelinas  &  Co.,  patent  medicine  manufacturers, 
St.  Barnabe,  have  registered. 

The  People's  Drug  Store,  Inverness,  N.S.,  in  which 
the  partners  were  A.  G.  Carmichael  and  John  Coady, 
has  dissolved. 

Stevens  l^ros.,  druggists,  Woodstock,  N.B.,  have  re- 
gistered in  a  co-partnership  between  D.  C.  Stevens,  H. 
T.  Stevens,  and  J.  C.  Stevens. 

J.  A.  Harte's  drug  store,  Notre  Dame  street,  Mont- 
real, was  entered  through  a  front  basement  window 
and  $15  was  taken  from  the  cash  register. 

The  annual  meeting  of  the  Quebec  Association  was 
held  at  Quebec  City  on  June  8th  and  9th.    In  the  elec- 


Major  Lyman 
The  well-known  drug  manufacturer,  who  waa 
drowned  in  the  Empress  of  Ireland.  A  sketch  of 
his  career  appears  on  the  opposite  r  age. 

tion  for  council  the  retiring  members  were  re-elected, 
viz. :  Messrs.  Godbout,  Joliceur,  La  Roche,  Fraser, 
Reynolds,  and  Spearman. 

Messrs.  E.  W.  Mair,  of  Woodstock;  G.  M.  Ross,  G. 
E.  Barbour,  F.  T.  Barbour,  and  Frank  K.  Stuart,  of 
St.  John,  are  applying  for  incorporation  as  the  Ross 
Drug  Company,  with  an  authorized  'capitalization  of 
$40,000  and  head  office  at  St.  John. 

At  the  annual  meeting  in  Montreal  of  the  National 
Drug  &  Chemical  Company,  it  was  reported  that  the 
amount  brought  forward  was  $100,337.  The  first  four 
months  of  the  year  business  was  good,  but  for  the  bal- 
ance of  the  twelve  months  it  dropped  off.  No  change  in 
dividends  was  declared. 

Ontario. 

Nature's  Creation  Co.,  of  Canada,  Ltd.,  Toronto,  has 
been  constituted  with  $40,000  capital,    to    make  and 


deal  in  medicines  and  drugs.    The  provisional  directors 
include  E.  Mack  and  C.  A.  Barnes.. 

F.  C.  Weber,  of  Peterborough,  Out.,  is  opening  a 
new  store. 

Hugh  Johnston,  druggist,  Tilbury,  Ont.,  suffered 
loss  by  fire. 

The  drug  store  of  Geo.  A.  Evans  has  removed  from 
832  to  818  Yonge  street,  Toronto. 

The  Grimsby  Specialty  Co.,  Grimsby,  has  received 
Ontario  incorporation  to  deal  in  soap  preparations 
and  toilet  requisites,  with  $50,000  capital. 

Dr.  Jones'  drug  store  in  Marmora  suffered  damage  in 
a  fire  which  destroyed  many  buildings  in  the  village. 

The  Sterling  Gum  Co.,  of  Canada,  Toronto,  has  been 
constituted  with  $10,000  capital,  to  deal  in  chewing 
gum  and  confections. 

The  Strong  Drug  Co.  of  Haileybury,  Ont.,  held  a 
formal  opening  of  their  enlarged  store  on  May  30, 
when  some  3,000  roses  were  given  away  to  customers. 

Because  he  was  refused  cocaine,  a  dope  fiend  at- 
tempted to  stab  William  C.  Soper,  344  Richmond  street, 
London,  Ont.,  a  drug  clerk  in  charge  of  the  Taylor 
Drug  Company's  store  at  Horton  and  Wellington 
streets. 

The  Toronto  Pharmacal  Co.,  Ltd.,  Toronto,  has  been 
constituted  with  $100,000  capital,  to  manufacture  and 
sell  drugs  and  druggists'  specialties.  The  provisional 
directors  are  Harry  Sherris,  C.  D.  Damel  and  Henry 
Sutherland,  manufacturers. 

Mr.  J.  Gardiner,  with  Cecil  Rorabeck,  North  Bay, 
has  succeeded  Mr.  W.  Greenshields  as  traveling  repre- 
sentative for  the  Toronto  Pharmacal  Co.,  Limited.  Mr. 
Greenshields  has  taken  an  inside  position  with  their 
house  as  sales  manager. 

A  thousand  balloons  carrying  tags  worth  from  10 
cents  to  $2  were  liberated  in  Hamilton  on  Saturday, 
June  20,  by  McKee's,  Limited,  successors  to  Hen- 
nessey's, at  7  King  street  east,  to  mark  the  opening  of 
the  remodeled  and  enlarged  drug  store. 

On  the  occasion  of  his  marriage  to  Miss  Hales,  of 
Guelph,  G.  P.  McKay,  of  the  filtration  plant  laboratory, 
Toronto,  was  the  recipient  of  a  handsome  case  of  silver 
presented  to  him  on  behalf  of  the  employes  of  the  plant 
by  Mr.  Howard,  bacteriologist  in  charge  of  the  filtra- 
tion laboratories. 

The  A.  L.  Smith  Company,  Ltd.,  Port  Arthur,  has 
been  constituted  to  deal  in  drugs  and  druggists 's  spe- 
cialties, with  $40,000  capital.  The  provisional  directors 
are :  A.  Langman  Smith  and  Russell  Hodgins,  drug- 
gists; J.  A.  Crozier,  T.  D.  MacGillivray  and  G.  E. 
Eakins,  physicians,  and  D.  J.  Cowan,  barrister. 

EVart  Foster,  chief  chemist  in  the  employ  of  the  Con- 
sumers' Gas  Co.,  of  Toronto,  was  accidentally  killed  in 
an  explosion  which  partly  wrecked  the  company's  gen- 
erating plant.  Mr.  Foster,  who  was  single,  and  about 
30  years  old,  was  a  nephew  of  Mr.  C.  McDonald  Hay, 
general  manager  of  Lyman  Bros.,  Toronto.  He  has 
been  laid  to  rest  in  the  village  of  Scotland,  where  his 
widowed  mother  and  only  sister  live  to  mourn  his  sud- 
den end. 

W.  H.  C.  Jackson,  Parry  Sound,  who  was  a  graduate 
with  first-class  honors  of  the  Ontario  College  of  Phar- 
macy, in  Toronto,  in  May,  1914,  has  commenced  his  du- 
ties as  head  clerk  in  Gibson's  Red  Cross  Drug  Store  in 
Kingston.  Mr.  Jackson  has  also  just  received  his  de- 
gree of  Phm.B.  from  Toronto  University. 

Manitoba. 

Wallace,  Muir  &  Sparling  have  taken  over  the  drug 
business  at  Swan  Lake  lately  run  by  R.  L.  Davidson. 
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W.  H.  Morrison,  druggist,  Dauphin,  has  sold  to  W. 
Robsou. 

H.  A.  Patterson,  druggist,  Strathclair,  has  been  suc- 
ceeded by  D.  W.  Lyal. 

R.  L.  Davidson,  druggist.  Swan  Lake,  has  been  suc- 
ceeded by  Wallace.  Muir  and  Sparling. 

Saskatchewan. 

R.  T.  Chown,  druggist.  Saskatoon,  has  sold  out. 

J.  II.  McMillan  has  opened  a  drug  store  at  Lawson. 

W.  J.  Bates,  Glen  Ewen  has  been  succeeded  by  J. 
Faye. 

Dr.  II.  \V.  Paddell,  Swift  Current,  has  disposed  of  his 
drug  stock. 

J.  A.  Lord  has  taken  W.  A.  Wilson  as  a  partner  in 
his  drug  business  at  Kindersley. 

The  Soutli  Side  Drug  Co.,  Swift  Current,  of  which 
D.  Forsyth  is  the  proprietor,  has  put  in  a  new  stock. 

The  Watrous  Drug  and  Stationery  Co.,  Limited, 
Young,  Sask.,  has  been  succeeded  by  the  Manitou  Drug 
and  Stationery  Co. 

Dominion  I>rug  Store,  Limited,  with  head  office  at 
Gravelborough,  Sask.,  has  been  incorporated  at  Regina 
with  $20,000  Capital. 

S.  J.  Clotworthy,  of  the  Campbell  Drug  Company, 
and  Argue,  Ltd.,  have  gone  into  partnership  and  to- 
gether purchased  the  business  of  the  Western  Drug 
Company  in  Saskatoon.  It  is  the  intention  of  the  new 
firm  to  continue  to  operate  the  three  stores.  It  is  prob- 
able that  the  name  of  "The  Western  Drug  Company" 
will  be  adopted. 

Regarding  the  news  paragaph  in  our  June  issue, 
which  stated  "the  Kerrobert  Pharmacy  Co.,  Kerrobert, 
has  started  business,"  W.  A.  Carley,  pharmacist,  Ker- 
robert, Sask.,  writes:  "Your  item  has  caused  me  to 
be  flooded  with  statements  of  accounts  of  a  firm  who 
made  an  assignment  some  two  years  ago.  I  would 
greatly  appreciate  the  correction  of  this.  I  am  doing 
business  under  my  own  name,  using  for  Kerrobert  only 
the  title  Kerrobert  Pharmacy." 

Alberta. 
Retlaw  has  now  two  drug  stores.    Dr.  G.  M.  Shaw, 
who  owns  one,  comes  from  Bassano.  The  McNabe  Drug 
Co.,  from  Brooks,  have  opened  in  the  Merrimau  Build- 
ing. 

British  Columbia. 

J.  H.  Moran,  Vancouver,  has  moved  into  a  new  drug 
store  at  the  corner  of  Broadway  and  Cambie  street. 

Mr.  Oatway,  of  Vernon,  has  accepted  an  appoint- 
ment with  the  Cranbrook  Drug  &  Bopk  Co.,  Cranbrook. 

E.  Anderson,  of  Port  Moody,  is  opening  a  drug  store 
opposite  the  new  C.P.R.  depot  on  Cordova  street,  Van- 
couver. 

In  making  additions  to  his  Fernie,  B.C.,  store,  N.  E. 
Suddaby  adopted  the  Minton  style  case  as  made  only 
by  Kent-MeClain,  Limited,  Toronto. 


H.  H.  LYMAN  DROWNED. 


Going  Some. 

A  German,  who  had  not  been  in  this  country  very 
long,  walked  into  a  drug  store  one  day.  The  first 
thing  that  caught  his  attention  was  an  electric  fan 
buzzing  busily  on  the  soda  counter.  He  watched  it 
with  great  interest  for  some  time,  then,  turning  to  the 
clerk,  he  said : 

"Py  golly!  Dat's  a  tam'd  lifely  squirrel  vot  you 
got  in  dare,  ain't  id?" 

The  man  who  is  always  a  little  late  does  more  than 
merely  inconvenience  others.     He  loses  opportunities. 


Well-known  Drug  Manufacturer  Perishes  in  Empress 
of  Ireland  Disaster. 

Among  the  victims  of  the  Empress  of  Ireland  disaster 
in  the  St.  Lawrence  there  was  none  better  known  to 
druggists  throughout  Canada  than  Henry  Herbert 
Lyman,  of  Montreal,  who  perished  with  his  wife. 

Mr.  Lyman,  who  was  head  of  the  old-established 
drug  firm  of  Lyman's,  Limited,  was  born  in  Montreal 
on  December  21,  iSfA.  He  was  educated  at  the  West 
End  Academy,  at  the  Montreal  High  school,  and  at 
McGill  University.  He  obtained  his  business  training 
in  the  office  of  Lyman,  Clare  &  Co.,  wholesale  druggists, 
of  Montreal,  and  became  a  partner  in  1885,  the  firm's 
name  having  been  changed  to  Lyman,  Sons  &  Co.  Later, 
when  the  sister  firm  of  Lyman  Bros.  &  Co.,  Toronto, 
was  converted  into  a  joint  stock  company,  he  also  be- 
came vice-president  of  it.  On  the  death  of  his  father 
he  followed  in  the  presidency  of  the  Toronto  house  as 
well  as  in  the  senior  partnership  of  the  Montreal  busi- 
ness. Mr.  Lyman  served  in  the  Royal  Highlanders 
from  ensign  to  senior  major,  retiring  in  1891.  He  was 
esteemed  both  as  an  employer  and  a  citizen,  and  his 
public  spirit  is  shown  by  large  bequests,  many  of  them 
to  bodies  in  which  he  held  office.  His  will  has  been 
filed  for  probate  at  Montreal. .  The  bequests  are  as  fol- 
lows: 

To  McGill  University,  Lyman's  entomological  collec- 
tion, library  and  cases,  and  the  sum  of  $20,000. 

To  aid  in  the  establishment  of  a  Montreal  public 
library,  free  from  all  civic  or  ecclesiastical  control, 
$125,000. 

To  the  Children's  Memorial  Hospital,  $25,000,  in 
memory  of  the  late  Roswell  Cross  Lyman. 

To  the  Numismatic  and  Antiquarian  Society,  $10,000 ; 
to  the  Historical  Society,  $10,000;  to  the  Montreal  Gen- 
eral Hospital,  $3,000;  to  the  Royal  Victoria  Hospital, 
$3,000;  to  the  Protestant  House  of  Industry,  $2,000; 
to  the  Protestant  Hospital  for  Insane,  $3,000;  to  the 
Anti-Tuberculosis  League,  $1,000;  to  the  Sailors'  In- 
stitute, $2,000;  to  the  Grace  Dart  Home,  $2,000  j  for 
missionary  purposes,  $10,000. 

B.  0.  PHARMACISTS  ELECT  DELEGATES  TO 
WINNIPEG. 

NEW  WESTMINSTER.— Reports  submitted  at  the 
annual  convention  of  the  British  Columbia  Pharma- 
ceutical Society,  held  in  this  city,  showed  business  con- 
ditions rather  slack  at  preseint,  but  an  improvement  is 
being  noticed.  President  Emery,  of  Victoria,  presided. 
A  resolution  of  sympathy  was  passed  and  forwarded 
to  the  widow  and  family  of  the  late  T.  A.  Muir,  New 
Westminster,  a  former  member  of  the  council.  The 
next  annual  meeting  will  be  held  in  Victoria  next  June. 
The  council  of  the  association,  elected  by  a  mail  bal- 
lot, is:  Messrs.  Thos.  H.  Robinson,  Vancouver;  Joseph 
Emery,  Victoria ;  and  F.  J.  MacKenzie,  M.L.A.,  New 
Westminster.  The  following  officers  for  the  ensuing 
.year  were  elected :  President,  M.  Mills,  Vancouver ; 
vice-president,  Geo.  Cameron,  Vancouver;  registrar- 
treasurer,  James  Browne,  Vancouver  (re-eleeted). 
Messrs.  John  Cochrane,  Victoria,  and  James  Browne 
were  appointed  delegates  to  the  Canadian  Pharma- 
ceutical Association  meetings  in  Winnipeg  on  Aug.  17. 


In  making  store  improvements  A.  Berlangette,  of 
Queen  St.  E.,  Toronto,  continues  to  show  his  preference 
for  the  Eclipse  all  glass  construction  ease  as  made  by 
Kent-McClain,  Limited. 
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News  From  Coast  to  Coast  of  Interest  to  Druggists 


IVbal  is  going  on  all  over  Canada  of  in- 
terest to  men  engaged  in  the  drug  business 


SASKATCHEWAN  PHARMACEUTICAL  NEWS 

(Special  to  The  Retail  Druggist  of  Canada) 

Regina,  Sask.,  June  20. — Arrangements  for  the  estab- 
lishment of  a  college  of  pharmacy  in  this  province, 
whereby  the  association  undertook  to  provide  a  cer- 
tain sum  of  money,  provided  that  the  university  at 
Saskatoon  would  establish  a  course  of  study  in  phar- 
macy, were  finally  approved  of  by  the  association  at 
its  annual  meeting  last  year. 

As  a  result,  the  college  was  started  at  the  begin- 
ning of  this  year,  with  an  attendance  of  twenty-two 
students,  which  is  ample  evidence  of  the  need  of  such 
an  institution,  and  abundant  testimony  of  the  appre- 
ciation by  the  students  of  the  important  advance  made 
by  the  association. 

The  success  of  the  college  on  the  first  year  of  its 
existence  is  a  source  of  considerable  gratification  on 
the  part  of  the  members  of  the  council  who  have  had 
the  most  to  do  with  the  negotiations. 

The  final  decision  to  recommend  such  an  important 
step  was  not  reached  without  a  considerable  amount 
of  misgiving  and  fear  for  its  success.  However,  the 
rnost  satisfactory  attendance  on  the  first  year  of  its 
birth  has  gone  far  to  dispel  the  fears  of  the  worst 
pessimist,  and  is  ample  justification  for  the  hope  that 
its  success  is  already  assured. 

Students  in  attendance  at  the  session  just  closed 
all  speak  in  glowing  terms  of  the  facilities  which  were 
provided,  and  of  the  professors  in  charge. 

Two  members  of  the  examining  board  paid  a  visit 
to  the  college  in  the  early  spring  and  made  special 
arrangements  regarding  the  examination  to  be  held  at 
the  close  of  the  term. 

This  action  was  found  necessary  for  the  reason  that 
the  by-laws  of  the  association  provide  for  the  examina- 
tion to  be  held  early  in  the  month  of  June.  And  as 
it  would  not  be  wise  to  keep  the  students  waiting  for 
the  weeks  that  would  have  to  elapse  between  the  end 
of  the  college  term  and  the  first  week  in  June,  nor 
would  it  be  possible  for  this  year  to  move  backward  the 
date  of  the  regular  examination,  they  decided  that  for 
this  year  it  would  be  expedient  to  hold  the  examina- 
tion at  the  university,  in  addition  to  the  regular  one 
June. 

Out  of  the  twenty-two  students  writing  on  the  uni- 
versity examination,  twenty  succeeded  in  passing,  and 
their  names  will  be  submitted  to  the  annual  meeting 
of  the  association,  with  the  recommendation  that  the 
registrar  be  authorized  to  add  their  nam€s  to  the  roll 
of  members. 

The  professors  who  compose  the  teaching  staff  of 
the  college  are:  Botany,  Prof.  Willing;  chemistry, 
Prof.  McLaurin,  Ph.D.,  and  Prof.  Basterfleld,  B.Sc; 
pharmacy,  materia  mediea,  and  dispensing.  Prof.  Alex. 
Campbell. 

SASKATCHEWAN  PHARMACISTS  WILL  MEET  IN 
PRINCE  ALBERT. 

The  regular  annual  meeting  of  the  Saskatchewan 
Pharmaceutical  Association  will  be  held  this  year  on 
Tuesday,  the  14th  day  of  July,  in  the  city  of  Prince 
Albert. 


Mr.  Charles  McDonald,  the  resident  member  of  the 
pharmacy  council,  and  who  is  also  an  ex-Mayor  of  the 
northern  city,  is  doing  all  he  can  to  make  the  visit  to 
his  city  a  pleasant  one.  It  is  expected  that  there  will 
be  quite  a  large  attendance  of  members. 

The  election  for  council  of  pharmacy,  recently  held, 
resulted  .in  the  following  seven  being  declared  elected 
for  the  next  two  years:  W.  Pennington,  Moosomin; 
Chas.  McDonald,  Prince  Albert;  R.  H.  Porteous,  Car- 
lyle ;  R.  B.  Taylor,  Melville ;  Jno.  Nicoll,  Battleford ;  S. 
T.  Atkinson,  Saskatoon ;  Robert  Martin,  Regina. 


SUCCESSFUL  AT  REGINA  EXAMINATIONS 

Regina,  Sask.,'  June  20. — The  regular  annual  exam- 
ination of  the  Saskatchewan  Pharmaceutical  Associa- 
tion was  held  in  Regina  on  the  first  Wednesday  and 
Thursday  in  June.  The  following  candidates  succeed- 
ed in  passing:  J.  Kelly,  Maple  Creek;  A.  Arthur 
Jones,  Regina;  Joseph  Wright,  Maymont;  Arthur  K. 
Oliver,  Battleford ;  G.  N.  Cousins,  Maple  Creek ;  M.  W. 
Johnston,  Ninga;  J.  H.  McMillan,  Lawson;  A.  W. 
Holmes,  Saskatoon;  Sidney  R.  Tout,  Port  William; 
Burton  A.  Glenn,  Prince  Albert;  F.  L.  Connors,  Win- 
nipeg; A.  C.  Mathers,  Winnipeg;  J.  H.  Meahan,  Win- 
nipeg ;  R.  J.  T.  Jones,  Regina ;  George  E.  Rae,  Edmon- 
ton ;  Harold  Hudson,  Zealandia ;  W.  H.  Richards,  Win- 
nipeg; J.  R.  Lawson,  Minnedosa;  Miss  Mary  Patten, 
Winnipeg;  J.  E.  McNeil,  Holland;  P.  A.  Young,  Cjf- 
press  River;  H.  J.  Winton,  Govan;  W.  Massig,  Gray- 
son; E.  B.  Walker,  Brandon;  Chas.  McCloy,  Winni- 
peg; Miss  E.  M.  Hall,  Sintaluta;  Jno.  Saunderson, 
Swift  Current;  C.  H.  Lander,  Regina;  B.  H.  Loeppky, 
Winnipeg;  J.  H.  Pascoe,  Killarney. 


NEW  COUNCIL  ELECTED  AT  MONTREAL. 

MONTREAL.— Mr.  John  E.  Tremble  presided  at  the 
44th  annual  meeting  of  the  Pharmaceutical  Associa- 
tion at  the  University  of  Laval,  Montreal.  The  follow- 
ing will  compose  the  council  for  1914-15:  A.  L.  Joli- 
coeur,  E.  P.  Laroche,  E.  C.  Fraser,  H.  W.  Reynolds,  F. 
H.  Spearman,  J.  A.  D.  Godbout,  J.  E.  Tremble,  A.  J. 
Lawrence,  J.  A.  W.  Lecours,  A.  L.  Boucher,  and  Jos. 
Asselin. 


DOMINION  PHARMACISTS  WILL  BE  INVITED 
TO  ST.  JOHN. 

ST.  JOHN,  N.B.— Vice-President  H.  J.  Mowatt,  in 
the  absence  of  President  J.  McD.  Coke,  of  Moncton, 
took  the  chair  at  the  annual  meeting  here  of  the  New 
Brunswick  Pharmaceutical  Society. 

It  was  decided  to  extend  an  invitation  to  the  Cana- 
dian Pharmaceutical  Association  to  meet  in  St.  John 
next  summer.  It  was  stated  that  the  association  had 
met  in  every  province  so  far  except  New  Brunswick, 
and  had  already  met  twice  in  Toronto,  so  that  the 
members  were  hopeful  of  getting  the  association  here 
next  year. 

The  election  of  ofiScers  resulted  as  follows:  Presi- 
dent, H.  J.  Mowatt,  St.  John;  vice-president,  H.  H. 
Woodworth,  Sackville;  secretary,  Geo.     0.     Spencer, 
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Moncton;  treasurer,  E.  0.  Steeves,  Moncton;  registrar, 

E.  R.  W.  lugrahaiu,  West  St.  John. 

The  council  elected  included  the  above  officers,  with 

F.  W.  Munro,  J.  McD.  Coke,  A.  B.  Holstead,  G.  A. 
Leger,  P.  W.  Kierstead,  H.  J.  Dick,  and  S.  M.  Wet- 
more. 

Delegates  to  the  Canadian  Pharmaceutical  Associa- 
tion chosen  were :  G.  O.  Spencer  and  J.  D.  B.  P.  Mac- 
Kenzie,  Chatham;  substitutes,  H.  H.  Woodworth  and 
Geo.  O.  Reicker.  Others  who  attended  the  meetings 
were  Alonzo  Staples,  Fredericton,  and  A.  T.  Coombs, 
St.  Marys. 

After  the  meetings  a  dinner  was  given  the  visitors 
by  the  local  members. 


MANITOBA  PASSES. 

WINNIPEG,  MAN.— Following  are  the  results  of 
the  recent  ([ualifying  examinations  of  the  Pharma- 
ceutical A.ssociation  of  Manitoba. 

M.  W.  Johnson  wins  the  Association  silver  medal  for 
general  proficiency,  and  C.  N.  Mayoss  is  awarded  the 
Flexon   nietlal   for  chemistry. 

Tlie  honor  list,  in  order  of  merit,  is:  M.  W.  Johnston, 
C.  X.  Mayoss,  C.  A.  Sanbrook,  II.  S.  Rungay,  K.  C. 
Ilaniian,  A.  C.  Mathers,  A.  E.  Horner,  J.  H.  Pascoe. 

The  pass  list,  alphabetically  arranged,  follows:  A. 
Carothers,  P.  L.  Connors,  H.  C.  Derby,  B.  A.  Glenn,  P. 
H.  Ingram,  J.  R.  Lawson,  E.  P.  Lesage,  C.  Mills,  H.  J. 
Meahan,  K.  M.  Morgan,  C.  McCloy,  W.  A.  McKnight, 
James  A.  McLeod,  R.  A.  McMillan,  John  E.  McNeil,  C. 
G.  McRory,  G.  E.  Rae,  W.  H.  Richards,  W.  A.  Still, 
Miss  Nina  Waddell,  E.  B.  Walker,  P.  A.  Young. 

Passed  in  supplementals — Ilattie  B.  Colclough. 

License  candidates — J.  Weriler,  H.  I.  Blaydes,  C.  E. 
Robison,  G.  J.  A.  Young,  Geo.  Wiberg,  Miss  Mary  Pat- 
ten, S.  C.  NichoU. 

Supplementals  have  been  granted  to  the  following 
candidates:  I.  Caminetsky,  botany  and  prescriptions; 
O.  C'oUins,  materia  medica  and  practical  pharmacy ;  J. 
A.  Saunderson,  chemistry  and  botany;  G.  W.  Slipp, 
pharmacy  and  botany;  G.  W.  Walkey,  materia  medica 
and  botany ;  John  Rowe,  botany  and  chemistry. 


ISLAND  DRUGGISTS  MEET. 

There  was  a  good  attendance  of  druggists  at  the  an- 
nual convention  of  the  Prince  Edward  Island  Phar- 
maceutical Association  at  Charlottetown  on  June  18th. 

There  was  a  considerable  discussion  on  the  subject 
of  reciprocity  of  diplomas  in  connection  with  the 
other  provinces,  and  a  resolution  favoritig  the  same 
will  go  forward  to  the  Winnipeg  congress. 

The  following  officers  were  elected : 

President — J.  E.  Dalton,  Summerside. 

Vice-President — J.  C.  Ferguson,  Souris  (re-elected). 

Secretary-Registrar — E.  A.  Poster,  Charlottetown. 

Treasurer — G.  E.  Hughes,  Charlottetown. 

Council — Messrs.  J.  E.  Dalton,  J.  C.  Ferguson,  W. 
J.  Brown,  G.  E.  Hughes,  E.  A.  Poster,  J.  G.  Jamieson, 
and  D.  O'M.  Reddin. 


Blair  C.  Roger  has  opened  a  store  on  Main  St.,  Ot- 
tawa. The  fixtures  are  in  golden  quartercut  oak  and 
the  silent  salesmen  are  of  the  "Panama"  type,  built 
and  installed  by  Kent-Mc('lain,  Limited,  Toronto. 

P.  W.  McLean  has  opened  a  new  store  on  St.  Clair 
Avenue,  Toronto.  The  fixtures  are  in  mahogany  with 
"Wedgewood"  style  silent  salesmen,  and  were  built 
and  installed  by  Kent-McClain,  Limited,  Toronto. 


LOUIS  LIGGETT  ON  DRUG  STORES. 

Louis  K.  Liggett,  of  Boston,  president  of  the  United 
Drug  Co.,  traced  the  evolution  of  the  drug  store  in  the 
past  25  years  in  an  address  before  the  Associated  Ad- 
vertising Clubs  of  America  in  Toronto  on  June  25. 

Prom  serving  sick  people  only  the  retail  druggist 
had  developed,  till  now  he  served  all  of  the  people 
through  merchandising  and  service.  The  small,  dingy, 
and  dull  old-time  prescription  pharmacy  had  given 
place  to  the  modern  merchandising  drug  store,  well 
lighted,  clean,  and  attractive. 

The  prescription  trade  itself  was  a  losing  game. 
There  were  not  ten  druggists  in  the  United  States 
making  a  dollar  out  of  it. 

It  costs  5  per  cent,  more  to  run  a  drug  store  to-day 
than  it  did  10  years  ago,  and  2i/^  per  cent,  of  that  was 
for  clerk  hire  alone.-  There  had  been  no  proportionate 
increase  in  retail  selling  prices,  as  compared  with  mer- 
chants in  other  lines  of  business.  So  there  had  been 
a  decline  in  gross  profits  in  the  drug  trade,  and  in 
Toronto .  to-day  the  retail  druggist  was  selling  his 
goods  at  a  lower  gross  profit  than  that  of  any  depart- 
ment store  in  Canada  or  the  United  States.  There 
was,  consequently,  a  drifting  away  from  the  cut-price 
idea.  It  was  service  competition  now,  not  price-cut- 
ting competition  in  the  drug  trade. 

Co-operation  between  manufacturer  and  retailer  was 
necessary  to  increase  the  retailer's  sales.  Confidence 
was  the  backbone  of  co-operation.  Retailers  were  al- 
ways suspicious  as  to  what  the  manufacturer's  object 
was.  The  first  thing  for  manufacturers  to  do  was  to 
give  the  retailers  a  margin  of  profit  that  would  justify 
them  in  pushing  their  goods.. 

Substitution  never  occurred  in  a  retail  shop  in  the 
front  room,  where  there  was  a  trade-mark  package. 
Selling  a  customer  a  different  kind  of  trade-marked 
goods  from  what  he  asked  was  not  substitution. 


MAKERS  OF  SPEARMINT  GUM  OBTAIN  INJUNC- 
TION. 

A  perpetual  injunction  with  costs  was  obtained  on 
June  10  in  the  Supreme  Court  of  Ontario  by  the  Wm. 


Wrigley,  Jr.,  Co.,  Ltd.,  manufacturers  of  Wrigley's 
Spearmint  Pepsin  Gum,  against  Percy  H.  Short  and 
Henry  E.  Short,  restraining  them  from  nsing  for  the 
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sale  of  chewing  gum  boxes  or  wrappers  simihir  to  or 
the  same  as  those  of  the  plaintiff  company. 

The  design  of  Messrs.  Wrigley's  packages  and  the 
imitation  which  was  the  basis  of  the  action  are  shown  in 
the  accompanying  cuts. 
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Toronto  Drug  Store  Found  Pony  Contest  Popular 

Pony  contest  conducted  by  Owl  Drug  Stores,  Toronto,  proved  good  business 
attractor — Features  of  their  store  at  1 189  Bloor  St.,  opened  a  year  ago 


ROOMY  and  businesslike  is  the  appearance  of  the 
branch  of  the  Owl  Drug  Stores,  which  has  been 
doing  busines  for  about  a  year  at  1189  Bloor 
street,  in  the  growing  west  end  of  Toronto.  The  ac- 
companying photograph  shows  that  while  the  store 
is  not  a  large  one,  yet  everything  is  arranged  with  as 
great  care  as  if  it  consisted  of  many  separate  depart- 
ments. There  is  a  place  for  everything,  and  every- 
thing is  in  its  place.  And  this  is  as  it  should  be.  A 
net  and  distinctive  arrangement  of  goods  is  as  much 
a  necessity  in  a  small  store  as  in  a  large  one. 

Importance  of  Show  Cases. 

The  double  row  of  show  eases  which  surround  the 
shop  will  be  observed — the  wall  cases,  which  are  pro- 


not«d,  more  particularly  show  cards  advertising  pro- 
prietary articles,  which  the  store  makes  a  special  point 
of  pushing.  A  full  line  of  photo  supplies  is  carried, 
and  these  are  given  a  good  display  in  the  wall  case  on 
the  right  near  the  window.  A  24-hour  service  is  the 
rule. 

Advertising  With  Circulars. 

Local  distribution  of  a  circular,  called  the  Owl  Drug 
News,  and  describing  the  variety  of  articles  handled 
by  the  store  and  the  prices  of  them,  is  the  chief  adver- 
tising method  on  which  the  store  relies.  A  recent  issue 
gives  particulars  and  prices  of  such  widely  different 
articles  as  cold  cream  and  hot  water  bottles,  moth- 
proof bags  and  tooth  brushes,  remedies  for  rheumat- 


The  Owl  Drug  Store  at  1189  Bloor  St.  W.,  Toronto.    Its  buslncKs  methods  described  in  accompanying  article. 


tected  by  glass,  and  the  silent  salesmen.  Cleanliness 
is,  if  possible,  of  more  importance  in  a  drug  store  than 
anywhere  else,  and  the  value  of  glass  cabinets  for 
cleanly  display  cannot  be  overestimated.  Taking  the 
silent  salesmen  in  order,  it  will  be  observed  that  on 
the  right  a  display  of  toilet  articles  is  followed  by  a 
display  of  candies.  The  prominence  given  to  these  is 
due  to  the  fact  that  both  are  good  lines  in  a  suburban 
residential  district.  Then  comes  the  wooden-topped 
sales  counter,  with  paper  rolls  at  one  end  and  cash 
register  at  the  other,  and  a  case  of  candies  between. 
At  the  back  is  a  cigar  stand.  On  the  left  are  further 
silent  salesman  displaying  toilet  goods,  and  a  telephone 
call  office  for  the  convenience  of  customers. 

The  store  makes  a  specialty  of  dispensing,  and  the 
growing  demands  in  this  department  are  promptly  met 
by  the  well-equipped  dispensing  room  in  the  rear  of 
the  store,  and  of  which  a  glimpse  is  got  on  the  left. 

The  prominence  given  to  priced  show  cards  will  be 


ism  and  catarrh,  as  well  as  of  printing  and  developing 
photographs  for  amateurs. 

These  circulars  have  a  news  value  given  them  by  the 
announcements  they  contain  of  Friday  and  Saturday 
specials,  when  special  prices  are  quoted  for  some  dozen 
articles  likely  to  be  in  demand  at  the  period  in  ques- 
tion. 

A  Pony  Contest. 

When  a  representative  of  The  Retail  Druggist  visited 
Bloor  street,  he  found  Mr.  P.  C.  Griffith,  the  manager, 
weighing  up  the  results  of  a  pony  contest  which  had 
been  running  for  almost  six  months,  and  which  was 
just  closing.  The  conditions  of  the  contest  were  that 
a  pony,  cart,  and  harness  were  to  be  given  free  to  the 
customer  of  any  of  the  Owl  stores  who  should  secure 
the  greatest  number  of  points,  every  cent  spent  in  the 
store,  and  for  which  a  cash  register  receipt  was  given, 
to  represent  a  point  or  points.  In  such  a  contest,  of 
course,  it  is  a  rule  to  allow  extra  points  for  purchases 
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made  ou  special  days.  The  circulars  issued  in  the 
neighborhood  of  the  store  brought  these  days  to  the 
uotice  of  contestants,  and  ensured,  by  the  way,  that 
the  circulars  were  not  thrown  aside  unread.  "Don't 
forget,"  said  a  May  issue  of  the  Owl  Drug  News, 
"don't  forget  the  pony  contest  ends  June  5th.  Double 
pony  votes  given  with  all  purchases  Saturday,  May 
23rd."     Mr.  Griffith  said  the  contest  had  caught  on 


exceedingly  well  with  his  customers.  In  fact,  it  could 
not  have  proved  more  popular.  Similar  contests  might 
bo  run  by  other  druggists.  Such  a  one  as  the  above, 
it  will  be  noted,  is  more  likely  to  be  a  success  in  a 
family  district,  where  children  are  numerous,  than  in 
the  centre  of  a  city  where  other  classes  of  customers 
are  the  rule,  and  for  whom  a  dilTerent  type  of  contest 
would  be  more  suitable. 


Village  Druggist  Who  is  Making  Use  of  Parcel  Post 


A.  C.  Denike,  Haoelock,  Ont.,  issued  dodger  drawing  cus- 
tomers' attention  to  the  fact  that  they  can  shop  at  his  store 
by  mail — Means  of  preventing  growth  of  mail  order  habit 


THE  average  druggist  probably  does  not  realize 
tlie  opportunities  that  the  parcel  post  system, 
which  was  inaugurated  in  Canada  in  February, 
opens  up  to  the  dealer  for  reaching  out  for  trade.  Espe- 
cially is  there  a  good  field  for  trade  by  this  means 
within  the  20  miles  radius  because  of  the  more  favor- 
able rates  in  the  local  zone  than  in  the  larger  ones. 
For  instance,  a  package  of  one  pound  may  be  sent  any- 
where within  the  20-mile  zone  for  5  cents,  and  even 
an  11-pound  package  can  be  sent  the  same  distance  for 
23  cents. 

Havelock  Dealer  Featvuing  Parcel  Post. 

One  druggist  who  has  been  making  use  of  parcel  post 
ih  reaching  out  for  trade  in  the  surrounding  country 
district  is  A.  C.  Denike,  of  Havelock,  Ont.  He  realized 
the  opportunity  w'hich  the  system  opened  up,  and  so 
issued  a  dodger  drawing  the  attention  of  customers  to 
the  fact  that  they  could  shop  at  his  store  by  mail. 

As  a  special  inducement  to  customers  to  use  the  mail 
for  shopping  when  they  found  it  impossible  to  get  into 
town,  and  at  the  same  time  to  push  the  sale  of  the  brand 
of  goods  which  the  store  features,  the  offer  to  prepay 
the  postage  on  these  featured  goods  was  made. 

Emphasized  It  by  Dodger. 

The  dodger  sent  out  was  one  5V2  x.  7 '/a  ins-  and  read 
as  follows: 

USE  THE  NEW  PARCEL  POST  TO  SHOP 
AT  OUR  STORE  BY  MAIL. 

Perhaps  the  roads  are  bad,  or  'tis  storming, 
or  you  are  too  busy  to  go  to  town.  You  can 
do  your  shopping  at  our  store  just  the  same. 
Just  write  down  your  wants,  enclose  the  list 
with  your  change  (wrapped  in  paper,  if  sil- 
ver), sign  your  name  plainly,  seal  the  en- 
velope, address  it  to  our  store,  and  your  goods 
will  come  by  next  stage. 

The  parcel  post  rates  are:  1  lb.  for  5c.,  2 
lbs.  for  6c.,  3  lbs.  for  7c.,  and  above  that  2c. 
per  lb. 

IP  YOUR  ORDER  IS  FOR  REXALL 
GOODS,  WE  WILL  PREPAY  THE  POST- 
AGE. In  almost  every  case  they  represent  the 
best  value  for  your  money.  Look  over  their 
list  for  your  spring  medicines — medicines  for 
your  stock — seeds  for  early  planting.  No  mat- 
ter what  you  want,  it  can  be  mailed  at  small 
cost,  and  you  can  have  "WHAT  YOU  WANT 
WHEN  YOU  WANT  IT." 

A  Good  Response. 

"This    dodger,"    stated  Mr.  Denike,  to  The  Retail 
Druggist,  "was  distributed  to  all  our  country  custom- 


ers, and  we  are  still  sending  them  out  in  packages  to 
keep  the  matter  in  their  minds. 

"Results  of  work  of  this  kind,"  he  says,  "are  very 
difficult  to  estimate,  but  in  the  short  time  we  have  been  , 
trying  it  out,  there  has  been  a  very  satisfactory  re- 
sponse. 

"With  a  year's  steady^  hammering  in  of  the  idea,  I 
expect  to  have  a  very  considerable  parcel  post  trade. 

Has  Goods  Sent  From  Wholesaler  to  Customer. 

"The  biggest  business  help  that  the  parcel  post  will 
be  to  us  is  in  securing  every  possible  order  from  coun- 
try customers.  Handling  the  number  of  sidelines  we 
do,  there  is  bound  to  be  a  number  of  'shorts'  every 
day,  and  we  now  ask  the  customer  to  let  us  have  the 
wholesale  house  send  the  article  wanted  direct  to  them 
by  mail.  Nearly  always  they  give  us  the  order  and 
they  get  the  goods  the  second  day.  It  holds  their  trade 
and  is  giving  service." 

Prevents  Mail  Order  Habit.  ■ 

This  seems  to  be  an  excellent  method  of  giving  the 
best  possible  service  to  customers.  As  Mr.  Denike 
points  out,  with  the  large  number  of  sidelines  handled 
in  the  drug  store,  there  are  bound  to  be  cases  where 
the  country  dealer  runs  short  ou  some  lines.  He  can 
get  the  wholesale  house  to  send  such  a  reijuired  article 
direct  to  the  customer  by  parcel  post  at  small  cost  and 
the  least  possible  delay.  Offering  to  do  this  is  a  good 
method  of  preventing  customers  from  sending  to  the 
mail  order  house  for  articles  which  the  local  dealer 
may  be  out  of.  The  dealer  who  gives  this  a  moment's 
thought  will  appreciate  its  value.  The  beginning  of 
the  mail  order  habit  with  many  people  is  when  they 
send  for  something  which  the  local  dealer  has  not  been 
able  to  supply.  This  seems  a  good  way  of  forestalling 
and  preventing  the  commencement  of  the  habit — and 
an  ounce  of  prevention  is  easier  and  better  than  a 
pound  of  cure. 

Aside  from  this,  however,  parcel  post  opens  up  a 
good  means  of  reaching  out  for  trade,  and  druggists 
who  have  not  been  making  use  of  it  should  consider 
the  advisability  of  putting  forth  a  specdal  effort  to 
cash  in  on  its  possibilities. 


LOSS  AND  GAIN. 

Once  there  was  a  merchant  who  lost — 
His  temper. 

The  goodwill  of  the  customer, 
The  immediate  sale, 

The  future  business  of  that  customer  and  his  frienda 
And  gained — 0. 
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NEWS  OF  THE  BUSINESS  WORLD 


Comment  on  Current  Events,  by  W.  L.  Edmonds 


Signs  of  While  trade  generally  in  Canada 

Better  Trade  continues  quiet,   there  are  indi- 

Conditions.  cations  that   the   tide   is   begin- 

ning to  turn.  And  while  it  will 
probably  be  some  time  before  any  real  activity  is  ex- 
perienced, a  gradual,  though  slow,  improvement  may 
be  expected. 

The  weak  spot  is  still,  of  course,  the  West,  but  busi- 
ness men  who  have  recently  returned  from  a  recon- 
.noitering  tour  of-  that  part  of  the  country  report  that 
.trade  conditions  are  slightly  healthier  than  they  were. 

The  great  trouble  in  the  West  is  the  scarcity  of 
pioney,  consequent  upon  the  weakened  condition  of 
credits. 

That  merchandise  is  wanted  in  the  West,  there  can 
be  no  doubt,  but  as  the  business  men  have  only  a  very 
limited  supply  of  money  at  their  command,  they  are 
buying  for  immediate  wants  alone.  This  naturally 
means  a  curtailment  of  business.  Consequently  when 
placing  orders  they  want  prompt  delivery.  And,  as 
most  manufacturers  have  fairly  large  packs  on  hand, 
wholesalers  and  retailers  are  as  a  rule  able  to  obtain 
the  prompt  shipment  they  desire. 

It  is  quite  evident  that  with  a  return  of  healthier 
credit  conditions  will  come  a  decided  improvement  in 
the  movement  of  merchandise. 

In  the  meantime  the  wise  thing  is  to  continue  the 
curtailment  of  expenditures,  push  for  business,  and 
calmly  await  the  advent  of  healthier  conditions. 


The  Banks  and 
Their  Position. 


One  of  the  significant  and  reas- 
suring featu^res  of  the  financial 
situation  is  the  strong  position 
which  the  banks  of  Canada  occupy.  Their  position 
was  never  stronger. 

Deposits  for  the  first  time  since  December  have 
touched  the  billion  dollar  mark.  This  increase  in  de- 
posits naturally  places  the  banks  in  a  better  position 
ito  accommodate  the  business  men  of  the  country  with 
funds.  In  fact,  the  official  returns  show  that  this  in- 
,creased  accommodation  is  already  in  evidence,  the 
.commercial  loans  being  larger  than  at  any  time  since 
November. 

A  good  many  business  men  have  from  time  to  time 
expressed  disapproval  of  the  conservatism  of  the 
banks  since  the  present  stringency  in  the  money  market 
set  in.  Possibly  some  of  them  were  0 'er  cautious.  But 
few  people  will  probably  deny  to-day  that  the  end 
justified  the  means. 

One  thing  is  certain- — the  financial  conditions  in 
(Canada  would  not  have  been  so  basically  sound  to-day 
as  they  are  had  this  caution  not  been  exercised. 


Satisfactory  While  a  perusal  of  the  last  re- 

Report  on  port  of  the  Inland  Revenue  De- 

Soft  Drinks.  partment     convinces     one     our 

official  analysts  are  still  groping 
in  the  dark  as  to  what  should  be  the  standard  con- 
stituents of  temperance  beverages,  or  soft  drinks,  yet 
there  is  at  least  satisfaction  in  knowing  that  of  the 
150  samples  of  about  a  score  of  different  varieties  test- 


ed, there  were  none  that  contained  anything  of  a  harm- 
ful nature. 

It  was  not  that  all  of  the  samples  were,  strictly  speak- 
ing, pure.  Saccharin,  for  example,  was  used  in  place 
of  sugar  in  certain  instances  without  the  same  being 
indicated  on  the  label.  But  while  to  do  this  is  illegal 
in  food  where  sugar  is  a  necessary  ingredient,  the 
officials  of  the  department  profess  to  haye  no  knowl- 
edge as  to  its  illegality  when  practised  in  regard  to 
soft  drinks.  They,  however,  recommend  that  when 
the  substitute  for  sugar  is  used  it  should  be  so  indi- 
cated on  the  label. 

For  those  who  might  hope  for  the  presence  of  a 
little  alcohol  in  their  soft  drinks,  the  report  does  not 
afford  much  satisfaction,  for  in  none  of  the  samples 
except  five  were  there  any  traces  of  this  stimulating 
ingredient,  and  in  only  three  of  these  was  there  an 
excess  of  2  per  cent,  by  volume,  the  legal  limit  for 
non-alcoholic  beverages. 

While  this  may  be  disappointing  to  those  who  may 
prefer  a  sprinkling  of  alcohol  in  their  soft  drinks,  it 
will  be  reassuring  to  those  who  dispense  them  over 
their  counter,  as  well  as  to  temperance  people  who 
may  occasionally  have  their  suspicions  aroused  as  to 
the  freedom  of  soft  drinks  from  alcoholic  ingredients. 


Alcohol  in 
"Peach  Juice." 


The  United  States  Department 
of  Agriculture  is  evidently  under 
the  influence  of  the  temperance 
spirit  which  is  developing  in  that  country.  At  any 
rate,  it  seems  determined  that  no  beverages  shall  be 
sold  under  hidden  names,  for  it  has  decided  that  after 
September  1  next  the  words  "peach  juice"  and 
"cherry  juice"  shall  only  apply  to  such  juices  as 
are  unferniented  and  that  contain  neither  sugar  nor 
alcohol. 

In  the  past  alcohol  has  frequently  been  added  to 
such  juices  as  preservatives,  but  under  the  new  regu- 
lation such  practices  will  be  denied  in  the  imported,  as 
well  as  in  the  home-made,  article. 

This  appears  to  be  going  a  step  farther  than  we  have 
so  far  gone  in  Canada.  Two  per  cent,  is  the  limit  in 
Canada. 

•     •     •     • 

A  Saving  in  Druggists    who    sell    text-books 

Costs,  But will   be  interested     in  a  report 

which  has  recently  been  issued 
by  the  Ontario  Government  in  regard  to  the  present 
cost  of  these  books  as  compared  with  that  which  ob- 
tained some  years  ago. 

According  to  this  report,  the  saving  in  costs  on  the 
different  text-books  for  Public  schools  is  so  far  as  fol- 
lows: Readers  $4,000;  arithmetic,  $15,800;  grammar, 
$32,400;  spelling,  $38,000;  geographies,  $20,600; 
hygiene,  $6,700;  history,  $34,300;  copy  books,  $27,000. 

The  report  also  gives  figures  showing  the  savings 
which  are  said  to  be  accomplished  in  High  school  text- 
books. Taking  all  kinds  of  text-books,  it  is  claimed 
there  will  be  a  saving  of  at  least  $1,150,000  by  the  time 
the  present  contracts  have  expired. 

Possibly  the  politicians  may  be  able  to  figure  that 
the  saving  to  the  public  is  not  as  great  as  the  report 


July,  1914 


THE  RETAIL  DRUGGIST  OF  CANADA. 


21 


maintains.  That  point,  however,  we  may  leave  for 
them  to  wrestle  with. 

But  one  thing  at  least  which  the  retailer  dislikes 
about  the  present  system  of  text-book  publishing  is 
the  fact  that  a.  number  of  these  books  are  issued  from 
the  press  of  a  certain  department  store.  This  particu- 
lar department  store  contracted  to  issue  the  books  at  a 
price  which  practically  meant  at,  or  even  below,  cost. 
The  reason  the  department  store  took  the  contract  at 
the  figures  they  did  was  (1)  to  keep  its  presses  run- 
ning when  they  were  not  operating  on  its  own  cata-. 
logues;  (2)  as  every  book  would  bear  its  imprint,  it 
would  be  an  advertisement;  and  (3)  when  a  text-book 
was  being  sent  for  it  was  premised  that  other  articles 
of  merchandise  would  be  ordered  as  well. 

With  these  prospects  in  view,  it  naturally  followed 
that  the  department  store  could  afford  to  print  the 
text-books  at  a  lower  figure  than  the  regular  publish- 
ers could  possibly  do  and  earn  dividends  for  their 
shareholders. 

Of  course,  the  report  recently  issued  regardiiig  the 
savings  in  cost  of  text-books  does  not  take  cognizance 
of  these  things.  It  is  only  designed  to  show  one  side 
of  the  subject.  Retailers,  however,  who  see  in  the  pre- 
sent arrangement  an  advantage  accorded  the  depart- 
ment store,  whereby  its  facilities  for  getting  business 
from  points  in  the  country  are  greatly  increased,  realize 
that  there  is  another  side  to  the  matter  which  is  any- 
thing but  favorable  to  their  interests. 

•  •     •     • 

Medicine  That  the  concern  of  the  Govern- 

for  Cattle.  ment  is  not  confined   to  patent 

medicines  for  human  consump- 
tion is  quite  evident  from  a  report  recently  issued  by 
the  Inland  Revenue  Department  regarding  medicine 
for  cattle. 

While,  of  course,  their  concern  may  not  be  as  great 
for  cattle  as  it  is  for  the  people  of  Canada,  yet  it  is 
([uite  apparent  that  in  the  opinion  of  those  engaged  in 
the  laboratory  work  of  the  department  that  every 
means  should  be  employed  to  protect  the  live  stock 
of  the  country  against  fake  medicines. 

Evidently  the  department  has  not  a  very  high  opin- 
ion of  the  medicines  which  they  have  analyzed.  Nor 
have  they  any  decided  recommendation  to  make,  sim- 
ply because  they  are  in  the  dark  as  to  the  intent  of 
the  law  regarding  cattle  foods. 

On  one  point,  however,  they  feel  fully  persuaded, 
and  that  is  that  the  farmer  is  not  getting  a  square  deal, 
as  many  of  the  samples  tested  are  barren  in  medicinal 
properties. 

It  is  likely  that  more  definite  legislation  will  be 
sought. 

That  the  department  has  been  rather  lax  in  regard 
to  medicines  for  cattle  is  evident  from  the  fact  that  it 
is  eight  years  since  a  systematic  inspection  was  made. 
Even  as  long  ago  as  that  it  was  shown  that  only  about 
one-seventh  of  the  cattle  medicines  on  the  market 
were  intended  for  use  in  specific  diseases.  The  rest 
were  "cure-alls." 

•  •     •     • 

Dull  Trade  Some  years  ago  an  insurance  au- 

and  Fires.  thority  told  the  writer  that  fires 

were  much  more  frequent  during 
periods  of  dull  trade  than  when  business  conditions 
were  active. 

The  experiences  so  far  this  year  do  not,  however, 
bear  out  this  conclusion,  whatever  they  may  have  been 
in  the  past. 


Trade  has  undoubtedly  been  quieter  during  the  first 
five  months  of  the  present  year  compared  with  the  cor- 
responding period  of  1913,  yet,  in  spite  of  this,  the 
fire  losses  for  the  five  months  are  smaller  by  over  $400,- 
000  than  they  were  a  year  ago.  The  actual  figures  are 
$10,842,353  and  $11,256,017,  respectively. 

These  figures  are  bad  enough  as  they  are,  but  they 
show  that  in  spite  of  both  quiet  trade  and  a  popula- 
tion increasing  at  the  rate  of  over  a  thousand  a  day, 
the  fire  losses  of  Canada  are  decreasing. 

It  is  to  be  hoped  this  tendency  will  be  permanent. 
Based  on  population,  Canada's  fire  losses  are  the  larg- 
est in  the  world.  This  is  a  reputation  that  is  but  any- 
thing to  our  credit,  and  business  men,  by  insisting  on 
the  exercise  of  greater  care  on  the  part  of  their  em- 
ployes, will  assist  in  removing  the  stigma  which  now 
rests  upon  us. 

•    •    •     • 


A  Prosperous 
Public-owned 
Utility. 


There  is  at  least  one  State-own- 
ed public  utility  in  Canada  that 
is  doing  a  rapidly  increasing 
business,  and  at  the  same  time 
making  a  little  profit.  We  have  reference  to  the  Post- 
office  Department. 

The  number  of  post-offices  in  operation  in  the  Do- 
minion at  the  end  of  the  fiscal  year  was  14,178,  an  in- 
crease of  319. 

While  in  every  case  a  new  post-office  may  not  mean 
a  new  village  or  town,  yet  that  it  does  in  most  instances 
may  be  taken  for  granted.  And  where  it  doesn't  mean 
a  new  settlement  it  may  also  be  taken  for  granted  that 
it  is  because  growing  necessities  as  a  rule  demand  it. 

Letters  carried  increased  by  67,335,000  to  633,475,000. 
In  other  words,  the  population  mailed  eight  letters  per 
head  more  than  it  did  in  1912.  The  total  number  mail- 
ed averaged  over  79  per  head.  This  does  not  include 
post  cards,  of  which  there  were  60,644,000,  or  registered 
letters,  of  which  .there  were  14,586,000.  The  increase 
in  letters  and  cards  combined  was  about  12  per  cent. 

Of  postage  stamps  issued  the  increase  in  pieces  was 
103,155,995,  the  total  number  being  809,508,359,  valued 
at  $14,112,927.    The  value  in  1912  was  $12,034,660. 

Business  men  who  purpose  taking  advantage  of  the 
parcel  post  system  for  the  purpose  of  delivering  goods 
to  farm-ers  in  their  vicinity  will  be  interested  in  the 
development  of  the  rural  mail  delivery  system.  Six 
hundred  new  routes  were  started  during  the  year,  and 
22,250  more  boxes  were  erected.  There  are  now  1,865 
rural  mail  routes  in  operation,  and  boxes  at  the  gates 
of  over  65,000  farmers.  And  the  end  is  not  yet,  for  we 
are  told  that  there  is  a  clamoring  all  over  the  Dominion 
for  rural  mail  routes. 

Every  rural  mail  route  established  helps  to  bring  the 
farm  gate  nearer  to  the  country  store. 


PITHY  POINTERS   FOR   THE  DRUGGIST. 

If  you  find  yourself  inclined  to  become  self-satisfied, 
remember  it  takes  mighty  little  to  satisfy  the  self-satis- 
fied man. 

'  It  is  a  noticeable  fact  that  employes  who  are  always 
ready  with  "I  forgot"  as  an  excuse,  never  seem  to  forget 
pay-day. 

Never  allow  a  hint  of  discouragement  or  of  resent- 
ment against  the  public  to  creep  into  your  adver- 
tising. 

The  kind  of  salesmanship  that  sells  goods  by  methods 
that  may  be  described  as  "slick"  is  not  the  kind  you 
want  working  for  your  store  or  working  your  cus- 
tomers. 
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How  the  Druggist  May  Make  Most  of  the  Summer  Trade 


Hinb  and  suggestions  on  how  the  druggist 
may  promote  sales  during  the  summer  months 


SUMMER  lines  will  now  be  moving  in  the     drug 
store,  and  the  druggist  will  be  able  to  estimate 
in  some  measure  how  the  plans  he  has  laid  for 
capturing  business  are  likely  to  turn  out. 

He  will  be  able  to  notice  in  what  departments  trade 
is  brisker  than  he  expected — in  what  departments  it 
may  be  lagging — in  what  new  lines  it  is  developing, 
things  that  it  was  impossible  to  forecast  earlier  in  the 
year. 

Business  will  be  affected  to  some  degree  by  the  gen- 
eral condition  of  business  in  the  town  or  city  which 
will  affect  people's  spending  power — by  weather  con- 
ditions which  will  affect  people's  health,  and  the  way 


If  you  haven't  all  kinds  of  faith  in  your  business, 
might  as  well  quit  it  at  once.  Faith  is  a  mighty  good 
article  to  have  a  plentiful  supply  of,  and  it  is  an 
essential  in  any  undertaking  which  brings  results. 
Just  hitch  faith  and  enthusiasm  up  together  and  you 
have  got  a  team  that  is  hard  to  beat. 


they  spend  their  time — by  possible  changes  in  the 
character  of  a  district  which  may  be  growing  or 
dwindling  and  becoming  a  business  section  or  a  resi- 
dential section. 

All  these  points  should  be  carefully  considered  by 
the  druggist  at  this  time,  so  that  he  may  meet  the 
changed  conditions  at  the  earliest  moment,  for  the 
earlier  he  gets  into  the  swim  the  larger  will  be  the  pro- 
fits on  the  season's  work. 

Many  of  the  above  points  depend  upon  purely  local 
considerations,  but  at  the  same  time  there  are  certain 
staple  lines  that  all  druggists  should  push  to  the  very 
uttermost  during  the  summer  months.  There  is  the 
fountain  service,  the  photographic  department,  the 
sporting  goods  department,  toilet  preparations,  and 
picnic  and  holiday  supplies. 

Soda  Fountain  Essentials. 

As  regards  the  soda  fountain,  the  three  great  words 
to  remember  are  "cleanliness,  quality,  and  efficiency." 
The  value  of  a  clean  fountain,  of  high  quality  drinks, 
and  of  obliging  and  efficient  service  cannot  be  too 
much  insisted  on.  Let  the  druggist  see  his  fountain 
department  and  all  concerned  with  it  are  just  a  little 
superior  to  the  one  next  door,  and  let  him  see  that  his 
preparations  are  just  a  little  better.'  Don't  sell  ice 
cream  that  is  below  the  standard,  as  the  Government 
inspector  found  many  druggists  were  doing  last  year, 
unintentionally,  no  doubt.  Have  your  ice  cream  tested 
occasionally  to  see  it  is  Al,  or  perhaps  some  rival  may 
be  able  to  advertise  next  year:  "Government  analyst's 
report  shows  my  ice  cream  is  the  only  genuine  one  in 
town,"  as  one  Eastern  dealer  is  doing  this  summer. 
Let  the  druggist  see  his  luncheon  sandwiches  are  daint- 
ier than  his  rival's.  It  is  of  interest  to  note  that  a  variety 
that  is  becoming  fashionable  consists  of  a  thin  coat- 
ing, not  of  bread,  but  of  pastry  around  the  contents  of 
the  sandwich.  Then,  if  the  druggist  has  an  occasional 
up-to-date  name  for  a  drink  or  sundae,  people  will  see 
he  is  enterprising  and  aiming  to  sell  only  what  is  strict- 


ly hygienic  and  sanitary.  Let  the  druggist  see  his  spe- 
cialties are  kept  constantly  before  the  public  by  win- 
dow show  cards  and  otherwise,  and  keep  changing 
these  constantly.     It  will  pay. 

60  After  the  Photographic  Trade. 

Photographic  goods  should  be  kept  well  displayed, 
and  a  supply  should  be  spread  on  the  counter  where 
would-be  purchasers  may  examine  them,  for  there  is 
no  more  curious  person  than  the  photographer,  and  he 
is  more  likely  than  any  other  customer  who  may  enter 
your  store  to  spend  more  than  he  intended  on  entering. 
If  sample  goods  cannot  be  displayed  on  the  counter, 
there  can  at  least  be  a  good  supply  of  those  instruction 
and  hint  books  which  the  wholesale  houses  issue  gratis. 
Have  them  where  the  customer  can  pick  them  up  for 
himself  after  he  has  made  a  purchase.  The  developing 
and  printing  of  films  will  now  be  in  full  swing.  What- 
ever service  is  guaranteed,  see  that  it  is  maintained, 
and  that  no  complaints  are  received  of  spoiled  films 
or  lost  films.  If  you  receive  a  complaint,  investigate 
it  at  once,  and  settle  it  at  once.  This  is  a  fundamental 
rule  of  diplomacy.  Don't  let  things  drift.  It  some- 
times happens  films  of  an  unfamiliar  brand  are  brought 
for  development.  fSpeeial  care  should  be  taken  with 
these,  as  they  may  spoil  with  a  treatment  that  is  very 
successful  with  ordinary  films.  That  films  may  not  be 
lost,  great  care  should  be  taken  in  tagging  them.  Have 
a  numbered  receipt  book,  give  one  sheet  to  the  custom- 
er and  attach  the  other  or  the  nUniber  to  the  film.  This 
will  save  much  trouble. 

Sporting  Goods. 

Sporting  goods  should  also  be  kept  to  the  front,  and 
some  druggists  find  it  profitable  to  offer  special  prizes 
for  achievements  made  with  goods  bougiht  from  them — 
for  the  biggest  fish,  say,  caught  with  fishing  tackle  pur- 
chased in  the  store.  The  dealer  should  begin  to  think 
about  cleaning  his  stock  of  baseball  and  teiniis  goods, 
fishing  tackle,  etc.,  up  to  the  safety  margin. 

Siunmer  Girls'  Wants. 

The  druggist  should  not  forget  the  wants  of  the  sum- 
mer girl,  who  is  apt  to  be  a  very  profitable  customer,  if 
only  thought  is  given  to  cater  to  her  needs.  Toilet  pre- 
parations will  especially  appeal  to  her,  including  lo- 
tions for  the  face  and  for  the  hands,  when  the  sun  is 
strong,  while  nios(|uitoes  are  inclined  to  be  troublesome. 
Then  slie  is  sure  to  have  a  "sweet  tooth"  for  candies, 
especially  when  a  picnic  is  the  order  of  the  day.  Then 
her  straw  hat  will  need  cleaning.  Perhaps  it  doesn't 
just  yet  for  a  week  or  two,  but  that's  no  reason  why 
the  druggist  shouldn't  let  her  know  he  has  the  very 
cleansing  preparations  that  will  restore  it  to  its  pristine 
beauty. 

Think  of  the  Holiday-maJter. 

The  wants  of  the  holiday-maker  and  the  picnicer 
offer  a  wide  field  to  the  enterprising  druggist.  If  camp- 
ers knew  the  druggist  kept  cheap  first  aid  kits  costing 
no  more  perhaps  than  a  quarter,  they  would  be  sure 
to  buy  for  emergencies.  One  popular  25-cent  kit  con- 
tains Red  Cross  absorbent  cotton,  Unt  or  gauze  band- 
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age,  zoiuis  adhesive  plaster,  talcum  powder,  digestive 
tablets,  corn  plasters,  toothache  plasters,  shaving  cream 
soap,  syiiic  soap,  mustard  leaf.  The  druggist  can  make 
up  kits  of  his  own,  and  the  fact  that  he  himself  has 
made  them  up  will  enable  him  to  push  them  with 
greater  force  and  conviction. 

Then  lime  juice,  besides  providing  a  cooling  and 
thirst-quenching  drink,  also  kills  the  typihoid  genu  in 
drinking  water,  and  drinking  water  is  always  a  doubt- 
ful matter  in  a  strange  district,  and  paper  drinking 
cups  can  be  pushed  at  the  same  time.  Vacuum  flasks 
should  be  in  good  demand  at  this  season.  Druggists 
have  found  a  window  display  of  them  very  profitable, 
especially  when  a  show  card  has  wording  something 
after  this  style: 

WHAT  A  PICNIC 

is  with  a  vacuum  flask  can  only  be  realized 
by  those  who  own  them.  You  can  take  hot 
or  cold  drinks,  hot  soup  or  ice  cream,  on  a  trip 
into  the  hills  or  on  a  motor  trip,  and  keep  them 
hot  or  cold  from  24  to  72  hours. 

Such  things  as  corn  cures  can  also  be  pushed  at  this 
season.  As  druggist  C.  A.  Burchill,  of  Fredericton, 
N.B.,  savs:  HOYS!  BEFORE  GOING  TO  CAMP,  RE- 
MEMBER BURCHILL 'S  CORN  CURE  WILL  RE- 
MOVE ALL  YOUR  CORNS.    DO  IT  NOW. 

Safety  razors  are  another  line  worth  pushing,  for 
they  are  apt  to  be  a  boon  to  many  men  w^ho  go  camping 
where  there  are  no  convenient  barber  shops. 

The  druggist  should  not  fail  to  impress  holiday- 
makers  with  the  virtues  of  candy  and  chocolate  as  pre- 
ventives of  fatigue  in  particularly  small  bulk.  In  moun- 
tain-climbing, which  is  one  of  the  most  exhaustive 
forms  of  exercise,  the  need  of  candy  mixtures  is  so 
well  known  that  Swiss  chocolate,  which  combines 
sugar  in  a  handy  form,  has  become  a  staple  article  of 
commerce. 


ORIGIN  OP  ICE  CREAM  SODA 

In  the  spring  of  1874,  Robert  M.  Green,  of  Philadel- 
phia, who  at  that  time  was  acting  as  agent  for  John 
Matthews,  of  New  York,  at  the  same  time  had  begun 
the  manufacturer  of  smaller  types  of  fountains  of  his 
own.  He  secured  a  concession  to  disp;>nse  soda  water 
at  an  exposition  held  under  the  auspices  of  the  Frank- 
lin Institute  of  Philadelphia,  and  stress  of  business 
compelled  him  to  do  something  to  attract  the  patronage 
of  the  public.  At  all  events,  such  was  the  inspiration — 
according  to  Mr.  Green — which  prompted  him  to  put 
ice  cream  in  soda  water.  For  the  first  time  he  adver- 
tised ice  cream  in  soda  water  at  a  soda  fountain,  and 
he  unquestionably  is  entitled  to  the  honor  and  the 
credit  of  originating  "ice  cream  .soda,''  which  as  years 
have  pa.ssed  has  developed  an  enormous  demand  and 
given  unquestioned  impetus  to  the  business  of  soda 
water  dispensing. 

On  the  other  hand,  the  credit  of  commercializing  ice 
cream  as  an  adjunct  to  soda  water,  even  though  Mr. 
Green  was  the  first  to  use  it,  unquestionably  belongs  to 
Fred  Sanders  of  Detroit,  a  prominent  confectioner  of 
the  Michigan  city.  The  inspiration  to  use  ice  cream 
with  soda  water  came  to  Mr.  Sanders  one  night  when 
his  plain  cream  had  soured,  and  without  the  knowledge 
that  it  had  already  been  used  .is  a  com|)onent  of  soda 
water  in  the  East,  Mr.  Sanders  used  ice  cream  and 
featured  it.  He  did  more  to  popularize  "ice  cream 
soda"  than  any  other  fountain  owner  in  this  country, — 
Indianapolis  Trade  Journal. 


SHOULD  COMPARATIVE  PRICES  BE  USED? 

By  Frank  A.  Black 

Waldo  P.  Warren,  of  Marshall  Field  &  Company, 
says :  ' '  We  have  not  u.sed  comparative  prices  for  about 
13  years,  and  still  we  put  up  new  buildings  as  fast  as 
we  can." 

Frank  Bullock,  of  Joseph  Horse,  Pittsiburg,  says: 
"Comparative  prices  can  be  totally  eliminated  if  a 
store  has  the  nei-ve  to  stand  up  under  the  strain.  We 
have  had  just^  as  big  success  without  comparative 
prices  as  with  Ihem." 

Personally,  I  find  two  strong  objections  to  the  plac- 
ing of  a  positive  dollar-and-cent  valuation  on  an  adver- 
tised article. 

The  first  is  the  difficulty  experienced  in  valuing 
anything  with  exact  fairness.  This  is  particularly  true 
of  style  merchandise  with  values  changing  over-night. 
Of  course,  there  is  no  defence  for  over-valuation. 

The  second  objection  (and  this  again  applies  particu- 
larly to  style  merchandise)  lies  in  the  danger  of  being 


WATCHWORDS    OF    THE    ASSOCIATED    ADVER- 
TISING CLUBS  OF  THE  WORLD. 

We  believe  in  truth,  not  only  in  the  printed  word, 
but  in  every  phase  of  business. 

We  believe  in  truth,  the  corner-stone  of  all  honor- 
able and  successful  business. 

We  believe  there  should  be  no  double  standard  of 
morality  involving  buyer  and  seller. 

We  believe  that  advertisers  should  not  issue  copy 
containing  exaggerated   statements. 

We  believe  that  every  member  owes  a  duty  of  enforc- 
ing the  code  of  morals  based  on  truth  in  advertising. 


accused  of  misrepresentation,  even  where  the  advertiser 
has  done  everything  possible  to  fix  the  valuation  'at 
the  right  point.  It  is  not  "what  is  true,"  but  "what 
the  customer  believes  to  be  true,"  that  affects  that 
customer's  opinion  of  the  advertiser.  The  $25  suit  in  a 
style  unbecoming  or  a  color  objectionable  to  Mrs.  A. 
is  worth  much  less  than  $25  in  her  eyes;  though  Mrs. 
B.,  who  likes  the  garment,  will  find  it  easy  to  realize 
its  intrinsic  value. 

To  my  mind,  these  are  the  main  arguments  against 
the  use  of  comparative  prices;  the  difficulty  in  making 
them  truthful,  and  the  further  diificulty  in  making 
them  seem  truthful  to  all  readers. 

The  argument  that  the  store  using  comparative  prices 
is  traveling  in  bad  company  carries  little  weight  with 
me.  The  same  argument  might  be  advanced  for  the 
discontinuance  of  all  advertising  by  reliable  stores. 

There  is  no  objection  to  saying  what  an  advertised 
article  is  worth  if  one  can  speak  truthfully  and  be 
believed.    But  can  we  do  this — any  of  us? 

Comparative  prices  are  a  great  convenience — un- 
doubtedly. "$]  gloves  for  50c."  says  more  than  many 
lines  of  description.  It  is  said  that  John  Wanamaker 
once  tried  to  copyright  this  form  of  advertising  a  bar- 
gain. To-day,  I  happen  to  know  that  he  is  strongly 
opposed  to  the  use  of  comparative  prices. 

That  they  are  not  absolutely  necessary  to  advertising 
success  is  readily  proven.  Witness  the  most  successful 
large  department  store  in  the  country — Marshall  Field 
&  Company.  Witness  also  the  Filene  Automatic  Bar- 
gain Basement  in  Boston — a  store  dependent  wholly 
upon  price  attraction — improving  its  business  by  leaps 
and  bounds  during  the  past  nine  months  with  price 
comparisons  absolutely  eliminated  from  its  newspaper 
advertising — its  only  form  of  publicity. — From  address 
to  Associated  Ad.  Clubs  at  Toronto  on  June  25. 
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Commercial  Methods  Bring  Success  to  Washington  Druggist 


In  twelve  years  M.  G.  Gibbs  has  built  up  a  big  drug  trade 
in  Washington,  D.C.,  with  two  of  the  finest  stores  in  the 
the    Capital — Live   merchandising   methods  responsible 


TWELVE  years  ago  M.  G.  Gibbs  made  his  debut 
in  the  drug  business  in  Washington,  D.C.  To- 
day he  runs  two  of  the  largest  drug  stores  in  the 
capital  of  the  United  States.  He  has  achieved  remark- 
able success  for  one  who  has  only  been  connected  with 
the  business  for  twelve  years,  and  a  person  naturally 
wonders  what  has  been  responsible  for  such  marked 
success  in  such  a  short  space  of  time.  The  answer  is : 
"The  use  of  commercial  methods  in  the  conduct  of 
business."  This  has  been  the  big  important  factor  in 
success. 

Not  Only  Good  Pharmacist,  But  Good  Merchant. 

There  has  been  a  big  change  in  the  business  of  the 
druggist  in  the  last  decade,  and  the  men  who  are  forg- 
ing to  the  front  to-day  are  those  who  are  adopting  live 
merchandising  methods  in  the  conduct  of  their  busi- 
ness. As  Mr.  Gibbs  says:  "Old  methods  are  being  sup- 
planted by  new,  and  to  keep  abreast  of  the  times  the 


lem  of  getting  a  job — he  was  satified  to  seek  just  a 
plain  "job"  on  the  start.  He  did  not  wait  for  an  offer 
to  be  presented  to  him  on  a  silver  platter,  but  started 
out  to  look  for  one.  He  entered  a  likely-looking  drug 
store  and  asked  for  a  job. 

"Haven't  got  anything  for  you,"  was  the  answer  he 
received. 

"But  T  have  to  have  a  job,"  he  insisted. 

"Well,  what  can  you  do?  Did  you  ever  work  in  a 
drug  store?" 

"No,  but  there  is  something  here  I  can  do,"  he  re- 
plied, and  his  persistency  won. 

Two  Pine  Stores  in  Twelve  Years. 

That  was  the  start.  He  was  given  a  position,  and 
progress  came  fast.  It  was  not  long  until  he  recog- 
nized the  change  that  was  taking  place  in  the  drug 
trade,  and  the  need  of  using  live  merchandising 
methods   and   pushing   the   sidelines   strongly.     These 


Business  Methods 
Win 

This  is  the  main  store 
of  M.  G.  Gibbs,  in 
Washington,  D.C.  It 
is  only  12  years  since 
Mr.  Gibbs  first  entered 
the  drug  trade.  He 
now  has  two  fine  stores. 

Commercial  methods 
have  brought  success 
to  him.  His  article 
on  the  subject  in  this 
issue  is  worth  reading. 


druggist  must  not  only  be  a  good  pharmacist,  but  a 
good  merchant  as  well,  with  his  finger  on  the  public 
pulse  ready  to  supply  its  demands. 

"Do  not  let  professional  pride  interfere  with  per- 
sonal profits,"  he  says.  "Ethics  are  right  and  proper, 
but  being  ethical  should  not  interfere  with  the  growth 
of  your  business." 

How  Mr.  Gibbs  Got  His  Start. 

An  interesting  story  was  related  to  the  writer  re- 
garding the  entry  of  Mr.  Gibbs  into  the  drug  business, 
and  that  persistency  which  he  displayed  in  getting  a 
start  has  no  doubt  been  responsible  to  no  little  extent 
for  his  rapid  headway  since  getting  a  foothold.  Like 
many  another  aggressive  business  man,  he  was  reared 
on  a  farm.  Fired  with  the  ambition  to  make  some 
headway  in  the  world,  he  turned  his  footsteps  towards 
Washington.    There  he  was  confronted  with  the  prob- 


methods  soon  began  to  spell  success  for  him,  and  be- 
fore long  he  was  the  proprietor  of  a  fine  large  drug 
store  at  the  corner  of  7th  and  K  streets,  a  photograph 
of  which  is  reproduced  here.  He  has  since  added  a 
fine  branch  at  the  corner  of  7th  and  E  streets.  He 
conducts  them  under  the  name  of  the  "People's  Drug 
Stores." 

Commercialism  is  Feature  of  Stores. 

"Commercialism  of  the  drug  business"  is  the  out- 
standing feature  of  both  his  stotes.  All  possible  space 
is  used  for  extensive  display  that  will  assist  in  selling 
more  goods.  His  clerks  are  taught  to  be  salesmen,  and 
not  merely  to  hand  over  the  counter  those  goods  that 
may  be  asked  for,  but  to  use  their  power  of  sugges- 
tion and  of  salesmanship  in  selling  additional  goods. 
He  secures  the  thorough  co-operation  of  his  clerks  by 
giving  them  a  share  in  the  profits  in  the  shape  of  a 
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commission  on  the  line  of  fRmily  remedies  and  toilet 
articles  which  the  store  features. 

Although  the  sidelines  are  pushed  strongly,  the  pre- 
scription end  of  the  business  is  by  no  means  neglected. 
The  store  stands  well  with  the  doctors  and  does  a 
good  prescription  trade,  but  in  order  to  make  suffi- 
cient profit  to  bear  the  expenses  of  doing  business,  it 


is  necessary  to  push  the  sidelines,  which  pay     good 
l)rofits. 

Mr.  Gibbs  puts  a  good  deal  of  emphasis  on  related 
sales — the  suggestion  of  associated  lines  when  a  cus- 
tomer makes  a  purchase  of  any  article.  This  is  some- 
thing that  is  productive  of  good  results,  and  warrants 
more  attention  than  it  gets  in  many  stores. 


Found  the  Farmer  a  Good  Customer 


Retail  merchanl  tells  of  advertising  methods  that  built  up  large 
business  and  have  attracted  atteniion  of  leading  manufacturers 


HOW  TO  OET  THE  FAKMEB  FOS  A  OUSTOMEB 

[Good  judges  gave  pride  of  pUce  among  the  addresses  to  the  re- 
Isilers'  section  of  the  great  convention  of  the  Associated  Advertising 
Clubs  of  America,  at  Toronto,  from  .Tune  21  to  -Tune  25,  to  that  which 
was  delivered  by  H.  G.  Ijarimer,  of  Chariton,  Iowa.  Mr.  Larimer  is 
partner  in  a  $50,000  retail  clothing  business  in  a  town  of  4,000.  Fully 
nine-tenths  of  the  business  originated  on  the  farms.  There  is  an  in- 
clination on  the  part  of  druggists  to  neglect  the  farmer,  and  the  narra- 
tive of  Mr.  Larimer's  success  in  reaching  him  will  show  the  fallacy  of 
this  as  well  as  guide  druggists  in  pushing  trade  in  this  direction.) 

When  a  clerk,  my  employers  thought  the  trade  we 
must  go  after  was  that  of  the  young  fellow  about  the 
town,  that  they  were  the  liberal  spenders  and  bought 
whether  they  needed  it  or  not,  that  the  farmer  would 
only  purchase  when  dire  necessity  forced  him  to  do  so, 
and  along  this  line  elTorts  to  get  business  were  made. 

When  1  became  a  member  of  the  firm,  this  appealed 
to  me — that  any  large  business  must  have  the  farmer's 
trade ;  that  we  nrtist  have  a  different  system  of  buying 
and  advertising.  1  had  one  idea — to  tell  people  what 
1  had  for  sale  and  the  price  1  asked  for  it.  To  tell 
everybody,  and  keep  on  telling  them.  It  should  be 
courteous,  lucid,  and  concise.  Everyone  answering 
must  find  in  my  store  the  article  advertised,  and  if  pos- 
sible better  quality  than  expected. 

I  Begin  to  Advertise. 

I  made  it  a  point  to  connect  up  with  the  manufac- 
turer of  the  leading  best-known  makes  of  merchandise. 
Then  I  opened  up  the  campaign  of  advertising,  using 
a  large  space  in  the  local  papers  and  in  the  small  town 
papers  around.  I  had  circulars  printed  from  the  ad- 
vertising, using  fair  grade  of  book  paper  instead  of 
news  stock.  This  made  a  cleaner-looking  sheet,  and 
I  had  them  placed  in  each  home  in  my  own  town  and 
in  the  homes  in  the  smaller  villages  in  the  country.  I 
also  placed  them  in  the  farmers'  wagons  and  buggies. 
I  put  up  fence  signs,  used  the  mails,  sent  out  personal 
letters,  divided  my  mailing  lists  into  a  list  for  young 
men,  one  for  older  men,  one  for  slim  men,  one  for  fat 
men,  and  one  to  families  having  boys.  I  sent  advertis- 
ing to  appeal  to  each  class.  I  never  used  a  premium 
scheme  of  any  kind. 

Trade  Comes. 

The  people  began  to  talk.  Business  began  coming. 
The  people,  however,  were  suspicious.  They  were  re- 
luctant in  admitting  they  had  called  because  they  had 
received  our  advertising,  but  new  faces  each  day  con- 
vinced me  that  something  was  arousing  their  curiosity. 

Many  of  them  said  tht  y  never  read  my  ads.,  and 
wouldn't  believe  any  ad.  they  ever  saw.  They  had  bit 
once  or  twice  in  years  past,  but  were  swindled,  and 
had  no  faith  in  advertising.  Customers  told  me  the 
best  ad.  I  could  have  was  to  sell  the  best  grade  of 
goods  and  give  the  greatest  values.  I  told  them  we 
agreed,  and  that  was  just  the  reason  I  was  telling 


everybody  I  had  the  largest  assortment  for  their  selec- 
tion and  the  best  values  to  be  found.  That  the  other 
merchants  didn't  advertise  very  much  because  they 
didn't  have  very  much  to  boast  about.  That  I  had  the 
goods  as  advertised. 

My  Best  Advertisement. 

The  best  paying,  pulling  advertising  1  did  was  to 
have  the  ads.  I  used  in  the  local  papers  run  oif  on  good 
paper  and  mailed  direct  to  the  people.  This  was  also 
supplemented  by  personal  letters,  well  followed  up. 
This  proved  expensive,  but  I  figured  that  this  was  about 
all  I  had  to  charge  from  the  profits  of  this  extra  trade 
we  were  getting.  I  soon  established  a  close  relation 
with  those  people  that  has  grown  into  a  business  that 
has  attracted  the  attention  of  the  leading  manufactur- 
ers of  America. 

What  the  Farmer  Wants. 

The  farmer  wants  high-grade  goods.  We  sell  them 
just  as  good  (luality,  only  for  a  less  price  than  the  big 
city  stores  catering  to  an  exclusive  trade. 

He  is  deeply  interested  in  knowing  who  makes  the 
wares  he  buys.  When  once  he  finds  in  them  true  merit, 
he  is  loyal,  and  it  is  hard  to  switch  him  to  another  brand. 

It  has  been  a  serious  mistake  that  many  manufactur- 
ers have  made  in  advertising  only  their  cheaper  goods 
to  the  farmers. 

If  the  manufacturer  who  sells  his  product  through 
the  retailer  had  advertised  to  the  farmer,  many  of 
them  would  never  have  formed  the  habit  of  ordering 
from  a  mail  order  house. 


The  less  pain,s  your  fellow  merchants  take  with  dress- 
ing their  windows,  the  better  it  will  pay  you  to  work 
hard  to  make  your  own  effective. 


DEVELOP  YOUR  SALESMANSHIP 

THE  clerk  who  can  sell  the  most  goods  is  the  one 
who  Is  the  most  valuable  to  his  employer  In 
most  instances.  It  is  on  his  ability  to  make 
sales  that  his  wages  are  generally  set.  Therefore,  the 
need  of  every  man  behind  the  counter  giving  study 
and  eSort  to  the  increasing  of  his  daily  sales. 

It  is  wonderful,  too,  what  the  clerk  can  do  in  the  way 
of  developing  his  salesmanship  ability  when  he 
makes  a  real  earnest  effort  to  do  so.  Demand  for 
goods  is  by  no  means  a  set  quantity,  and  the  clerk 
who  would  be  a  real  salesman  must  first  realize  this. 
Then  he  must  give  study  to  the  ways  of  increasing 
demand  for  goods  by  tactful  and  intelligent  sugges- 
tions to  customers  whenever  the  opportunity  is  pre- 
sented. He  must,  in  addition,  seize  the  opportunities 
for  making  these  suggestions.  That  is  the  way  to  in- 
crease his  sales. 
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Commercializing  of  Drug  Trade  is  Necessary  To-day 

There  has  been  a  big  change  in  the  drug  business  in  the  last 
decade,  and  the  dealer  who  would  forge  to  the  front  must  adopt 
live  merchandising  methods — Methods  that  will  promote  trade 

Written  ioi  the  Retail  Druggist  by  M.  G.  GIBBS 


Editor's  Note — M.  G.  Gibbs,  the  writer  of  the  accompanying 
article,  is  the  proprietor  of  two  of  the  largest  drug  stores  in 
Washington,  D.C.,  which  he  conducts  under  the  name  of  the 
"People's  Drug  Stores."  It  is  only  twelve  years  ago  that  he 
made  his  first  entry  into  the  drug  business,  and  because  his 
success  has  been  due  to  the  use  of  live  merchandising  methods, 
The  Eetail  Druggist  has  deemed  an  article  on  commercial 
pharmacy  by  him  as  a  worth  while  feature,  because  druggists 
all  over  the  continent  are  realizing  that  in  order  to  attain  the 
greatest  success  in  the  drug  business  to-day,  the  druggist  must 
not  only  be  a  good  pharmacist,  but  a  good  business  man  as 
well.  The  accompanying  article  is  worth  the  careful  i^erusal 
of  readers. 


THE  last  decade  has  shown  more  startling  changes 
in  the  drug  business,  perhaps,  than  any  other 
line  of  commercial  endeavor.  The  old-fashioned 
colored  globe  has  been  replaced  by  attractive  signs; 
the  shelf  bottle,  with  its  mysterious  nomenclature,  no 
longer  occupies  the  place  of  honor  on  the  front  shelves, 
and  in  its  place  you  find  articles  that  attract  the  eye 
and  loosen  the  purse-strings. 

Selling  Displays  Instead  of  Shelf  Bottles. 

While  the  clerk  is  filling  a  prescription  the  customer 
sees  a  sign,  "Fragrant  Florida  Water,  50c.  the  bottle," 
and  down  into  his  pocket  he  goes,  realizing  how  the 
patient  at  home  will  appreciate  and  enjoy  it.  How 
much  better  this  is  for  the  druggist  than  io  have  the 
customer  gaze  at  a  shelf  bottle  and  wonder  what 
"Spirits  Aetheris  Nitrosi"  means. 

Even  the  ancient  and  honorable  drug  store  odor  has 
departed,  and  instead  the  fragrance  of  living  flowers 
becomes  evident.  A  sign  proclaims  "This  store  is  scent- 
ed with  .     It  is  her  favorite  perfume." 

Old  Methods  Being  Supplanted  by  New. 

Progress  is  the  order  of  the  day.  Old  methods  are 
being  supplanted  by  new,  and  to  keep  abreast  of  the 
times  the  druggist  must  not  only  be  a  good  pharmacist, 
but  a  good  merchant  as  well,  with  his  finger  on  the 
public  pulse  ready  to  supply  its  demands. 

Do  not  let  professional  pride  interfere  with  personal 
profits.  Perhaps  the  old  way  of  doing  business  was 
better,  but  the  fact  still  remains  (whether  we  like  it 
or  not)  that  business  conditions  have  undergone  a 
marvelous  change  of  late.  Ethics  are  right  and  proper, 
but  being  ethical  should  not  interfere  with  the  growth 
of  your  business. 

Brother  druggist,  it  does  not  lower  your  standing  in 
the  community  to  sell  an  eye-shade  with  an  eye  pre- 
scription, hut  it  certainly  raises  your  profit.  Did  you 
ever  go  into  a  haberdashery  for  a  new  tie  that  the  clerk 
did  not  suggest  something  new  in  collars  or  hosiery? 
Weren't  you  pleased  at  the  attentiveness  of  the  clerk? 

In  the  era  of  cut  prices  in  the  drug  business,  we 
must  face  conditions  as  they  are,  and  do  something  to 
offset  the  lack  of  profit  on  many  lines  we  are  compelled 
to  handle. 

Capitalize  Your  Personality. 

Capitalize  your  personality,  and  the  big  chain  store 
will  realize  that  you  are  a  sure  enough  competitor. 


Your  customers  know  you,  believe  in  you,  and  like 
you. 

The  salvation  of  the  independent  druggist  is  in  full 
profits,  and  the  drug  store  owner  can  work  out  his  own 
salvation  if  he  goes  about  it  properly. 

To  paraphrase  Statlers'  Service  Code,  "Without 
customers  there  would  be  no  drug  stores.  Life  is  ser- 
vice." The  public  is  the  real  proprietor  of  every  store. 
The  public  pays  the  proprietor's  salary,  the  clerk's 
wage,  the  light,  the  rent,  the  heat,  the  insurance.  Let 
your  slogan  be,  "Please  the  public,"  and  the  public  will 
pay  freely,  and  the  ring  of  the  cash  register  bell  will 
make  sweet  music  for  your  ears. 

Secures  Co-operation  of  Clerks  by  Sharing  Profits. 

The  most  potent  factor  in  making  a  profit-producer 
of  a  drug  store  is  in  securing  the  thorough  co-operation 
of  the  clerks.  It  is  human  nature  to  always  wish  for 
greater  compensation  for  the  work  performed,  and  you 
can  appeal  to  this  trait  by  giving  the  clerks  a  share  in 
the  profits,  in  addition  to  their  regular  salary,  and 
based  upon  their  individual  efforts.  This  can  be  done 
by  either  the  "commission"  or  the  "prize"  plan. 

In  my  stores  the  clerks  are  allowed  a  part  of  the 
profits  on  the  Penslar  line  of  family  remedies  and  toilet 
articles  in  the  form  of  a  commission. 

No  clerk  is  permitted  to  counter-prescribe.  ,  Wher- 
ever possible,  we  send  the  customer  to  a  reputable 
physician,  but  when  self-medication  is  insisted  upon 
we  naturally  try  to  sell  a  preparation  of  known 
formula  and  therapeutic  value  in  preference  to  the 
patent  nostrum  which  carries  little  or  no  profit.  But 
even  then  a  sale  is  never  forced. 

Confidence  Brings  Repeat  Business. 

We  find  that  once  a  customer  realizes  that  the  clerk 
is  conscientious  in  his  recommendation  of  a  household 
remedy  the  buyer's  confidence  is  gained  and  kept, 
and  repeat  business  is  assured.  A  big  percentage  of 
our  business  along  this  line  is  in  duplicate  orders  for 
items  recommended.  We  extend  this  system  to  such 
lines  as  rubber  goods,  tooth  brushes,  and  other  sun- 
dries. 

For  the  customer's -protection,  he  is  urged  to  buy 
the  best  grades,  and  experience  has  taught  us  that 
this  policy  is  a  good  one.  We  give  a  strict  "money 
refunded  if  not  as  represented"  guarantee  with  all 
sales  of  goods  recommended  by  our  clerks,  and  if  there 
is  any  dissatisfaction  make  the  refund  with  a  smile. 

A  good  selling  talk,  coupled  with  reliable  merchan- 
dise, will  more  often  than  not  convince  the  buyer  that 
high-grade  goods,  even  at  au  advanced  price,  mean 
economy  in  the  end. 

Make  Sure  of  Quality  of  Goods. 

Never  take  up  a  line  until  you  are  thoroughly  con- 
vinced that  it  is  the  best  line  that  is  made.  Leave  the 
question  of  profit  alone  until  this  point  is  settled. 

Take  your  clerks  and  tell  them  why  it  is  best,  so 
they  in  turn  can  tell  the  customer  its  superiority. 

Do  not  let  your  clerks  push  an  article  unless  you 
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believe  it  will  make  a  repeat  sale.  Convince  yourself 
first,  convince  your  clerks  next,  and  they  will  be  able 
to  convince  the  public,  which  means  more  sajes,  more 
satistiod  customers,  and  more  money  in  the  register. 

Remember,  yon  have  just  as  much  right  to  tell  the 
truth  about  the  goods  you  wish  to  sell  over  the  coun- 
ter as  the  nostrum-maker  has  to  advertise  his  pro- 
ducts. 

Be  a  Salesman. 

Don't  be  a  substitutor — be  a  salesman.  An  article 
should  never  be  "just  as  good."  If  you  do  not  believe 
it  is  better,  never  attempt  the  sale. 

Remember  the  value  of  the  "related  sales."  A 
tooth  brush  should  be  suggested  with  dental  prepara- 
tions, soap  with  bath  goods,  hair  brush  with  hair  tonic, 
and  so  on. 

Be  sure  your  line  is  right,  and  then  go  ahead. 

Advertise  in  Some  Way. 

Change  your  windows  often.  Put  only  profit-bear- 
ing items  on  display.  Price-ticket  your  goods.  Ad- 
vertise in  newspapers  if  possible.  Advertise  with  cir- 
culars, advertise  with  letters,  advertise  some  way — 
but  advertise. 

If  you  do  not  wish  to  commit  yourself  to  the  com- 
mis^on  plan,  try  this  one :  Offer  to  the  clerks  monthly 
a  certain  amount  of  money  to  be  divided  into  first, 
second,  and  third  prizes,  based  on  the  sales  of  the  line 
you  wish  pushed.  See  if  the  additional  profit  does  not 
more  than  compensate  for  the  expenditure. 

If  the  plan  works,  keep  it  up ;  it  it  does  not  pay, 
drop  it. 


BUSINESS  PHILOSOPHY. 

Before  you  can  succeed  on  a  large  scale  you  must 
have  succeeded  on  a  small  scale. 

Just  because  you  have  pulled  off  a  good  advertising 
stunt,  don't  expect  its  momentum  to  last  forever. 

The  man  who  stops  advertising  because  times  are 
dull  will  never  see  good  times  again  for  his  business. 

The  merchant  who  makes  good  is  not  he  who  has  the 
most  capital  or  the  best  location.  It  is  he  who  has 
the  most  ambition. 

The  store  that  makes  the  customer  feel  welcome  the 
first  time  he  comes  to  the  store  will  have  the  first  chance 
to  welcome  him  again. 

When  business  is  rotten  shut  up  about  it.  Don't  ad- 
vertise the  fact  for  the  benefit  of  competitors  and  the 
disgust  of  customers. 

No  matter  how  hot  your  competition  may  be,  there 
are  always  plenty  of  lines  that  are  not  well  sold,  lines 
that  you  can  sell  better  than  anybody  else  sells  them. 

Don't  have  any  quarrel  with  your  competitor.  If 
your  disposition  is  such  that  you  must  quarrel  with 
someone,  quarrel  with  the  railroad  company  or  your 
lawyer. 

Don 't  fall  into  a  pessimistic  attitude  about  your  busi- 
ness. Pessimism  is  based  more  on  what  you  are  afraid 
may  happen  than  on  what  has  happened,  or  what  is 
really  apt  to  happen. 


SELLING  THE  ' '  LOOKERS ' ' 

About  half  the  people  who  are  just  looking,  would 
buy  if  properly  handled,  and  a  good  percentage  of  the 
balance  will  come  back  later  on.  Take  more  than 
usual  pains  with  a  "looker." 


ADVERTISING  OP  B.  C.  DRUGGIST. 

Galloway's  Drug  Store,  Kamloops,  B.C.,  is  another 
firm  that  believes  in  persistent  advertising.  An  ad.  of 
this  store  featuring  the  many  things  necessary  for  the 
baby's  comfort  and  convenience  is  reproduced  here. 
This  is  an  ad.  that  would  catch  the  attention  of  every 
woman  with  a  young  child,  and  would  impress  upon 
them  that  the  many  little  things  needed  for  baby  could 
be  secured  at  this  store. 

"Liberty  for  Women." 

This  was  the  attention  attracting  heading  used  on 
a  recent  advertisement  for  this  store.  The  body  of  the 
ad.  read: 

"We  want  every  woman  who  has  suffered  for  years 
from  feminine  complaints  and  disorders — who  has  tried 
numbers  of  so-called  cures  without  obtaining  relief— 


Phcni  16         77t^  Sts^C^^^^^  Stora     «68  Victoria. 


FOR    BABY 

linpiylhing  that  yoa  couW  wish.  Things  foe  the  nurstry:,  things 
Inx  baby's  comfort  and  convenience.  Kubbet'.  nt|>[iles,  nursing  bot- 
irlrs.  haby  foods,  pacifiers,  teething  rings,  rattles,  brashes,  toilet 
po»ders,  talcums  and  dainty  pure  soaps.  Then,  too,  remember 
that  when  baby  is  ill  you  can  always  reel  the  greatest  safety  in 
having  us  (111  the  doctor's  prescription.  We  are  extremely  careful 
it.  »\>Brything  that  tends  to  give  baby  gveater  comfort  and  con- 
TTmmiiT     'Phone  orders  filled  quickly 

GALLOWAY'S   DRUG    STORE 


How  a  Kamloops  drug  store  lets  people  know  he  stocks  everything 
for  the  nursery. 

to  get  a  bottle  of  the  new  and  wonderful  successful 

remedy VEGETABLE  COMPOUND  that  has 

cured  thousands  of  women  who  despaired  of  ever  re- 
gaiining  their  health.  We  know  just  what  this  remedy 
contains,  have  absolute  confidence  in  it?  effectiveness, 
and  prove  this  'by  guaranteeing  it.  If  you  are  a  sut- 
ferer  from  any  form  of  ailment  peculiar  to  women  and 

Vegetable  Compound  does  not  bring  you  relief 

come  to  us  with  the  empty  bottle  and  we  will  immedi- 
art;ely  refund  your  money.  We  don 't  know  of  any  offer 
more  fair  than  this.    One  dollar  a  bottle." 


SAFETY  FIRST. 

"Aren't  you  rather  young  to  be  left  in  charge  of  a 
drug  store  ? ' ' 

"Perhaps;  what  can  I  do  for  you?" 

"Do  your  employers  know  it's  dangerous  to  leave  a 
mere  boy  like  you  in  charge  of  such  a  place?" 

"I  am  competent  to  serve  you,  ,madam,  if  you  will 
state  your  wants." 

"Don't  they  know  you  might  poison  someone'" 

"There  is  no  danger  of  that,  madam;  what  can  I  do 
for  you?" 

"I  think  I  had  better  go  to  the  store  down  the 
street." 

"I  can  serve  you  just  as  well  as  they  can,  and  as 
cheaply." 

"Well,  you  may  give  me  a  two-cent  stamp,  but  it 
doesn't  look  right." 

Prank  L.  Pry  &  Co.,  of  North  Sydney,  N.S.,  have  in- 
stalled "Roman"  silent  salesmen,  of  all  glass  construc- 
tion with  Tennessee  marble  base,  as  built  by  Keut- 
McClain,  Limited. 


28 


THE  RETAIL  DRUGGIST  OF  CANADA. 


July,  1914 


Collins'  Course  in  Show  Card  Writing 


One  of  a  series  of  articles 
specially  prepared  for  this 
journal. 


THE  object  in  shading  letters  is  to  make  them  stand 
out  in  relief,  or  to  give  them  a  "raised"  appear- 
ance.      It  adds  very  materially  to  the  attrac- 
tiveness of  a  card  or  sign.       Without  shading 
the  letters  appear  thin  or  flat.      It  is  very  easy  to  ac- 
complish when  the  principle  is  understood. 

Shade  Letters  to  Give  Raised  Appearance. 

There  is  a  mistaken  idea  that  letter-shading  is  effect- 
ed by  an  imaginary  light,  the  same  as  mechanical  and 
other  classes  of  drawing.  In  those  cases  it  is  assumed 
that  the  light  falls  upon  the  object  from  the  upper  left 
hand  corner  of  the  material  being  worked  on.  There- 
fore, all  portions  of  the  drawing  on  which  the  ima- 
ginary light  strikes  must  be  made  in  lighter  shade,  tint 
or  color.  In  mechanical  drawings,  all  lines  on  which 
the  light  falls  are  made  lighter  (thinner)  than  those  on 
the  opposite  side.  But  in  shading  letters,  the  object, 
as  stated  above,  is  to  give  them  the  appearance  of  be- 
ing raised,  and  the  light  has  nothing  to  do  with  it.  One 

HIIIII 

I.  2.  3.  ->.  .5.  6.  T. 

Fig.  8.— Example  of  various  shading. 

good  way  to  get  the  correct  idea  in  shade  effect  is  to 
imagine  you  are  looking  at  letters  cut  from  an  inch 
board. 

Method  of  Shading  Letters. 

The  style  of  shading  used  in  lettering  is  known  as 
isometric,  which  means  that  all  the  bevelled  lines  or 
projections  are  parallel.  The  angle  is  generally  about 
45  degrees.  In  Figure  7  it  will  be  seen  these  lines 
touch  the  letters  at  the  various  extreme  points.      For 


convenience  in  general  use  the  great  majority  of  card 
and  sign  writers  shade  the  letters  on  the  left  and  bot- 
tom sides. 

No  matter  where  a  stroke  may  appear  in  a  letter  the 
left  side  and  bottom  must  be  shaded  unless  the  angle 
of  the  stroke  is  45  degrees  or  near  it,  as  in  the  letters 


Fig.  7.~Correct  shading. 

Y,  K,  V,  A,  W,  Z  and  M.  The  width  of  the  shading 
will  not  be  the  same  on  the  side  of  all  the  strokes, 
but  the  bottom  shade  will  be  the  same  in  all  cases. 
The  width  of  the  side  shading  can  be  determined  by 
drawing  two  horizontal  lines,  AA,  BB,  Fig.  7,  below  the 
top  and  bottom  of  the  letters  the  width  you  want  the 
shading. 

Next  draw  lines  at  45  degrees  from  the  various  points 
of  the  letters  as  shown  in  Fig.  7.  The  point  where 
these  lines  touch  the  lines  AA  and  BB  will  determine 
the  width  of  the  shading  on  the  side  of  the  various 
strokes  of  the  letters.  You  will  note  that  the  left  top 
stroke  of  the  Y  has  a  wider  shade  than  the  vertical  part 
and  the  right  stroke.  The  latter  is  scarcely  visible. 
Had  it  been  at  the  angle  of  45  degrees,  it  would  not 
have  been  seen  at  all.  Observe  the  same  conditions 
in  the  letters  A,  "W,  M,  R  and  0. 

Examples  of  Shading. 

Fig.  8  is  a  splendid  example  of  various  finishes  or 
embellishment  of  letters,  and  the  corresponding  shad- 
ing. Letters  from  1  to  7  need  very  little  explanation 
as  the  same  rule  applies  to  them  as  to  the  letters    in 


ABCDEFGHI 
JKLMNOPQR 
STUVWXYZ? 
1 


Plate  23.— Spurred  halX  Ijlopl^— upper.case. 
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abcdefghijkimn 
o  p  q  r  s  t  u  V  >v  X  L|  z 


Plate  24.— Spurred  half  block— lower  case. 


Figure  7.  Letters  8  and  9  in  Figure  8  are  examples 
of  shadow  shading.  In  this  case  it  is  assumed  that  the 
light  falls  from  the  upper  left  hand,  comer.  But  note 
carefully  that  this  is  a  SHADOW  and  not  a  shade,  in 
the  sense  of  being  relief  work. 

Letter  9  is  a  drop  shadow.  No.  10  is  a  double  shade 
which  must  be  worked  in  two  colors.  No.  11  is  an 
old  style  of  shading  that  has  dropped  into  disuse.  Too 
many  lines  are  not  good  as  they  have  a  dazzling  effect. 

To  Acquire  Speed  in  Shading. 

All  that  has  been  said  above  is  to  acquaint  the  stu- 
dent with  the  principles  of  shading  that  he  may  know 
how  and  why  the  work  is  to  be  accomplished.  In 
practical  card  writing  you  should  never  measure  the 
shading  as  you  will  not  have  time  to  do  it.  Remember 
speed  is  essential  to  financial  success  in  card  writing, 
and  measuring  shade  lines  is  too  slow  a  process  to  be 


automatically,  no  matter  what  the  angle  of  the  stroke 
may  be.  Ilow  1  are  unshaded  letters,  which  have  the 
flat  appearance.  Row  2  is  shaded  close  to  the  letters 
which  is  not  a  desirable  way.      Row  3  leaves  a  narrow 


M  O  Y  E  R  A 

Jfow       / 

M  O  Y  E  R  A 

M  P  Y  E  R  A 

m&y  ^  F?/4 

Fig.  9.— Examples  of  rapid  shading. 

successful.  In  Figure  9  are  examples  of  rapid  shad- 
ing.' If  you  flatten  your  brush  and  hold  it  at  an  angle 
of  45  degrees  all  time  you  are  shading  the  letters  you 
will  find  it  will  take  care  of  the  width  of  the  shading 


Sample  of  plain  lettering,  in  which  shading  has  been  used. 

space  between  the  shading  and  the  letters.  Row  4  leaves 
a  wider  space.  Either  of  the  latter  is  the  best  style. 
Shading  of  this  type  gives  a  dashinese  to  the  whole 
card  that  is  pleasingly  effective.  It  lacks  the  stiffness 
of  measured  work.  With  some  there  may  be  a  ten- 
dency with  O's  and  periods  to  carry  the  shade  lines  too 
far  to  the  side.  The  O's  in  Row  2  and  Row  3  show 
this,  but  Row  4  is  much  better. 

Cards  Showing  Samples  of  Plain  Lettering. 

The  cards  shown  this  month  are  chosen  specially  as 
samples  of  plain  lettering,  and  illustrate  splendidly 
the  effects  of  shading.  If  shade  lines  should  overlap 
the  letters  in  places,  it  will  be  all  right  to  do  it.  Then 
the  various  lapped  places  may  be  touched  up  with  the 
original  color  after.  Or  the  shading  may  stop  before 
reaching  the  letter  at  the  point  where  it  is  about  to 
overlap.  The  letters  of  these  cards  are  all  done  in  black 


feMNOPQR^TU 
V WX YZ  S  eRP 


Plate  25.- Fancy  full  block— upper  case. 
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abedef^byklipi^o 
pq  psiuv  wxy  z  §^ 


Plate  26.— Fancy  full  block— lower  case. 


and  the  shading  is  in  grey  which  is  mixed  with  black 
and  white. 

Alphabets  Excellent  for  Practice  Work. 

The  alphabets  are  excellent  for  practice  work.  They 
are  not  difficult  to  do.  Plates  23  and  24  are  the  same 
as  plates  17  and  18,  shown  before,  with  the  exception 
that  these  are  spurred,  which  gives  them  a  more  finish- 


■^^b"  •'fas* 

All  Hiis  Week 


Sample  of  plain  lettering  illustrating  the  eflfects  of  shading. 

ed  appearance.     These  are  excellent  styles  for  "cut- 
ting in"  as  explained  last  month. 

Plates  25  and  26  are  the  Fancy  Pull  Block  style.  Let- 
ters of  this  character  are  not  good  for  general  use,  but 
are  splendid  letters  for  a  special  word  or  line  to  be 
brought  out  prominently.  There  is  no  rule  to  be  tied 
to  in  making  these  letters.  Notice  the  endings  of  the 
H.  M  and  N,  plate  26,  are  not  the  same.  These  vari- 
ous endings  may  be  used  on  any  of  these  three  letters. 
You  may  use  your  own  judgment  in  the  various  finish- 
es of  the  different  letters.  For  example,  you  may  finish 
the  "h"  in  any  of  the  styles  used  in  M  and  N.  P  and  q 
may  be  finished  like  b  and  d,  and  so  on,  according  to 
your  own  taste. 

MISTAKEN  IDEAS. 

Some  men  have  a  "mistaken  idea"  that  they  are 
running  their  business.  The  facts  are  that  the  business 
is  running  them — soul,  mind  and  body,  says  an  ex- 
change. 

Some  have  a  "mistaken  idea"  that  fifteen  to  twenty 
hours  a  day  brings  the  most  business  success.  The 
fact  is  that  the  man  who  only  works  twelve  will  win 
out  in  the  long  run,  with  a  healthy  body  to  boot.  A 
tired  mind  is  a  poor  affair  from  which  to  evolve  new 
ideas,  and  a  tired  body  does  not  make  very  fast  time. 

Some  have  an  idea  that  selling  cheap  is  the  great 
magic  stone  to  bring  success;  forgetting  that  profits 
after  all  are  the  great  end  in  view. 

There  is  a  "mistaken  idea"  that  trade  gotten  this 


way  is  0.  K.  because  it  comes  quickly.  It  leaves  also 
just  as  quickly  in  most  cases,  for  new  and  more  en- 
ticing fields. 

There  is  a  "mistaken  idea"  that  the  former  times 
were  better  than  these;  but  there  are  just  as  many 
poor  getting  poorer  and  rich  getting  richer  to-day  as 
there  were  fifty  years  ago. 

There  is  a  "mistaken  idea"  abroad  that  the  drug 
business  is  a  "cinch,"  yet  how  many  who  have 
tried  it  for  themselves  can  advise  differently. 

"Mistaken  ideas"  are  disastrous  affairs  if  not  soon 
taken  in  hand.  They  generally  come  from  inexperi- 
ence and  are  very  costly  affairs.  We  can  profit  by 
them  if  we  will.  Fools  only  repeat  a  "mistaken  idea" 
when  once  discovered. 

Business  is  like  a  battle;  the  general  who  can  keep 
his  head  and  miss  no  opportunities  is  the  successful 
one.  One  mistake  often  loses  a  battle  or  dissolves  a 
liusiness. 

So  if  you  have  any  "mistaken  ideas"  get  rid  of 
them  at  once  and  get  hold  of  the  sensible  and  prac- 
ticable kind. 


WINDOW  AND  PRICE  CARDS. 

Window  cards  are  of  much  importance  to  most  dis- 
plays. With  them  attention  is  called  to  new  pieces  of 
merchandise,  special  sales,  special  offers,  new  lines, 
part  descriptions  and.  in  fact,  they  can  make  a  win- 
dow virtually  talk. 

Price  cards,  generally  speaking,  are  just  as  impor- 


rIoUC™" 


Special  announcement  card,  also  illustrating  good  use 
made  of  shading. 

tant,  although  care  should  be  exercised  in  using  them 
on  high-priced  merchandise.  It  is  quite  impossible  to 
display  all  the  selling  arguments,  together  with  each 
article  in  the  window.  An  article  high-priced  may 
frighten  your  prospective  customer  away;  while  other- 
wise you  may  have  landed  him  with  a  few  convincing 
arguments  had   he   not  seen  the   price   previously. 
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Develop  Your  Soda  Fountain  Service 

Are  you  meeting  the  demand  for 
light  lunches  ? 

THE  druggist  must  look  for  business.  Business 
won't  come  to  him,  no  more  than  to  anyone  else. 
There  is  but  a  trifle  nowadays  between  success 
and  failure,  and  the  difference  may  depend  upon  the 
way  you  think  things  out.  There  is  always  something 
new  and  profitable  waiting  to  be  discovered,  even  in 
connection  with  the  soda  fountain  department  of  your 
store. 

Many  druggists  have  added  a  luncheon  service  to 
their  fountains  with  such  good  results  that  they  are 
selling  to-day  more  sandwiches  than  soothing  syrup. 
Some  of  those  who  are  now  so  loud  in  its  praises  would 
never  have  adopted  the  idea  had  not  their  soda  foun- 
tain patrons  practically  forced  them  to  stock  something 
as  solid,  but  more  dainty  than  soda  crackers.  They 
confess  they  never  thought  of  selling  sandwiches  until 
customers  growled  because  they  didn  't. 

Sells  500  Sandwiches  a  Day. 

Some  idea  of  the  possibilities  of  the  luncheon  service 
may  be  gained  from  the  experience  of  Mr.  Bingham, 
100  Yonge  street,  Toronto.  A  year  or  so  ago  he  didn't 
sell  a  single  sandwich.  To-day  he  disposes  of  more 
than  500  sandwiches  a  day,  and  that  is  only  one  item  in 
his  luncheon  service. 

It  cannot  be  too  often  insisted  on  that  success  in 
every  branch  of  the  soda  fountain  department  depends 
upon  cleanliness  and  ([uality,  and  that  every  develop- 
ment calls  for  even  greater  cleanliness  and  better  qual- 
ity. If  you  are  to'  provide  lunches  you  will  need  more 
than  ever  to  have  any  musty  odor  eliminated  from  the 
fountain,  to  have  not  only  the  syrup  containers,  ice  box 
and  other  receptacles  sweet  and  clean,  but  also  the  sink 
and  drain  pipes.  Precautions  against  flies  will  have  to 
be  taken.  An  electric  fan  in  a  suitable  place  will  direct 
the  air  current  so  that  they  can't  get  into  the  store. 

As  each  glass  of  soda  and  dish  of  sundae  served  must 
bear  the  stamp  of  quality,  so  must  each  of  your  sand- 
wiches. As  you  would  never  think  of  serving  tainted 
syrup  to  your  customers,  so  you  will  put  aside  all  sand- 
wiches that  are  not  absohitely  fresh. 

Excel  Your  Rivals. 

Sandwiches,  of  course,  are  only  one  of  the  possible 
items  in  a  luncheon  service,  but  most  druggists  have  de- 
veloped the  service  from  this  beginning,  and  in  the 
summer  it  is  just  a  dainty  sandwich  that  many  people 
are  looking  for.  The  whole  idea  of  the  fountain  is  dain- 
tiness, and  the  sandwiches  must  be  dainty.  Quantity 
should  not  be  a  factor  in  sales,  and  if  they  will  not  sell, 
there  must  be  something  wrong  with  the  ((uality.  The 
varieties  of  sandwiches  that  most  druggists  sell  include 
ham,  salmon,  sardine,  cheese  and  roast  beef.  With  many 
it  would  be  a  good  investment  to  secure  the  services  of 
an  experienced  cook  to  prepare  the  sandwiches  and 
show  your  clerks  how  it  is  done  and  how  best  to  store 
them  so  that  they  will  retain  their  freshness.  If  another 
druggist  in  town  has  a  luncheon  service,  get  .samples 
of  his  wares  and  see  that  yours  are  just  a  little  bit  bet- 
ter and  daintier.  The  addition  of  but  a  lettuce  leaf 
will  make  all  the  difference. 

Advertising  Methods. 

Always  try  to  serve  dainties  that  are  just  a  little  bet- 
ter thaii  anyone  else's.  Then  your  business  will  go 
ahead.     "Wliv,"  a  satisfied  customer  will  say  to  you. 


"the  wonder  to  me  is  that  you  don't  do  all  the  business 
in  town.  If  the  people  knew  what  I  know  of  the  qual- 
ity of  your  goods  they  would  all  want  them."  Having 
the  goods,  you  must  then  let  people  know  you  have 
them.  Bring  them  to  their  notice  by  actual  display,  by 
show  card,  by  mail  and  by  newspaper  advertisement. 
Display  the  goods  where  they  will  catch  the  eye,  but 
where  they  won't  obstruct  your  customers  or  your  ser- 
vice. Be  sure  the  dishes  are  spotlessly  clean.  Post 
neat  cards  in  your  window  and  on  your  showcases.  Let 
them  name  what  you  have  to  sell  in  few  words.  Change 
them  frecjuently,  or  people  won't  look  at  them.  Vary 
their  color,  and  their  style.  Have  plenty  of  menu  cards 
— light  and  cheerful  in  color.  Some  druggists  have 
dark  menu  cards.  They  won't  become  untidy  so  soon, 
but  they  are  a  mistake,  for  people  will  think  this  is  why 
you  have  them,  and  you  don't  want  to  give  them  that 


Is  it  everybody's  job  to  look  after  your  soda  fovin- 
tain?  If  it  is,  it  will  soon  be  nobody's  job,  and 
when  service  and  quality  go,  customers  will  go. 
Place  someone  in  exclusive  charge  of  it.  He  will  take 
a  pride  in  it.    So  will  you  and  your  patrons. 


impression.  Replace  your  menu  cards  when  the  least 
spot  appears  on  them.  You  may  have  to  do  it  every 
day,  but  it  is  worth  it.  Mail  letters  to  all  who  pass  your 
store,  telling  them  of  your  luncheon  service.  If  there  is 
a  theatre  or  concert  hall  or  sports  ground  near,  adver- 
tise on  their  programmes.  You'll  catch  many  patron^ 
this  way.  Find  out  the  average  age  and  the  sex  of  the 
majority  of  your  customers,  and  cater  for  those  and 
advertise  to  attract  those.  It's  not  the  old,  but  the 
young,  who  will  supply  the  bulk  of  your  patrons. 

Besides  sandwiches,  light  salads  should  prove  a  very 
popular  line  in  the  summer  months.  Fresh  fruit  salad, 
chicken  salad,  lobster  salad,  suggest  themselves,  but 
local  conditions  and  tastes  will  vary.  For  a  colder  or 
rainy  day  you  may  offer  a  variety  of  soups,  such  as 
cream  of  tomato,  cream  of  oyster,  cream  of  chicken, 
clam  bouillon,  as  well  as  malted  milk  and  beef  tea.  On 
such  a  day  a  special  showcard  in  the  window  will  draw 
well. 

In  supplying  all  these  dainties,  you,  as  a  druggist, 
start  with  a  public  reputation  for  cleanliness  and  qual- 
ity which  is  in  itself  an  inducement  to  people  to  trade 
with  you.    Don't  lose  this  reputation. 


PITHY  POINTERS  FOR  THE  DRUGGIST 

Spending  a  dollar  to  make  two  dollars  is  always  good 
business. 

Go  after  the  trade  of  the  "best  families,"  but  don't 
neglect  the  common  people. 

Consider  whether  another  silent  salesman  would  not 
increase  your  sales  considerably. 

If  you  make  it  easy  for  people  to  see  your  stock 
without  asking,  they  will  buy  more. 

The  merchant  should  devote  attention  to  plans  for 
developing  enthusiasm  among  his  clerks. 

Boost  the  lines  that  pay  the  best  profit,  but  never  at 
the  cost  of  recommending  goods  that  will  not  give  sat- 
isfaction. 

How  many  times  do  you  turn  your  stock  in  a  yeart 
Percentage  of  profit  on  amount  invested  depends 
largely  on  this. 

It  is  just  as  bad  btisiness  to  sell  a  customer  more 
goods  than  he  wants  as  to  let  him  walk  out  without 
bu.ving  all  he  came  for. 
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THE  STATIONERY  DEPARTMENT 

I      A  department  devoted  to  stationery,  hook',  po'i  cardt  and  associated  lines      I 


THE  DISPLAY  OF  STATIONERY. 

In  order  to  get  the  most  out  of  his  stationery  depart- 
ment, the  druggist  should  not  overlook  the  importance 
of  giving  up  his  window  occasionally  to  displays  of  this 
line. 

Avoid  a  crowded  display.  It  is  better  to  show  up  one 
or  two  things  nicely  than  to  throw  half  the  stock  into 
the  window  and  to  have  the  customer  see  a  pile  of 
goods  which  does  not  cause  his  or  her  attention  to  be 
concentrated  on  any  one  line.  As  a  window  trimmer 
remarked  to  the  writer  the  other  day,  "I  don't  try  to 
show  all  the  stock  at  once.  I  save  some  for  the  next 
time." 

Have  lanes  Associated. 

Combination  displays  should  be  of  a  logical  kind, 
showing  lines  that  are  well  associated.  The  reverse  is 
frequently  noticeable  as,  for  instance,  school  books, 
leather  goods,  loose-leaf  lines,  picture  cards,  writing 
paper  and  perhaps  a  dozen  other  articles  thrown  in  the 
window  together.    It  makes  a  poor  selling  display. 

There  is  a  good  deal  more  to  displaying  stationery 
than  merely  placing  it  in  the  window.  There  should, 
if  possible,  be  some  special  way  of  featuring  different 
lines  of  goods,  if  for  no  other  reason  than  that  of  vari- 
ation or  giving  the  window  a  different  appearance. 

Price  cards  are  generally  found  to  be  a  help  in  mak- 
ing sales. 


SCHEME  TO  PUSH  THE  SALE  OF  INK. 

The  fountain  pen  owner  is  a  customer  the  druggist 
will  find  it  worth  while  making  an  effort  to  attract  to 
his  store,  if  only  for  the  business  that  may  be  secured 
in  the  stationery  or  fancy  goods  department. 

Fountain  pens  are  of  two  classes — the  self-filling  var- 
iety and  those  that  require  to  be  unscrewed  and  filled 
with  a  squirt.  Fountain  pen  devotees  are  so  numerous 
these  days  that  good  results  are  likely  to  follow  a  suc- 
cessful appeal  on  the  part  of  the  druggist,  even  if  it  be 
confined  to  the  second  of  these  classes  alone. 

It  is  probable  that  in  nine  cases  out  of  ten  the  latter 
uses  a  filler  which,  when  occasion  demands,  he  dips  in- 
discriminately into  any  ink  bottle  that  may  happen  to 
be  handy,  and  having  replenished  his  pen,  he  lays  the 
filler  aside  just  as  it  is.  The  result  is  the  filler  becomes 
clogged  with  ink,  and  the  next  time  he  picks  it  up,  it 
won't  work  till  it  has  been  cleaned  with  a  pin,  a  pro- 
cess which  takes  time  and  is  apt  to  spoil  the  temper, 
especially  when,  as  not  unusually  happens,  the  glass 
breaks  with  bad  usage,  and  the  fountain  pen  is  only 
eventually  filled  at  the  expense  of  considerable  blots 
to  fingers,  table  and  pen. 

All  this  mess  and  muddle  would  be  avoided  if  the 
fountain  pen  owner  would  but  use  one  of  those  small 
ink  bottles  which  permit  a  filler  being  retained  inside 
so  that  the  aperture  is  always  wet,  permitting  a  con- 
stant and  free  flow  of  ink  at  all  times. 

The  point  for  the  druggist  to  note  is  that  the  ma- 
jority of  fountain  pen  folks  have  never  given  any 
thought  to  this  matter.  They  have,  doubtless,  seen  the 
bottles  and  fillers,  but  they  have  never  thought  of  try- 


ing them.  The  device  is  so  simple  and  effective,  that  it 
is  99  chances  to  a  hundred  that  if  such  a  person  could 
be  induced  to  make  but'  a  single  trial  of  the  outfit  he 
would  become  a  purchaser. 

It  is  suggested  that  the  druggist  put  a  showcard  in 
his  window  inviting  the  fountain  pen  owners  to  fill 
their  pens  free  of  charge  at  the  stationery  counter  on 
some  particular  day  of  the  week,  when  such  a  filler 
could  be  demonstrated  to  them,  and  they  could  try  it 
for  themselves. 

In  addition  to  ink  sales  being  secured,  the  occasion 
would  present  itself  of  suggesting  the  desirability  of 
purchasing  stationery  supplies,  or  even  a  new  fountain 
pen.  Altogether,  the  scheme  is  worth  trying,  and 
should  have  good  results. 


SEASONABLE  SHOW  CARD. 

One  of  the  newest  ideas  in  window  show  cards  is  to 
attach  to  them  samples  of  the  articles  they,  advertise, 
so  that  the  man  in  the  street  sees  practically  at  the 
same  glance  the  article,  its  description,  and  its  price. 

■  Among  the  many  ways  such  cards  can  be  utilized 
at  the  present  is  in  the  display  of  those  fancy  articles 
that  are  likely  to  be  wanted  on  the  summer  vacation. 
A  neat  and  effective  show  card  of  this  description  has 
attached  to  it  a  playing  card  with  a  chess  man  and  a 
checker  on  one  side  and  a  domino  and  a  chip  on  the 
other.  Above  is  the  wording  in  bold  betters,  "Take 
them  with  you  for  recreation  in  camp,  cot,  or  cruise." 
Below  the  prices  are  stated. 


THE  DRUG  TRADE  AS  I  SEE  IT 

Observations  of  the  Delivery  Boy 

Advertising  is  what  puts  the  buzz  in  business. 

Don't  stare  up  the  steps  of  success,  but  step 
up  the  stairs. 

Faint  heart  never  won  fair  lady,  and  neither 
will  a  faint  effort  to  sell  win  sales  for  the  store. 

Delays  are  dangerous  things — especially  in 
deliveries  that  the  customer  is  waiting  for. 

Appearances  are  deceptive.  Many  an  un- 
likely looking  purchaser  has  considerable 
money  to  spend. 

When  customers  rush  in  through  the  door, 
the  dealer's  grouchiness  flies  out  through  the 
window. 

Why  is  it  that  a  clerk  who  can  decorate  him- 
self out  like  a  band  wagon  sometimes  can 't  dec- 
orate the  window  or  store  in  like  manner* 

Many  a  clerk  can  put  up  a  better  argument 
as  to  why  he  should  get  off  to  see  a  hockey 
game  than  he  can  to  customers  as  to  why  they 
should  buy  his  goods. 

Contractions  sometimes  cause  trouble.  A 
lady  raised  a  big  rumpus  because  we  had 
charged  her  with  a  mat.  We  found  that  it  was 
merely  a  contraction  for  matches. 
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TRIVIAUTIES 


Little  things  for  little  shoppers  count  for 
school  opening.  When  a  certain  pencil, 
eraser,  pen,  or  scribbling  book  must  be 
found — found  where? — is  it  to  be  found 
in  your  store? 


SCHOOL  SUNDRIES 


Give  your  best  attention  to  the  small 
things,  and  you  will  have  bigger  results. 
We  realize  this  and  are  prepared  for 
the  exacting  demand  of  the  scholars.  If 
it  is  worth  having — we  have  it.  We 
are  publishers  of   the  popular  series  of 


IMPERIAL  PRACTICE 
BOOKS 


and   would   appreciate    a    request    for 
samples. 


Warwick  Bros.  &  Rutter,  Limited 

Manufacturing  Stationers 
TORONTO 
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SMOKERS'  SUPPLIES,  CIGARS  and  TOBACCO 

I     The  Department  that  Attracts  the  Men  to  the  Drug  Store    1==^^=^^==^^==:^ 


Building  Up  Box  Trade  in  Cigars 

Told  by  Karl  Friderick  in  Tobacco 

BUILDING  UP  a  box  trade  in  cigars  is  presumably 
one  of  the  laudable  ambitions  of  every  enterpris- 
ing cigar  dealer  at  the  present  day. 

I  know  that  I  had  that  ambition  away  back  in  the 
days  when  I  started  as  a  junior  clerk  in  a  cigar  store 
owned  by  a  relative  and  located  in  one  of  the  good- 
sized  cities  in  the  Middle  West,  and  box  trade  was  one 
of  the  tilings  to  which  I  gave  a  great  deal  of  thought 
and  attention. 

Building  up  a  box  trade  was  by  no  means  easy  in 
those  days,  because  the  habit  of  buying  cigars  or  any- 
thing else  by  the  quantity  was  by  no  means  as  common 
as  it  is  at  the  present  time.  But,  on  the  other  hand, 
the  competition  was  far  less  keen  at  that  period  than  it 
is  now,  and  largely  because  of  that  fact  I  was  able  in 
the  course  of  a  comparatively  few  years  to  establish  a 
retail  box  trade  in  cigars  of  considerable  proportions, 
and  by  far  the  largest  enjoyed  by  any  cigar  store  in 
our  city. 

How  He  Went  About  It. 
I  began  to  think  seriously  about  going  after  the  box 
trade  before  I  had  been  in  the  cigar  store  many  weeks, 
and  one  of  the  first  window  bulletins  that  I  ever  used 
read : 

"WE   MAKE  A  SPECIALTY   OP  CIGARS 
BY  THE  BOX." 

The  senior  clerk  in  the  store,  who,  as  I  think  I  have 
previously  mentioned,  was  a  middle-aged  man,  willing 
and  courteous,  but  without  any  great  initiative,  or 
much  interested  in  new  ideas  of  any  kind,  was  inclin- 
ed to  laugh  at  this  idea  of  selling  cigars  by  the  box. 

He  said  that  it  could  not  be  done,  and  that,  even  if 
it  could,  it  would  not  be  a  good  thing,  as  it  would  in- 
terfere with  our  regular  trade.  His  line  of  reasoning 
was  something  like  this: 

"Customers  would  only  buy  about  so  many  cigars, 
anyway,  and  if  they  bought  them  by  the  box  they 
would  get  them  at  a  lower  price  than  if  they  bought 
them  one  or  two  at  a  time  a-t  the  regular  retail  price, 
so  we  would  be  that  much  out  in  the  long  run." 

Salesmanship  a  Bigf  Factor. 

My  answer  to  the  senior  clerk  was  that  the  man  who 
had  a  box  of  cigars  in  his  possession  would  not  only 
smoke  more  himself,  but  he  would  give  more  cigars 
away  to  his  friends,  while,  furthermore,  the  smoker 
who  bought  his  cigars  of  us  by  the  box  would  be 
simoking  cigars  from  our  store  pretty  continuously, 
whereas  if  he  bought  his  cigars  one  or  two  at  a  time, 
whenever  he  wanted  a  smoke,  a  good  many  of  his 
cigars  would  be  bought  at  other  stores  and  stands 
wherever  the  individual  might  happen  to  be  when  he 
wanted  a  smoke. 

The  senior  clerk  was  partially  convinced  by  this 
line  of  reasoning,  and  thereafter  he  lent  a  willing,  if 
not  a  particularly  enthusiastic  assistance  to  my  efforts 
to  build  up  a  box  trade. 

A  good  deal  of  work  in  building  up  a  steady  sale  of 


cigars  by  the  box,  of  course,  had  to  be  done  by  per- 
sonal solicitation  of  customers  who  came  into  the  store, 
and  with  these  I  was  bound  to  use  the  utmost  tact  and 
refrain  from  being  over-importunate. 

First  Sale  Brought  Future  Trade. 

I  used  to  study  all  of  our  customers  carefully,  and 
make  mental  notes  of  such  as  I  thought  might  be  in- 
duced to  buy  cigars  by  the  box. 

Among  our  customers  were  quite  a  number  of  tra- 
veling salesmen  representing  local  houses  in  different 
lines,  who  used  to  drop  into  our  store  quite  frequently 
at  such  times  as  they  were  resting  from  their  work  on 
the  road.  One  of  these  salesmen  became  my  first  box 
customer,  and  for  a  long  series  of  years  I  doubt  if  he 
ever  started  out  upon  a  trip  without  having  a  box 
of  cigars  from  our  store  in  his  grip. 

Began  to  Buy  in  Large  Quantities. 

My  second  box  customer  was  a  prominent  local  law- 
yer, whose  ofiice  was  just  across  the  street  from  our 
store.  This  lawyer  was  in  the  habit  of  sending  one  of 
his  clerks  to  the  store  several  times  each  week  to  buy 
a  quarter's  worth  of  cigars,  and  one  day  when  he 
came  into  the  store  to  make  a  purchase  in  person,  I 
suggested  to  him  I  should  like  to  sell  him  a  box  of 
cigars.  I  explained  to  him  that  the  cigars  would  cost 
him  somewhat  less  by  the  box,  and  it  would  also  be 
more  convenient  to  have  them  always  on  hand  in  his 
office  without  being  put  to  the  trouble  to  send  one  of 
his  staff  to  the  store  whenever  he  wanted  a  cigar. 

The  lawyer  thanked  me  for  the  suggestion,  said  that 
it  was  a  good  one,  and  wondered  why  he  had  never 
thought  of  it  before.  Prom  that  time  on  he  became 
a  regular  box  customer,  and  incidentally  I  may  say 
that  he  bought  a  good  many  more  cigars  from  our 
store  than  he  previously  had  done. 


HOW  BRIAR  PIPES  ARE  MADE. 

Even  pipe  smokers  have  little  idea  how  briar-root 
pipes  are  made  or  of  the  time  and  attention  necessary 
in  their  manufacture. 

The  briar  which  furnishes  the  root  from  which  the 
pipes  are  made  is  the  shrub  called  the  white  heath,  or 
heather,  and  is  found  chiefly  in  the  south  of  Italy,  on 
the  island  of  Corsica,  and  in  Algeria. 

After  the  roots  have  been  cleaned  of  the  earth  which 
clings  to  them,  they  are  sawed  into  blocks  of  various 
dimensions,  placed  in  vats,  and  allowed  to  simmer  for 
twelve  hours,  which  brings  out  the  rich  brown  color 
for  which  the  finest  pipes  are  prized. 

Pollowing  this  boiling  process,  the  blocks  are  steam- 
dried  for  two  weeks,  and  then  are  sent  to  the  factory, 
where  they  are  converted  into  pipes.  The  blocks  are 
sorted  according  to  size  by  experts,  are  placed  on 
shelves,  and  kept  at  an  even  temperature  for  ten  days, 
when  they  are  dried,  and  then  are  sent  to  the  machines, 
where  the  actual  manufacture  begins. 

After  the  blocks  have  been  trimmed  to  the  proper 
size,  the  upper  part  of  the  bowl  is  turned,  then  the  low- 
er part  and  stem,  and  then  they  are  sandpapered.  The 
finishing  of  the  bowls  then  takes  place. 
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TORONTO,  AUGUST,   1914 


NuMUER  Eight 


On  to  the  Win- 
nipeg Convention. 


The  last  call  for  the  big  conven- 
tion of  the  Canadian  Pharma- 
ceutical Association  in  Winnipeg 
is  being  sent  out  throughout  the  length  and  breadth 
of  the  land.  The  druggists  of  the  Dominion  are  urged 
to  hearken  and  rally  to  the  call.  The  convention  opens 
in  Winnipeg  on  August  17,  and  now  as  the  date  ap- 
proaches, the  officers  and  committees  who  have  been 
in  charge  of  the  arrangements,  and  who  have  worked 
so  strenuously  to  make  the  event  the  success  it  deserves 
to  be,  are  waiting  in  feverish  anticipation — like  gen- 
erals on  the  eve  of  battle — the  outcome  of  their  en- 
deavors. 

That  it  will  be  a  successful  convention  is  already  a 
foregone  conclusion.  Those  at  the  head  of  affiairs 
have  been  working  to  make  it  the  largest,  most  en- 
thusiastic, profitable,  and  enjoyable  gathering  of  the 
druggists  of  Canada  that  has  ever  been  held,  and  there 
is  no  reason  why  it  should  not  be.  To  begin  with, 
Winnipeg  is  an  ideal  convention  city,  and  the  arrange- 
ments in  regard  to  transportation  and  hotel  facilities, 
as  given  in  detail  elsewhere  in  this  issue,  are  certainly 
most  pleasing  and  satisfactory.  In  addition,  there  are 
many  questions  of  much  importance  to  the  druggists  of 
Canada  to  be  taken  up  and  dealt  with  at  the  conven- 
tion, and  the  druggists  should  turn  out  in  force  to  dis- 
cuss these  problems  of  vital  importance  to  their  wel- 
fare. 

There  is  also  a  great  deal  of  individual  benefit  to  be 
received  by  every  druggist  who  attends  the  conven- 
tion. Papers  will  be  read  and  discussions  take  place 
that  will  be  the  source  of  many  valuable  ideas  to  the 
wideawake  dealer.  Even  between  the  sessions,  the 
druggist  is  bound  to  assimilate  much  valuable  informa- 
tion, because  where  druggists  are  gathered  together 
you  will  find  conversation  turn  to  drug  store  problems- 
The  exchanging  of  ideas  and  swapping  of  experiences 
is  bound  to  result  in  much  good. 

"The  Canadian  Pharmaceutical  Association  expects 
every  druggist  to  do  his  duty,"  and  his  duty  is  to  be 
present,  if  at  all  possible,  at  this  annual  convention,  and 
assist  in  making  it  stand  out  as  the  best  yet  in  point 
of  attendance  and  general  successfulness.     The  drug- 


gist should  show  his  interest  in  the  welfare  of  the  asso- 
ciation and  of  the  trade  of  which  he  is  so  proud  to  be 
a  member,  by  being  present  at  the  forthcoming  con- 
vention, and  taking  part  in  the  deliberations. 

•  •     •     • 

Winnipeg's  In  this  issue   there  are  given  in 

Largest  considerable   detail  the   features 

Drug  Store.  and  business  methods  of  what  is 

probably  Canada's  largest  drug 
store.  The  establishment  in  question  is  the  central  and 
largest  store  of  the  five  conducted  by  the  Gordon 
Mitchell  Drug  Company  in  Winnipeg.  It  is  located  ,iust 
a  few  doors  west  of  the  big  store  of  the  T.  Eaton  Com- 
pany on  Portage  avenue,  one  of  the  finest  streets  in 
Canada,  if  not  on  the  continent. 

Eight  pages  are  devoted  to  the  features  and  work- 
ings of  the  big  store  in  this  issue,  and  the  article  is 
particularly  appropriate  because  of  the  holding  of  the 
convention  of  the  C.  Ph.  A.  in  Winnipeg  this  month, 
when  many  of  the  druggists  will  be  afforded  an  oppor- 
tunity of  visiting  the  store  themselves,  and  seeing  the 
systematic  and  efficient  manner  in  which  it  is  conduct- 
ed. Many  of  the  most  important  methods  and  ideas  in 
use  in  the  store  are  not  apparent  on  the  surface,  and 
would  probably  be  unknown  to  a  visitor,  even  after  a 
general  tour  of  inspection,  although  he  could  not  help 
but  realize  that  there  must  be  an  efficient  system  behind 
the  various  departments  of  the  store. 

A  staff  editor  of  The  Retail  Druggist  spent  a  whole 
day  of  inspection  in  the  big  store  and,  with  the  aid  of 
the  manager,  was  enabled  to  get  a  comprehensive 
grasp  of  the  methods  and  systems  in  use  in  the  store. 
These  are  presented  in  this  issue,  and  are  well  worth 
the  careful  perusal  and  study  of  readers. 

•  •     •     * 

Make  Most  of  The  saleable  season  for  summer 

Summer  Trade.  lines  is  still  with  us.  and  it  is 

now  that  the  druggist  should  put 
forth  his  best  effort  to  cash  in  on  this  trade  while  it  is 
yet  to  be  had.  for  it  will  not  be  long  now  until  we  will 
be  passing  on  to  another  season,  with  the  exit  of  the 
possibility  of  trade  in  certain  lines. 
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August  and  early  September  form  a  big  holiday  sea- 
son, and  holiday  goods  should  be  pushed  strongly. 
There  are  many  lines  which  the  druggist  carries  in 
stock  that  can  be  suggested  with  advantage  to  people 
who  are  going  away.  The  advertisement  can  be  used 
to  point  out  that  it  is  not  always  convenient  to  secure 
what  you  want  when  away  from  home,  and  the  best 
way  is  to  save  annoyance  and  trouble  by  taking  it  with 
you-  Counter  and  window  displays  can  be  used  to 
suggest  various  articles.  Cameras  and  camera  sup- 
plies should  be  made  a  big  feature  at  this  time.  There 
is  opportunity  for  big  business  in  these  lines  if  gone 
after  in  the  right  way. 

This  is,  of  course,  the  harvest  season  for  the  soda 
fountain  and  ice  cream  department,  and  the  druggist 
should  make  an  effort  to  reap  as  richly  as  possible 
from  the  opportunities  that  the  weather  man  is  so 
kindly  bestowing  on  him.  A  little  advertising  to  draw 
the  public's  attention  to  your  fountain  on  the  warm 
days  would  not  by  any  means  be  amiss.  It's  the  dealer 
who  goes  after  trade  in  the  proper  manner  who  gets 
the  largest  share. 

The  man  who  comes  first  in  the  race  does  not  slacken 
his  pace  till  the  race  is  over.  The  druggist  who  wants 
his  summer  sales  to  show  up  well  wants  to  keep  peg- 
ging away  till  the  very  last. 

•     *     •     • 

Begin  to  Clear  It  is  the  sale  of  the  last  one  or 

Out  Summer  two  of  the  dozen  that  gives  the 

Lines.  dealer  his  profit.    While  he  may 

be  making  a  percentage  on  each 
one  of  the  dozen,  it  is  on  the  last  few  that  he  actually 
realizes  his  profit.  For  this  reason  the  dealer  who  ex- 
pects an  appreciable  return  on  his  summer's  trade  must 
see  to  it  that  those  goods  that  sell  only  during  the  warm 
weather  are  cleaned  out.  If  not,  his  profits  are  repre- 
sented, not  in  cash,  but  in  stock — and  rather  unsale- 
able stock,  sometimes,  too. 

There  is  a  certain  druggist  known  to  the  writer  who 
carries  a  big  stock  and  does  an  enormous  business  in 
Christmas  goods  each  year,  but  the  stock  he  puts  away 
after  the  season  amounts  to  a  great  deal  more  than  the 
profits  made.  While  he  does  a  big  trade  and  gets  a 
good  profit  on  what  he  does  sell,  the  leftovers  turn  an 
otherwise  good  business  into  an  unprofitable  venture. 

A  good  many  dealers  do  the  same  thing  to  a  greater 
or  less  extent  with  summer  lines.  They  neglect  to 
clear  them  off  while  the  season  is  still  favorable,  and 
so,  when  the  frost  is  on  the  pumpkins  and  the  selling 
season  over,  the  goods  which  really  represent  their  pro- 
fits are  still  loafing  on  the  shelves. 

There  is  still  a  considerable  period  for  the  selling 
of  summer  goods,  and  the  dealer  does  not  want  to  run 
short  of  the  more  staple  lines,  but  it  is  none  too  soon 
to  begin  to  work  off  the  purely  warm  weather  goods. 

Bathing  caps  and  summer  sporting  goods  are  sam- 
ples of  these  lines.  There  are  several  others  that 
should  be  watched. 


Censoring  of 
Advertising  Copy. 


These  are  all  items  that  the  druggist  who  has  the 
interests  of  the  public  at  heart  will  be  glad  to  have  the 
ban  placed  on  by  the  newspapers  of  Canada.  He  will 
likewise  be  in  accord  with  the  stand  taken  against  any 
advertisement  that  contains  extravagant  guarantees 
of  cure.  It  is  only  fair  to  the  manufacturer  who  ad- 
vertises with  conservative  statements  that  the  one  who 
makes  extravagant  or  exaggerated  claims  be  censored. 

Another  clause  of  the  standard  adopted  disfavored 
"medicines  or  mechanical  devices  that  purport  in  an 
offensive  or  extravagant  way,  either  by  illustration  or 
language,  to  'enlarge  the  bust,'  to  'improve  the  fig- 
ure,' to  make  the  fat  thinner  or  the  thin  fatter,  to 
restore  hair  to  bald  heads,  to  change  ugly  complexions 
into  beautiful  ones,  and,  in  general,  to  perform  any 
feats  that  are  impossible  or  may  be  dangerous."  This 
is  not  intended  to  bar  toilet  preparations  of  harmless 
composition  or  legitimate  massage  devices  that  are 
truthfully  advertised. 


The  drug  trade  will  receive  with 
commendation  the  stand  which 
the  Canadian  Press  Association 
at  its  annual  meeting  in  Toronto  in  July  took  against 
several  of  the  objectionable  forms  of  advertiang 
relating  to  a  greater  or  less  extent  to  the  drug  trade. 
They  urged  that  members  refuse  advertisements  of  any 
medicine  that  claims  to  cure  diseases  commonly  held 
to  be  incurable  by  medicine — and  medical  treatment 
offered  free — any  medicine  that  is  known  to  contain  a 
habit-forming  drug  of  the  dangerous  class. 


A  New  British 
Pharmacopoeia. 


It  is  understood  that  the  revised 
edition  of  the  British  Pharma- 
copoeia will  make  its  appearance 
in  a  short  time  now.  The  revision  has  been  conducted 
by  the  General  Medical  Council  of  Great  Britain,  the 
Pharmaceutical  Society  co-operating. 

The  new  edition  is  being  published  none  too  soon, 
when  one  recalls  that  the  last  revision  took  place  in 
1898,  for  in  late  years  it  has  been  succeeded  by  more 
modern  and  more  comprehensive  unofficial  works.  In 
these  days  of  rapid  progress  in  medicines  and  pharma- 
ceutics, a  period  of  sixteen  years  is  too  long  to  wait 
for  the  overhauling  of  the  official  medicine  book,  espe- 
cially when  one  calls  to  mind  the  large  number  of  new 
remedies — ^some  of  them  of  the  greatest  value — that 
have  been  introduced  since  1898. 

As  to  the  nature  and  scope  of  the  changes  that  will 
be  made,  great  secrecy  has  been  observed  by  the  Gen- 
eral Medical  Council,  but  from  information  which  has 
been  furnished  us  from  a  reliable  source,  we  gatb-- • 
that  the  changes  will  not  be  of  a  revolutionary  char- 
acter or  by  any  means  sensational-  The  size  of  the 
book  will  probably  be  a  little,  but  not  much,  larger 
than  the  present  edition,  and  some  surprise  will  prob- 
ably be  expressed  at  the  small  number  of  synthetic 
products  that  the  compilers  have  selected  for  inclu- 
sion in  the  official  work.  There  will,  however,  be  a 
considerable  increase  in  the  number  of  drugs  and 
galenical  preparations  which  are  required  to  be  stand- 
ardized. 

•     •     •     • 

Parcel  Post  and  the  Parcel  post  does  not  seem  to  be 
Mail  Order  Houses.  proving  as  beneficial  to  the  mail 
order  houses  as  retail  dealers 
were  inclined  to  believe  it  would  be,  when  the  system 
was  first  proposed  in  Canada.  Of  course,  the  zone  sys- 
tem has  made  it  much  less  favorable  to  the  catalogue 
houses  than  the  flat  rate  plan  that  was  first  suggested 
would  have  been,  and  for  this  the  small  retailer  has  to 
be  thankful,  as  well  as  for  the  fact  that  a  small  local 
zone  of  20  miles  was  created.  This  gives  the  small 
dealer  an  opportunity  to  make  use  of  parcel  post  in  his 
district  at  a  more  favorable  rate  than  is  open  to  mail 
order  houses  outside  the  twenty-mile  zone. 

There  is  also  another  reason  why  parcel  post  is  not 
proving  as  beneficial  to  the  mail  order  houses  as  they 
themselves  believed  it  would  be  when  they  agitated 
for  it.  The  fact  of  the  matter  is  that  the  percentage  of 
profit  on  goods  sent  out  since  the  inaiiguration  of  par- 
cel post  is  not  as  large  as  under  the  old  plan.    Previous 
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to  its  adoption  people  sent  in  for  large  amounts  of 
goods  at  a  time.  Under  the  more  favorable  rates,  they 
now  send  oftener,  and  buy  smaller  amounts.  The  cost 
of  parcelling  and  handling  the  same  value  of  goods  is 
now  much  larger  and  they,  therefore,  make  a  smaller 
percentage  of  profit.  This  was  the  point  made  to  the 
writer  by  one  connected  with  one  of  Canada's  largest 
mail  order  concerns.  He  pointed  out  that  the  cost  of 
handling  the  same  volume  of  business  is  now  larger 
than  it  used  to  be.  Well,  at  any  rate  the  number  of 
orders  received  is  larger,  even  if  they  don't  make  so 
much  money.  There  is  some  consolation  in  appearing 
to  be  busy. 


SHORT  NOTES  FROM  THE  EDITOR'S  PEN. 

"On  to  Winnipeg"  is  the  slogan. 

•  •     •     • 

Have  you  made   arrangements   to   attend  the   con- 
vention t 

•  •     •     • 

August  17  is  the  opening  day.     Paste  that  date  ir 

your  hat. 

•  •    •    • 

The  Canadian   Pharmaceutical   Association   expects 
every  druggist  to  do  his  duty. 

•  •     •     • 

Common  courtesy  is  a  valuable  feature  of  any  drug 
store.    What  about  yours  T 

•  •     •     • 

The  use  of  live  commercial  methods  is  needed  for 
success  in  the  drug  store  of  to-day. 

•  •     •     • 

The  druggist  must  be  a  real  business  man  if  he  would 
achieve  the  greatest  success. 

•  •     •     • 

Put  a  grouchy  clerk  behind  the  counter,  and  the 
grouchy  customers  will  be  the  first  ones  to  leave. 


A  cool  store  is  important  during  the  summer.     It 

keeps  the  stock  in  better  condition  and  proves  inviting 

to  customers. 

•     •     •     • 

Some  people  who  are  quite  alone  with  their  ideas 
consider  they  are  in  advance  of  the  times.  Sometimes 
they  are  simply  behind  the  times. 


"Ever  hear  a  moth  bawl?  Feed  him  on  this,"  is  the 
wording  of  a  card  used  by  W.  H.  Lee,  corner  of  Church 
and  Wellesley  streets,  'Toronto,  to  push  the  sale  of 
moth  balls. 

•  •    •    • 

Peterborough,  Ont.,  merchants  found  that  over  half 
the  amount  collected  by  a  canvasser  for  colored  church 
work  went  into  her  own  pockets.  Naturally,  they  re- 
fused to  donate. 

•  •     •     • 

The  quantity  of  ice  cream  consumed  in  Canada  has 
increased  enormously  during  the  past  five  or  six  years, 
and  its  manufacture  is  an  important  and  growing 
factor  in  the  disposal  of  the  milk  supply  of  the  coun- 
try.   Statistics  gathered  from  ice  cream  manufacturers 


in  only  24  towns  and  cities  in  1912  showed  that  they 
used  the  equivalent  of  over  2,000,000  pounds  of  butter 
for  this  purpose. 

•  •     •     • 

Branch  laboratories  of  the  Inland  Revenue  Depart- 
ment, which  makes  periodic  analyses  of  all  goods  in 
common  use,  are  to  be  established  at  Halifax,  Winni- 
peg, and  Vancouver. 

•  •     •     • 

This  advertising  business  is  a  good  deal  like  irriga- 
tion. The  farmer  would  probably  be  able  to  raise  a 
little  by  depending  upon  the  scanty  rain,  but  he  raises 
a  whole  lot  more  by  irrigating. 

•  •     •     • 

Do  you  attempt  to  increase  sales  by  suggestion  ?  If 
not,  you  are  passing  up  an  opportunity  for  consider- 
able increased  business.  Anyone  can  hand  over  the 
counter  the  goods  asked  for,  but  it  takes  a  salesman 
to  sell  goods  over  and  above  actual  demand. 

•  •     #     • 

"Some  one  has  said,  "It  is  just  as  easy  to  catch  big 
fish  as  little  fish.  There  are  but  two  rules  to  follow.  One 
is  to  fish  where  big  fish  are,  and  the  other  is  to  use 
bait  that  catches  big  fish.  Some  men  devote  their 
entire  lives  to  fishing  in  washtubs,  where  there  aren't 
any  fish."  In  selecting  a  location  for  a  businesa, 
always  figure  on  the  size  of  the  fish  in  the  neighborhood 
and  the  kind  of  bait  that  is  necessary. 


The  fact  that  Bryan  and  Huerta  prefer  grape  juice 
to  any  other  beverage  is  merely  an  incident  in  the  con- 
sumption of  that  article,  and  of  fruit  juices  generally. 
Fruit  juices  have  long  been  recognized  as  a  valuable 
therapeutic  agent,  and  the  medical  profession  advises 
the  use  of  them  by  convalescent  patients.  No  better 
beverage  can  be  recommended  during  the  hot  weather 
than  fruit  juices  diluted  with'cool  water. 


If  you  conduct  a  fountain  or  ice  cream  department, 
don't  forget  to  make  a  feature  of  sliced  watermelon 
at  this  season  of  the  year.  The  Southerner  isn't  the 
only  person  whose  mouth  waters  for  a  slice  of  fresh 
cut,  juicy  melon.  Ice  the  melons  at  the  back  of  the 
store,  unless  you  have  plenty  of  refrigerator  room,  and 
keep  a  few  of  the  luscious  slices  on  display  at  the  soda 
fountain.  You  don't  lieed  any  frills  to  sell  sliced 
watermelon.    It  advertises  itself. 


Isn't  it  funny  that  motorists  carry  a  repair  outfit 
for  the  car  and  not  an  inch  of  bandage  or  plaster  for 
themselves?  There  should  be  a  good  opportunity  for 
druggists  to  sell  them  first-aid  emergency  outfits.  'There 
is  no  need  to  bring  up  visions  of  serious  accidents. 
There  are  little  mishaps,  such  as  cuts,  bruises,  burns, 
and  other  minor  injuries  which  come  from  overhauling 
engines,  changing  tires,  etc.  In  such  instances,  the 
prompt  application  of  an  antiseptic  dressing  or  other 
treatment  as  the  case  requires,  may  be  the  means  of 
averting  serious  consequences.  Put  it  up  to  them  in 
this  way. 


Make  a  new  noise  with  your  selling  talk — introduce 
something  new,  and  you  will  keep  your  prospect  awake 
(to   his   opportunities). 
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Features  of  Winnipeg — The  Convention  City 

Past  and  present  facts  about  Winnipeg  where  the  Cana- 
dian Pharmaceutical  Association  convenes  on  Aug.    17. 


By  CHAS.  F.  ROLAND 
ComnuMioner  of  the  Winnipeg  loduitrial  Bureau 


WINNIPEG  will  welcome  the  Canadian  Pharma- 
ceutical Association  Convention  with  open 
arms-  The  local  committee  in  charge  of  the 
convention  programme  have  gone  to  considerable  trou- 
ble in  arranging  all  the  necessary  details  to  make  this 
the  most  successful  convention  the  association  has  ever 
held.  The  visit  to  Winnipeg  this  year  will  be  full  of 
interest,  for  there  is  much  to  see  in  this  new  city  to 
attract  the  eye  of  business  men  and  visitors. 

City  of  Marvelous  Growth. 

Convention  visitors  will  find  one  of  the  most  marvel- 
ous and  impressive  records  of  civic  growth  seen  any- 
where. The  convention,  convening  in  the  New  Fort 
Garry  Hotel,  within  fifty  yards  of  the  old  historical 
Fort  Garry,  a  Hudson's  Bay  trading  post  of  less  than 
forty  years  ago.  Visitors  will  be  able  to  go  to  the  roof 
of  this  grand  hotel  and  see  what  has  been  done  in  the 
building  of  a  great  city  in  the  past  three  score  years. 
Huge  business  blocks  and  palatial  stores  now  line  Main 
street  and  Portage  avenue,  which  are  perhaps  the  finest 
shopping  thoroughfares  to  be  found  in  Canada.  These 
streets,  with  their  magnificent  breadth  and  length, 
thronged  with  thousands  of  busy  people,  fine  automo- 
biles, carriages,  and  all  the  varied  traffic  are  indeed 
impressive  to  the  visitor. 

An  Attractive  City. 

Far  out  from  the  busy  centre  of  the  city,  looking 
from  the  top  of  this  hotel,  visitors  can  see  what  has 
been  done  in  the  making  of  a  city  beautiful.  Winnipeg 
has  laid  out  many  beauty  spots,  and  has  saved  a  great 


deal  of  future  trouble  in  the  arrangement  of  their  mag- 
nificent system  of  parks  and  boulevards.  In  all  the 
best  residential  sections  the  streets  are  laid  out  in  grace- 
ful curves,  bordered  by  regulated  boulevards,  and  in 
many  sections  these  are  made  bright  with  beautiful 
trees.  Winnipeg  has  been  one  of  Canada's  busy  centres 
this  year.  The  total  building  permits  for  the  first  half 
of  1914  show  that  $10,080,400  has  been  expended  for 
new  buildings  in  that  period.  In  1912  Winnipeg  had 
the  biggest  building  year,  when  there  were  constructed 
over  $20,000,000  in  new  buildings. 

Planning  for  the  future,  Winnipeg  has  started  a 
great  work  in  the  Greater  Winnipeg  water  supply.  The 
total  cost  of  this  great  work  of  bringing  in  an  unlimited 
supply  of  pure,  fresh  water  from  Shoal  Lake,  will  cost 
in  the  neighborhood  of  $15,000,000,  and  will  take  about 
three  years  to  complete.  The  last  big  municipal  enter- 
prise undertaken  by  the  city  of  Winnipeg  in  its  con- 
structing the  municipal  light  and  power  plant  is  now 
safely  past  the  period  of  experiment,  and  is  on  a  sound 
profitable  working  basis. 

The  Industrial  Development- 

As  regards  the  industrial  development  in  Winnipeg 
and  the  manner  in  which  that  development  is  being 
stimulated,  records  show  that  the  factory  growth  has 
been  a  marvelous  one.  In  1911  the  report  of  the  Win- 
nipeg Industrial  Bureau  showed  that  44  new  indus- 
tries had  been  located  in  Winnipeg  during  that  year. 
In  1912,  63  new  industries  were  started,  and  in  1913,  26 
new  companies  built  plants  and  commenced  operations. 
In  the  year  1900  the  Government  census  showed  that 


View  of  the  Winnipeg  Industrial  Bureau  on  Main  St.,  where  a  permanent  exposition  of  local  manufactured  products  and  natural 

resources  of  the  Canadian  West  is  maintained.     It  is  not  far  from  the  Convention  headquarters 

of  the  C.  Ph.  A.,  and  is  worth  visiting. 
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the  industrial  output  was  $8,606,248,  in  1905  at  was 
$18,983,240,  in  1910  it  had  increased  to  $39,400,608, 
and  this  year  the  estimated  output  is  placed  at  $50,- 
000,000.  To-day  there  are  over  400  factories  in  Win- 
nipeg, employing  20,000  hands,  in  which  the  capital 
invested  exceeds  $50,000,000.  Yet  there  is  room  for  a 
vast  improvement  in  the  industrial  development  of  the 
Canadian  West,  of  which  Winnipeg  is  the  natural  sup- 
ply centre.  The  needs  of  the  West  for  manufactured 
goods  are  many  and  varied,  and  while  Winnipeg  has 
made  greater  progress  than  other  Western  cities  along 
certain  lines  of  manufacture,  the  demand  caused  by 
the  general  growth  of  the  country  is  so  consistent  and 
so  rapid  that  there  is  room  and  opportunity  for  men 
and  money  for  years  to  come. 

Openings  for  Capital. 

The  openings  for  capital  in  the  Prairie  Provinces  are 
so  numerous  and  varied  that  they  may  be  said  to  em- 
brace almost  every  known  form  of  investment.  The 
enormous  area  of  the  new  territory  opened  up  by  the 
unprecedented  railway  expansion  has  created  a  de- 
mand for  money  for  legitimate  development  which 
offers  the  investor  a  wide  range  for  selection. 

The  main  security  behind  Western  Canadian  invest- 
ment of  all  kinds  is  the  wealth-producing  power  of  the 
land  itself,  as  to-day  the  development  of  the  agricul- 
tural and  other  natural  resources  in  Manitoba.  Sas- 
katchewan, and  Alberta  is  only  well  begun.  The  growth 
of  cities  and  towns  depends,  to  a  very  large  extent,  on 
the  power  of  the  territory  which  maintains  them  to 
produce.  The  extraordinary  productiveness  of  the  soil 
of  Western  Canada  has,  and  is,  building  cities  and 
towns  with  greater  rapidity  than  the  history  of  the 
world  can  show,  and  vast  fortunes  have  been  and  are 
still  being  made  by  the  increase  in  land  values  in  these 
cities  and  towns,  and  cultivated  and  cultivable  lands 
brought  within  reach  of  transportation.  Wherever  the 
wealth-producing  processes  of  development  have  begun, 
at  almost  every  point  reached  by  the  railroads,  in  the 
little  prairie  towns  as  well  as  the  big  centres  of  trade, 
investments  can  be  found  that  offer  at  least  absolute 
security  for  principal  and  interest,  and  very  likely  a 
handsome  return  for  money  employed. 

History  of  Winnipeg's  Growth. 
Once  started  on  its  way,  Winnipeg  made  rapid  pro- 
gress. When  Winnipeg  was  incorporated  as  a  city,  in 
1874,  there  were  1,869  inhabitants,  and  the  place  had 
taken  on  the  status  of  a  large  and  thriving  village. 
The  story  of  fertile  wheat  lands  and  splendid  summer 
weather  began  to  spread  abroad.  Commerce  cast  ap- 
preciative eyes  toward  the  town  at  the  junction  of  the 
Red  and  Assiniboine  Rivers,  and  railroad  men  in  Can- 
ada and  the  United  States  scented  trade  possibilities 
that  would  make  freight  and  passenger  service  profit- 
able. In  1878  the  first  steam  railway  pushed  up  from 
the  States,  reaching  a  point  just  across  the  river  from 
Winnipeg-  Better  things  were  on  the  way,  however, 
and  in  1882  the  Canadian  Pacific  Railway,  overcoming 
strong  opposition  and  the  discouragements  of  building 
through  a  thousand  miles  of  rock  and  stunted  forest 
growth,  made  Winnipeg  on  its  way  to  the  Pacific  coas". 
The  railroads  brought  new  people  into  the  West,  and 
these  people  told  others  what  they  found  there.  A 
stream  of  travel  and  trade  was  started  that  has  swept 
nearly  two  million  people  into  Canada  west  of  the 
Great  Lakes,  and  built  up  trade  that  taxes  the  capacity 
of  five  great  railways,  has  caused  hundreds  of  millions 
of  money  to  be  invested,  and  has  poured  forth  profits 
in  crops  and  trade  that  seem  fabulous,  but  are  real  and 
actual. 


Wide -Awake  Winnipeg 

Pithy  Pointers  about  the  Conoention  City. 

=^==^==1   BY  A  WESTERNER   =^==::^^^ 


It  was  the  late  General  Booth  who  said:  "Keep  your 
eye  on  Winnipeg."  He  was  right. 

You  can  talk  with  Winnipeg  citizens  beneath  the 
shadow  of  lofty  buildings  on  the  very  sites  where  they 
played  and   fished  in  their  boyhood. 

Manitoba  has  a  population  of  500,000-  Half  of  it  re- 
sides in  Winnipeg. 

Winnipeg  is  the  largest  primary  grain  market  in  the 
world. 

Rev.  J.  L.  Gordon,  D.D.,  thinks  Winnipeg  will  be  one 
of  the  world's  greatest  cities  and  a  focal  point  in  his- 
tory. 

The  first  white  man  to  penetrate  Western  Canada 
was  the  Frenchman  La  Verandrye,  who  built  Port 
Rouge,  at  the  juncture  of  the  Assiniboine  and  Red 
Rivers,  at  Winnipeg,  in  1738. 

Manitoba  means  the  straits  or  narrows  of  the  spirit. 

Winnipeg  means  "muddy  water."  So  muddy  were 
the  streets  in  1873  when  the  first  bootblack  came  to  the 
city  he  couldn't  make  a  living,  though  he  charged  10 
cents  a  shine,  and  went  away  broken-hearted. 

Mr.  Murdoch,  first  Mayor  of  Calgary,  coming  down 
Main  street  in  a  rig  in  1884,  stuck  in  the  mud,  and  had 
to  get  six  or  eight  men  to  pull  him  out-  You  won't  see 
any  mud  to-day. 

Once  the  winding  trail  of  warring  Indians,  Portage 
avenue,  Winnipeg,  is  now  probably  the  finest  thorough- 
fare on  the  American  continent.  It  beats  Broadway, 
New  York,  to  a  frazzle,  and  can  vie  with  Princes  street, 
Edinburgh,  in  historic  and  human  interest.  You'll 
think  so  when  you  see  it. 

The  largest  moose  head  in  the  world  is  to  be  seen  in 
Winnipeg  Industrial  Bureau. 

Winnipeg  has  over  400  factories,  employing  over 
20,000  hands. 

Don't  forget  to  visit  St.  Boniface  Cathedral,  about 
which  in  1852  Whittier  wrote  his  beautiful  poem,  which 
every  Winnipeg  school  child  learns,  "The  Red  River 
Voyageur. " 

The  street  ears  will  take  you  to  either  of  Winnipeg's 
great  public  parks — ^the  one  on  the  Red  River  and  the 
other  on  the  Assiniboine.  In  both  you  will  see  speci- 
mens of  the  buffalo  which  used  to  roam  the  prairies. 

Many  of  Winnipeg's  streets  are  named  after  old- 
timers.  Donald  street  and  Smith  street  were  named 
after  Lord  Strathcona.  Then  there  are  Hargrave,  Me- 
Dermott,  and  others.    Ask  any  old-timer  about  them. 

Points  of  historic  interest  are  Fort  Garry  Gateway, 
near  the  G.  T.  P.  Hotel ;  old  building  at  St.  Boniface, 
across  the  Red  River,  and  on  the  north  Kildonan 
church,  where  many  of  the  pioneer  settlers  are  buried : 
Sevenoaks,  where  Governor  Semple  was  murdered,  and 
old  Fort  Garry,  the  headquarters  of  the  Hudson  Bay 
Company. 


Something  to  Work  For. 

"You  have  taken  your  son  into  business  with  you?" 
"Yes,"  replied  Mr.  Growcher. 
"But  you  seem  to  work  harder  than  ever." 
"I  have  to.     I  have  an  ambition  to  know  as  much 
about  this  business  as  he  thinks  he  does." 
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Big  Attendance  Expected  at  Winnipeg  Convention 

JVhich  opens  on  Aug.  17 — Excellent  arrangements  have 
been  made  in  regard  to  transportation  and  hotel  rates 


BY  A  STAFF  EDITOR 


WINNIPEG. — A  big  attendance  is  expected  at  the 
annual  convention  of  the  Canadian  Pharmaceutical 
Association,  which  opens  in  Winnipeg  on  August  17, 
continuing  for  four  days.  The  local  committees  in 
charge  of  the  arrangements,  as  well  as  the  officers  of 
the  association,  have  been  laboring  strenuously  for 
some  time  now  in  a  grand  effort  to  make  this  meeting 
"the  best  yet,"  and  it  would  seem  from  present  in- 
dications that  their  ideal  is  to  be  realized.  A  repre- 
sentative of  The  Retail  Druggist,  on  a  trip  through  the 
Western  provinces,  found  members  of  the  drug  trade 
in  every  section  looking  eagerly  forward  to  the  con- 
vention, while  reports  from  Eastern  Canada  indicate 
similar  enthusiasm. 

Headquarters  at  Fort  Garry  Hotel. 

The  convention  headquarters  will  be  at  the  Fort 
Garry  Hotel,  where  the  sessions  will   be  held.     This 


railroad  rates  on  all  lines  will  be  single  fare,  round 
trip.  When  a  delegate  purchases  his  ticket  he  asks  for 
a  convention  certificate.  For  a  vising  charge  of  25 
cents  he  gets  return  transportation.  Pullman  and  din- 
ing car  are,  of  course,  extra,  and  parties  from  Eastern 
Canada  taking  the  Upper  Lakes  trip  pay  $9  extra  each 
way.  Tickets  on  Eastern  lines  will  be  good  from 
August  13  to  September  16,  so  that  anyone  desiring 
can  make  a  good  holiday  of  it. 

"All  We  Need  is  Good  Attendance." 

"Excellent  arrangements  have  been  made  for  the 
convention,"  stated  President  Nesbitt  to  The  Retail 
Druggist,  "and  all  we  need  now  for  a  most  successful 
convention  is  a  good  attendance."  This  is  confidently 
being  looked  forward  to.  Winnipeg  is  an  ideal  con- 
vention city,  and  the  C.  Ph.  A.  convention  affords  an 
excellent  opportunity  for  the  druggist  to  have  an  excel- 


TiiE  Convention  Headquarteks— The  new  Fort  Garry  Hotel.  Winnipeg,  where  the  Canadian  Pharmaceutical  Association 
holds  its  annual  convention  from  August  17  to  21.  This  is  an  excellent  reproduction  of  the  new  «2,000,000  hotel  of  the  Grand 
Trunk  Pacific,  showing  also  the  new  Union  Station  of  the  G.T.P.  and  C.N.R.    The  convention  hall  is  located  right  in  the  hotel. 


hotel  is  conveniently  located  on  Broadway  avenue,  near 
the  new  Union  Station  of  the  G.  T.  P.  and  C.  N.  R.  An 
excellent  convention  hall  has  been  secured  in  the  hotel, 
and  also  a  special  rate  for  rooms  obtained.  The  rates 
for  delegates  will  be  $2  to  $6,  with  the  privilege  of 
double  occupancy.  Thus,  where  two  occupy  a  room, 
the  rates  for  each  will  be  from  $1  to  $3  per  day.  Meals, 
of  course,  are  not  included  in  these  room  rates. 

Transportation  Rates. 

Most  favorable  transportation   arrangements     have 
been  made  for  delegates  going  to  the  convention.    The 


lent  holiday  and  at  the  same  time  help  along  the  trade 
and  association  in  which  he  is  so  deeply  interested. 

The  prize  competition  set  by  the  local  committee  for 
the  best  papers  submitted  should  be  a  good  feature,  and 
should  bring  out  some  valuable  papers.  August  10  is 
the  last  day  for  the  submission  of  papers. 

There  are  papers  both  for  druggists  and  clerks,  and 
worth  while  prizes  are  offered  in  each  case.  For  the 
competition  for  druggists,  the  prizes  in  cash  will  be 
$50  for  first,  $25  for  second,  and  $15  for  third.  Prizes 
of  $20  and  $10  will  be  awarded  to  clerks. 
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A  Little  Journey  Through 

Canada  5  Largest  Drug  Store 

BY  WM.  J.  BRYANS.  EDITOR  OF  THE  RETAIL  DRUGGIST 


TIIE  store  of  the  Gordon  Mitchell  Drug  Company,  located  at  336  Portage 
Ave.,  Winnipeg,  is  well  worth  a  visit  by  anyone  connected  with  the 
drug  trade.  Many  features  of  interest  and  value  are  noticeable,  even 
from  a  quick  inspection  of  the  establishment,  but  there  are  many  ideas  and 
methods  used  in  the  conduct  of  the  business  that  are  not  apparent  to  the 
person  taking  a  rapid  and  general  tour  of  inspection.  Looking  casually  around 
the  store,  you  note  that  everything  ruas  as  smooth  and  eflBJciently  as  if  by 
.clockwork.  You  notice  the  movement,  but  it  is  necessary  to  go  behind  the 
scenes,  as  it  were,  and  pry  into  the  workings  of  the  clockwork  itself,  in  order 
to  really  see  the  excellent  system  in  use  in  securing  the  maximum  amount  of 
business,  and  handling  it  in  the  most  efficient  and  profitable  manner. 

The  writer  recently  had  the  pleasure  of  spending  a  day  in  the  Gordon 
Mitchell  store  and  of  dipping  beneath  the  surface  in  a  way  to  get  an  insight 
into  the  methods  by  which  the  store  is  conducted.  As  a  result,  there  was 
obtained  a  wealth  of  practical  ideas  on  retail  drug  merchandising  that  should 
prove  of  a  good  deal  of  value  to  readers  of  The  Retail  Druggist.  With  the 
aid  of  the  efficient  manager,  Mr.  C.  A.  Leatherdale,  it  was  possible  to  get  a 
line  on  many  of  the  important  features  that  aie  building  up  a  big  business 
for  this  firm,  and  there  is  no  reason  why  other  druggists  cannot  incorporate 
many  of  them  in  their  own  scheme  of  going  after  business  to  advantage. 

Of  course,  being  a  large  establishment,  some  of  the  systems  in  use  in 
the  Gordon  Mitchell  store  are  probably  a  little  elaborate  to  be  duplicated  in 
the  smaller  stores,  but  there  are  a  good  many  of  them  that  certainly  can  be 
made  good  use  of  by  the  dealer  in  the  smallest  shop,  while  the  principles  of 
the  more  elaborate  will  be  found  valuable  by  the  dealer  aiming  for  efficiency, 
and  he  may  adjust  them  to^t  the  needs  and  requirements  of  his  own  store 
and  business. 

The  establishment  of  the  firm  that  has  developed  into  the  present  Gordon 
Mitchell  Drug  Company  extends  back  as  far  as  35  years  ago.  It  has,  there- 
fore, behind  it  that  long  establishment  that  is  such  a  valuable  factor  in 
holding  the  confidence  of  old  customers  and  securing  the  patronage  of  new 
ones.  It  has  not  become  cobwebby  with  the  years,  as  many  of  the  older 
established  firms  are  wont  to  become.  Indeed,  in  this  case,  it  has  been  exactly 
the  opposite,  for  as  the  years  have  gone  on,  it  has  become  more  aggressive, 
bringing  more  live  and  efficient  methods  into  play,  and  in  every  way  keep- 
ing pace  with-^ihe  progressive  spirit  that  is  a  characteristic  of  the  age. 

The  head  of  the  firm  is  R.  G.  Gordon.  He  has  been  described  to  the 
writer  as  a  "live  wire,"  and  it  is  only  necessary  to  visit  any  of  his  stores  or 
keep  tab  on  his  business  methods  for  a  short  time  to  become  convinced  of  the 
fact.  The  same  aggressive  and  decided  business  spirit  prevails  throughout 
the  entire  Gordon  Mitchell  organization.  The  staff  naturally  takes  its  cue 
from  the  man  at  the  helm. 

In  the  following  pages  are  set  forth  some  of  the  ideas  and  methods  which 
the  writer  found  in  use  in  this  establishment  during  his  inspection  of  the 
workings  of  the  big  store.  They  are  well  worth  the  perusal  of  the  readers  of 
The  Retail  Druggist. 
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Features  and  Business  Methods  of  a  Big  Drug  Store 

Features  and  buiiness  systems  which  a  representative  of  The 
Retail  Druggist  found  in  the  big  store  of  the  Gordon  Mitch- 
ell Drug   Company  at  336   Portage   Ave.,    IVinnipeg. 


THE  Gordon  Mitchell  Drug  Company  conducts  five 
stores  in  Winnipeg,  the  largest  of  which  is  locat- 
ed at  336  Portage  avenue.  In  addition  to  having 
the  distinction  of  being  the  largest  of  the  Gordon 
Mitchell  stores,  it  is  the  largest  in  Winnipeg,  and  can 
also  probably  lay  claim  to  being  the  largest  in  the 
Dominion. 

The  store  itself  is  100  ft.  long  and  48  ft.  wide,  and 
is  high  and  airy.  There  are  two  entrances  at  the  front, 
with  two  display  windows  in  the  centre,  and  one  on 
either  side.  In  the  centre  as  you  enter  the  store  is  the 
cashier's  desk,  which  also  serves  as  an  enquiry  depart- 
ment. The  cashier,  in  addition  to  looking  after  the 
cash  and  sales,  sees  to  the  routing  of  the  deliveries. 

The  Arrangement  of  the  Store. 

Down  the  right  side  of  the  store  are  the  departments 
devoted  to  cigars,  pipes,  cameras,  printing  and  de- 
veloping, toilet  novelties,  stationery,  etc.  At  the  front, 
on  the  left-hand  side,  is  an  attractive  soda  fountain,  45 
ft.  in  length,  while  farther  back  are  rubber  goods,  sur- 
gical supplies,  and  bathroom  supplies.  Down  the  centre 
are  candies  and  confectionei'y  favors,  perfumes  and 
soaps.  The  patent  medicine  and  drug  departments  are 
across  the  rear. 

Down  the  aisles  display  tables  are  located  at  in- 
tervals, for  the  featuring  of  any  lines  it  is  desired  to 
push.  These  serve  a  double  purpose,  the  radiators  for 
heating  purposes  being  located  within.  The  sides  of 
these  display  counters  are  of  openwork  steel,  which 
hides  the  radiators  from  view,  and  yet  allows  the  heat 
to  circulate  through. 

The  large  basement  is  devoted  to  the  storage  of  sur- 


plus stock,  and  also  as  a  stockroom  for  soda  supplies 
for  all  the  stores. 

Good  Fixtures  and  Attractive  Store. 

One  thing  has  been  very  clearly  recognized  by  this 
store,  and  that  is  the  necessity  and  value  of  an  attrac- 
tive store,  with  fixtures  that  show  goods  up  to  ad- 
vantage. Silent  salesmen  are  prominent  throughout 
the  entire  store,  and  they  are  constantly  kept  arranged 
in  perfect  order-  The  person  entering  the  store  is 
struck  with  the  excellent  arrangement  throughout.  It 
appeals  to  the  eye,  and  that  is  frequently  the  way  to 
the  pocketbook.  It  is  scarcely  necessary  to  mention 
that  the  store  is  kept  bright  and  clean,  and  well  lighted 
both  night  and  day.  Wall  cases  extend  down  the  en- 
tire right  side  and  across  the  rear,  and  as  they  are 
built  right  up  to  the  ceiling,  they  present  an  attractive 
appearance  and  show  up  an  extensive  range  of  goods 
to  advantage. 

The  soda  fountain  department  is  an  attractive  part 
of  the  store.  The  fixtures  in  use  and  the  strict  cleanli- 
ness that  is  observed  make  it  appetizing  and  inviting 
to  customers.  Its  close  proximity  to  the  entrance  no 
doubt  assists  materially  in  adding  to  its  patronage. 

Sidelines  All  Important. 

A  N  outstanding  feature  that  strikes  the  person  visit- 
^^  ing  this  store  is  the  big  variety  of  and  prominence 
given  to  the  so-called  sidelines.  They  cannot  really 
be  described  as  sidelines,  because  they  are  the  main- 
stay of  the  business.  This  firm  believes  in  making 
regular,  not  sidelines,  of  each  one.  Each  line  of  any 
importance   is   made   a   separate    department,    and   it 


Looking  down  right-hand  side  of  the  big  Gordon  Mitchell  Drug  Store.    The  store  is  100  feet  long  and  48  feet  wide. 
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stands  out  by  itself  in  regards  to  sales  and  profits. 
"It  is  not  regarded  as  a  sideline  that  can  be  neglect- 
ed," points  out  the  manager,  Mr.  C.  A.  Leatherdale, 
"but  as  a  department  that  must  stand  on  its  own  merits 
and  make  good.  The  drug  business  is  just  one  section 
of  the  whole,  and  the  men  in  charge  of  it  are  responsible 
for  it,  just  as  the  clerks  in  the  other  departments  are 
re.sponsible  for  the  sales  and  profits  in  the  line  they 
have  charge  of." 

Big  Variety  of  So-called  Sidelines. 

There  is  certainly  a  big  range  of  sidelines  offered 
for  sale  in  the  Gordon  Mitchell  drug  store — not  only 
offered  for  sale,  but  sold,  and  in  large  quantities.  They 
are  constantly  being  added  to.  For  instance,  laun- 
dry soaps,  cleansers,  and  associated  lines  have  now 
been  made  quite  a  prominent  line-  They  believe  that 
they  are  a  good  line  for  the  drug  store,  because  they 
attract  the  housewife  to  the  store  and  assist  in  the  sale 
of  other  goods. 

Dolls  have  also  been  made  a  line  of  considerable 
importance  and  value.  They  were  taken  up  just  last 
summer.  They  were  not  stocked  in  small  quantities 
and  left  to  care  for  themselves  in  the  matter  of  sales. 
They  were  featured  in  a  good  strong  manner,  and  be- 
fore the  end  of  the  year  the  number  sold  amounted 
up  into  the  thousands.  After  the  passing  of  Christ- 
mas, trade  began  to  slacken  off  in  them.  The  store 
did  not  hide  away  the  stock  on  hand  till  demand  of 
itself  again  blossomed  forth,  but  began  early  in  the 
year  to  again  feature  the  line  in  various  ways,  and 
as  a  result  sales  were  kept  at  an  appreciable  figure. 

Big  Sale  of  Dolls  in  Summer. 

Contrary'  to  the  general  idea,  summer  has  been  found 
a  good  season  for  the  sale  of  dolls.  It  was  pointed  out 
by  a  member  of  the  staff  that  there  is  every  reason 
why  dolls  should  sell  during  the  summer,  as  children 
accompany  their  mothers  down  town  more  than  during 
the  cold  weather,  and  if  dolls  are  featured,  they  are 
bound  to  sell,  for  every  child  who  sees  a  doll  generally 
wants  one.  They  are  certainly  featured  in  this  store, 
too,  for  right  in  the  middle  of  the  summer,  during  the 
visit  of  the  writer,  they  were  not  only  being  shown  in 


the  interior  of  the  store,  but  a  window  was  also  de- 
voted to  them. 

The  Why  of  the  Many  Sidelines. 

^EEDLESS  to  say,  the  so-called  sidelines  are  re- 
garded as  the  most  important  departments  of  the 
business  and  the  ones  that  it  is  the  most  profitable  to 
go  after  business  in.  The  reason  for  featuring  them 
was  put  in  an  interesting  and  well-reasoned  manner  by 
Mr.  Leatherdale,  the  manager  of  the  store:  "Why  not 
cater  for  the  trade  of  the  large  percentage  of  well 
people  than  for  the  business  of  the  small  percentage  of 
sick  people?"  he  says.  "It  has  been  figured  that  the 
average  percentage  of  people  requiring  medicines  is 
only  5  per  cent.  Why  cater  to  this  5  per  cent.,  with 
only  a  limited  number  who  return  for  additional  sup- 
plies of  the  medicine  or  prescription,  when  there  is 
the  95  per  cent,  of  well  and  healthy  people  who  are 
likely  to  return  again  and  again  for  the  articles  bought? 
Then,  again,  many  of  the  purchasers  of  medicines  do 
not  come  to  the  store,  and  so  no  opportunity  is  afforded 
of  selling  them  anything  else." 

Cost  of  Running  Drug  Department  High. 

In  addition,  the  cost  of  serving  customers  with  medi- 
cines and  prescriptions  is  high-  The  Gordon  Mitchell 
store  has  found  this  out  by  actual  analysis  of  their 
business.  They  have  found  by  carefully  compiled  re- 
cords that  a  man  will  only  average  about  100  custom- 
ers per  day,  and  that  the  average  sale  is  only  35  to  37 
cents  to  each  customer.  This  only  averages  from  $35 
to  $37  per  day  for  a  man  in  the  prescription  depart- 
ment, while  in  any  other  department  he  would  be  able 
to  sell  $100  or  more  worth  of  goods  per  day.  The  salary 
of  men  in  the  prescription  department  is  also  high. 
The  Gordon  Mitchell  store  has  also  found  that  "the 
percentage  of  profits  on  drugs  does  not  come  up  to 
the  necessary  average  to  make  a  business  really  pro- 
fitable." 

The  Store  is  Departmentized. 

"T"   TTE  store  is  departmentized  in  an  extensive  and 

competent  manner.    There  is  a  certain  section  of 

the  store  for  each  line,  and  a  customer  knows  exactly 


The  Boda  fountain  is  an  important  department  in  the  Gordon  Mitchell  store.    It  is  46  leet  long,  and  i»  kept  in  full  Bwiug  summer  and  winter. 
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where  to  go  to  secure  any  article  desired.  Signs  Indi- 
cating the  location  of  each  department  are  used 
throughout  the  store. 

Departmentizing  the  store  is  carried  on  not  only  in 
regard  to  location  of  lines,  but  also  in  regard  to  sales 
and  profits  in  each  of  the  separate  lines.  The  various 
lines  that  are  departmentized  and  conducted  separate 
include  the  following: 

Cigars,  tobacco,  sundries,  cameras,  novelties,  toilet 
novelties,  stationery,  razors,  rubber  goods,  surgical  in- 
struments, bathroom  supplies,  candies,  fountain,  patent 
medicines,  Rexall  goods,  own  preparations,  toilet  goods, 
and  prescription  department. 

The  number  of  lines  departmentized  in  this  store  is, 
of  course,  larger  than  in  most  stores,  but  every  dealer 
realizes  the  value  of  departmentizing  his  business  in 
so  far  as  it  is  possible. 

The  value  of  departmentizing  a  business  is  that  the 
sales  in  each  department  can  be  kept  separate,  and  a 
tab  kept  on  the  progress  being  made  in  each  line. 
"When  it  is  found  that  sales  in  any  one  department  are 
not  as  large  as  it  is  thought  they  should  be  or  are  not 
bearing  that  department's  share  of  the  expenses,  an 
examination  into  the  cause  can  be  made  and  probably 
remedied. 

Departmentizing  a  business  is  also  valuable  from 
another  standpoint — it  allows  stock  to  be  taken  in  cer- 
tain departments  at  frequent  intervals,  and  thus 
allows,  a  check  to  be  made  on  profits  oftener  than  in 
the  average  store.  There  are  certain  departments  in 
the  drug  store  that  need  to  be  checked  frequently,  be- 
cause they  are  liable  to  be  non-profitable  if  not  properly 
conducted.  It  is  too  long  to  wait  until  stock  is 
taken  at  the  end  of  the  year  to  find  out  if  a  profit  is 
being  made,  for  in  the  meantime  it  may  be  subjecting 
the  store  to  a  considerable  loss.  By  checking  it  up 
frequently,  it  can  be  ascertained  if  the  line  is  paying  a 
sufficient  profit,  and  if  it  is  not,  a  search  can  be  made 
for  the  cause,  and  the  department  put  on  a  profit-pay- 
ing basis. 

Monthly  Inventory  in  Some  Departments. 

In  the  Gordon  Mitchell  drug  store  stock  is  taken 
at  the  end  of  each  month  in  the  cigar,  candy,  and  soda 
fountain  departments-  Thus,  twelve  times  a  year  the 
profits  of  these  departments  are  known,  and  it  is  pos- 
sible to  'gauge  the  progress,  and  if  any  leaks  exist  to 
have  them  remedied. 

The  soda  fountain  has  to  be  carefully  checked,  be- 
cause it  is  very  easy  for  profits  to  be  allowed  to  leak 
away  unless  the  management  takes  every  precaution  to 
see  that  they  are  maintained.  If  the  profits  for  the 
month  are  low  for  the  business  done,  a  search  is  made 
for  the  cause.  Sometimes  it  is  found  that  dispensers 
are  careless  in  the  matter  of  serving,  and  a  good  deal 
of  the  profit  is  being  given  away  by  using  a  greater 
quantity  of  syrup,  fruits,  or  other  ingredient  per  serv- 
ing than  they  should.  In  one  case,  the  cause  was  found 
to  be  a  dishonest  employe.  Now,  the  point  is,  that  un- 
less they  had  had  a  system  of  checking  up  at  the  end 
of  each  month  to  find  whether  the  department  was  pay- 
ing a  sufficient  profit,  the  loss  through  that  dishonest 
employe  might  have  continued  for  an  indefinite  period 
before  discovered.  Thus,  there  is  shown  the  value  of 
departmentizing  a  business  and  taking  stock  of  cer- 
tain departments  at  frequent  intervals. 

Methods  of  The  Big  Store 

"T"  0  pay   a   profit   in   these  da.ys  of  small  margins  and 

keen    competition,   it  i«  essential  to  have  a  check 

on    all    parts    of    the    business,    so    as     to     prevent 


leaks  and  losses  that  eat  up  the  profits  in  so  many 
establishments.  The  Gordon  Mitchell  Company  have 
their  system  of  checking  down  almost  to  a  science. 
For  e:^ample,  they  have  it  figured  out  just  how  many 
servings  that  should  be  possible  out  of  a  certain  amount 
of  any  line,  such  as  whipped  cream,  cherries,  etc.,  in 
their  fountain  department,  and  the  dispenser  is  re- 
quired to  get  that  number.  Therein  lies  the  profit,  be- 
cause with  the  number  of  customers  that  they  serve,  a 
little  bit  extra  in  each  serving  would  amount  to  a  big 
figure  in  a  year. 

It  would  be  impossible  for  any  drug  store  to  carry 
all  the  lines  of  goods  that  are  asked  for  from  time  to 
time.  If  a  store  attempted  to  do  so,  it  would  soon  be 
swamped  with  a  huge  stock  made  up  of  many  unsale- 
able lines.  The  Gordon  Mitchell  Company  recognize, 
however,  tha,t  if  there  is  sufficient  enquiry  that  an 
article  should  be  stocked.  They  accordingly  supply 
clerks  with  forms  on  which  to  list  any  goods  enquired 
for,  but  not  in  stock.  The  purchasing  department 
keeps  track  of  these,  and  if  the  number  of  enquiries 
warrants  doing  so,  the  article  is  put  in  stock. 

Other  Features  of  the  Store, 

There  is  no  yelling  in  the  store  when  it  is  desired  to 
call  the  manager  or  any  of  the  other  employes.  An 
electric  button  serves  the  purpose,  each  one  having  a 
certain  ring  to  call  him  or  her. 

The  bottoms  of  the  rear  counters  are  fitted  with  glass 
fronts  and  used  for  the  display  of  sponges.  Samples 
are  shown  in  the  front  part,  while  the  compartment 
pulls  down,  the  surplus  stock  being  located  behind. 

A  cloak  room  for  employes  is  located  at  the  rear.  The 
time  clock  is  located  in  this  room.    The  manager's  office 
is  above- 
There  is  an  ice  machine  and  cold  storage  plant  locat- 
ed in  the  cellar. 

A  tea  room  was  at  one  time  conducted  in  Gordon 
Mitchell's  big  drug  store,  and  the  manager  believes  it 
is  a  profitable  department  where  the  dealer  has  suffi- 
cient space  for  it. 


CUTTING  DOWN  FATHER'S  PANTS 

THE  smaller  dealer  has  been  heard  at  times  to 
voiee  a  complaint  that  some  of  the  business 
methods  and  systems  set  forth  in  the  trade 
paper  are  those  used  by  stores  much  larger  than  his, 
and  for  that  reason  cannot  be  applied  to  his  business. 

Everyone  remembers  how  father's  pants  used  to  be 
cut  down  to  fit  little  Willie.  Because  father  was  much 
larger  than  Willie  was  no  obstacle  in  providing  the 
latter  with  good  serviceable  clothes.  And  just  as  the 
good  housewife  of  old  adjusted  the  larger  clothes  to 
fit  the  smaller  body,  so  can  the  smaller  dealer  to-day 
cut  down  the  valuable  business  ideas  of  larger  stores 
to  suit  his  own  needs  and  requirements.  The  large 
stores  of  to-day  were  small  once  also,  and  in  a  good 
many  cases  their  growth  to  a  large  extent  has  been 
due  to  the  adoption  in  their  business,  of  the  methods 
which  their  business  superiors  found  valuable  in  in- 
creasing trade  and  facilitating  work  in  the  store. 

In  this  issue  there  are  given  a  good  many  of  the 
business  methods  and  systems  of  what  is  probably 
Canada's  largest  drug  store — the  establishment  of  the 
Gordon  Mitchell  Drug  Company,  at  336  Portage  Ave., 
Winnipeg.  Because  it  is  a  big  store  and  conducted 
along  high  class  systematic  lines,  is  absolutely  no 
reason  why  the  business  features  set  forth  should  not 
be  found  of  a  good  deal  of  value  by  every  retail  drug- 
gist. This  article  is  certainly  worth  reading  b,y  every 
druggist  who  aims  for  greater  business  and  profit. 
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Additional  Features  of  Gordon  Mitchell  Drug  Store 

Some  of  the  other  methods  that  are  made  use  of  b^  the  big 
IVinnipeg  store  to  secure  the  greatest  amount  of  business. 


AS  there  are  five  Gordon  Mitchell  drug  stores  in 
Winnipeg,  friendly  rivalry  is  stirred  up  between 
the  sales  forces  of  the  various  stores  in  the  mat- 
ter of  sales,  with  good  results.  For  instance,  one  store 
will  sell  a  large  quantity  of  some  line  of  goods  one  day, 
and  this  being  made  known  to  the  clerks  in  the  other 
stores,  they  are  stimulated  to  greater  effort  in  the  sale 
of  that  particular  line. 

Then,  again,  a  sheet  is  issued  showing  the  total  and 
average  sales  of  various  clerks,  and  this  tends  to  cause 
clerks  to  put  forth  their  best  efforts  to  keep  their  sales 
up  to  a  reasonable  standard.  The  low  ones  want  to 
get  up  to  the  general  average,  and  the  high  ones  wish 
to  maintain  their  position.  Thus,  it  helps  sales  all  along 
the  line. 

Educational  Conferences  of  Clerks. 

A  conference  of  the  sales  staff  is  held  every  few 
weeks,  when  subjects  of  an  educational  nature  are 
taken  up.  They  believe  that  the  more  clerks  know 
about  the  goods  handled  in  the  store,  the  more  intel- 
ligently they  will  be  able  to  talk  to  customers  about 
them,  and  accordingly  sales  will  be  larger.  Each  con- 
ference is  generally  devoted  to  one  specific  line.  Say, 
for  instance,  they  decide  to  study  sponges.  They  go 
thoroughly  into  that  line,  and  when  the  conference  is 
over,  the  clerks  are  in  a  position  to  talk  intelligently 
about  that  line.  If  the  traveling  salesman  for  some 
line  they  are  studying  happens  to  be  in  the  city,  his 
assistance  is  secured  in  the  study  of  that  line.  He 
willingly  gives  his  assistance,  because  he  realizes  that 


the  more  clerks  know  about  his  line  the  more  they  will 
be  able  to  sell. 

A  social  club  has  been  formed  by  all  the  stores  to 
enable  the  employes  to  become  better  acquainted  with 
one  another.  In  the  winter  dances  are  held,  and  in 
the  summer  excursions,  which  afford  a  good  oppor- 
tunity of  clerks  getting  to  know  each  other  better. 

The  Cigar  and  Candy  Departments. 

A  lady  clerk  is  in  charge  of  the  cigar  department, 
which  is  located  right  at  the  entrance  to  the  store.  She 
is  well  acquainted  with  the  cigar  business  and  the  dif- 
ferent brands,  and  competent  to  serve  the  most  par- 
ticular smoker.  To  induce  the  featuring  of  their  own 
brand  of  cigars,  a  commission  of  two  per  cent-  is  allow- 
ed on  sales  of  their  own  brands. 

Bulk  candy  is  handled  in  this  store.  In  some  drug 
stores  it  is  not,  because  it  is  felt  that  with  the  loss  in 
weighing,  it  is  not  a  very  profitable  line.  One  reason 
for  handling  bulk  candy  is  to  attract  customers  to  the 
store,  who  otherwise  might  not  be  induced  to  enter.  It 
is  frequently  the  means  of  leading  up  to  a  sale  of  box 
candy.  Clerks  are  urged  to  push  the  sale  of  box  candy, 
and  as  an  incentive  in  this  direction,  a  commission  of 
2  per  cent,  is  allowed  on  all  sales  of  box  candy  over  45 
cents. 

Easy  Cure. 

"Doctor,  I'm  feeling  awful.  I  can't  eat,  I  can't 
sleep,  I  can't " 

"I  can  cure  you,"  said  the  doctor,  "if  you'll  take 
my  advice.    Go  and  ask  her  to  marry  you." 


A  good  general  view  of  Winnipeg's  largest  retail  drug  establiKhniont— the  store  o(  Gordon  Mitchell  Drug  Co.  at  336  Portage  Ave. 

Features  described  in  tliis  issue. 
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Suggestive  Salesmanship  a  Big  Factor  in  Sales 

Of  the  Gordon  Mitchell  T>rug  Company — Each  clerk  is 
given  a  certain  line  to  feature  each  da}) — The  suggestion 
of  associated  lines — Have  record  of  each  cleric's  sales. 


AN  outstanding  feature  of  the  sales  force  in  the 
Gordon  Mitchell  drug  store  at  336  Portage  ave- 
nue, Winnipeg,  is  that  they  are  "on  their  toes" 
all  the  time.  This  feature  is  very  noticeable  to  tlie 
person  visiting  the  store.  It  is  noted  that  the  clerks 
understand  their  business,  and  that  they  are  exceed- 
ingly keen  on  the  matter  of  sales.  In  fact,  they  are  re- 
quired to  be.  What  the  firm  wants  in  the  store  is 
salespeople,  and  not  waiters.  Any  person  can  hand 
out  the  goods  that  customers  ask  for,  but  it  takes  real 
salespeople  to  sell  goods  over  and  above  actual  de- 
mand. The  quantity  of  goods  sold  over  actual  demand 
in  this  store  is  very  large,  and  this  is  due  to  the  spirit 
of  aggressiveness  that  prevails  throughout  the  store, 
and  the  fact  that  employes  have  the  possbilities  of  sales- 


TRAINED  NURSE  ON  STAFF 

THE  Gordon  Mitchell  Company  have  a  trained 
nurse  on  the  staff  of  their  store  at  336  Portage 
Ave.  She  is  in  charge  of  the  surgical  instru- 
ments and  rubber  goods — lines  in  which  her  profes- 
sional experience  can  be  made  good  use  of.  She  is 
also  able  to  render  valuable  first  aid  to  people  who 
are  injured  in  accidents  and  brought  into  the  store. 


manship  impressed  upon  them,  and  are  taught  the 
methods  whereby. they  may  be  able  to  sell  the  greatest 
amount  of  goods. 

Only  Real  Salespeople  Are  Wanted. 

Not  only  are  clerks  taught  the  science  of  salesman- 
ship and  encouraged  to  use  their  salesmanship,  but 
they  are  also  required  to  show  results.  As  implied  be- 
fore, if  they  do  not  demonstrate  that  they  are  com- 
petent to  get  good  results  from  the  department  in 
which  they  are  employed,  they  are  not  wanted,  because 
they  are  taking  the  place  of  a  person  who  eou^'1  nrob- 
ably  sell  more  goods  and  make  more  money  for  the 
firm.  A  poor  clerk,  no  matter  how  small  a  salary  he 
or  she  may  be  receiving,  is  a  poor  investment,  because 
he  or  she  will  allow  opportunities  to  make  larger  sales 
and  profits  for  the  store  slip  by  every  dpv.  Actual 
figures  and  records  have  demonstrated  this  fact  to  the 
Gordon  Mitchell  Drug  Company- 

C.  A.  Leatherdale,  the  manager  of  the  store,  is  a 
great  believer  in  the  possibilities  of  sus-orpstive  sales- 
manship, and,  furthermore,  is  d-^monstrating  iust  what 
it  will  do  in  the  increasing  of  sales  every  day  in  the 
year.  He  believes  that  it  is  on  the  extent  to  which  sales- 
manship is  used  that  the  sucees.s  of  a  store  to  a  larg-^ 
extent  depends,  and  so  throughout  the  entire  store 
he  constantly  keeps  impressing  clerks  with  what  can 
be  done  by  the  exercise  of  salesmanship. 

Suggestion  Used  Even  at  Fountain. 

Even  in  the  soda  department,  where  many  dealers 
would  not  look  for  it,  suggestive  salesmanship  is  put 
into  good  practice  in  making  larger  sales  and  more 
money  for  the  store.  This  is  how  it  is  done :  It  has 
been  found  by  a  study  of  customers,  that  the  average 


person  approaching  the  fountain  does  not  know  exact- 
ly what  he  wants.  He  knows  he  wants  something  in 
the  refreshment  line,  but  in  many  instances  has  not 
made  up  his  mind  as  to  exactly  what.  This  is  taken 
advantage  of  by  the  fountain  clerk.  Instead  of  going 
up  to  him  and  asking:  "What  do  you  want?"  he  at 
once  suggests  some  line  in  stock  by  saying:  "We  have 
some  fine  cantaloupe  sundaes  to-day,"  or  in  some  sim- 
ilar manner  suggesting  some  line  which  they  have  in 
stock. 

Suggest  Lines  That  Pay  Good  Profit.  ■ 

The  value  of  such  suggestive  salesmanship  lies  in 
the  fact  that  the  line  suggested  is  always  one  that 
pays  a  good  profit.  A  practice  is  made  of  having  some 
special  line  each  day  which  gives  a  good  profit,  and  the 
clerks  on  the  fountain  suggest  that  line  whenever  pos- 
sible throughout  the  day.  Of  course,  if  a  man  comes 
in  with  his  mind  made  up  as  to  what  he  wants,  what- 
ever he  asks  for  is  served  to  him ;  but  it  has  been  found 
that  the  average  man  approaching  the  fountain  hesi- 
tates for  a  moment,  and  it  is  during  that  moment  of 
hesitation  that  the  clerk  gets  in  his  work.  The  suc- 
cess of  this  method  is  shown  by  the  large  sales  of  those 
special  lines  which  are  decided  on  to  be  featured  each 
day. 

$75  in  Extra  Sales  in  One  Day. 

In  the  same  way,  suggestive  salesmanship  is  carried 
on  throughout  tbe  entire  store  with  excellent  results. 
Its  value  is  shown  by  the  fact  that  during  one  day 
previous  to  the  visit  of  the  writer  to  the  store  $75  was 
added  to  the  sales  of  the  store  by  means  of  suggestive 
salesmanship.  The  figures  are  available  each  day,  be- 
cause the  extra  sales  are  kept  track  of  by  a  special 
key  on  each  cash  register.  This  special  key  not  only 
S' rvf  s  the  purpose  of  showing  the  amount  of  goods 
•■old  over  and  above  actual  demand,  but  shows  the 
clerks  that  are  making  the  extra  sales-  Thus,  th^  store 
has  a  tab  not  only  on  the  total  sales  of  each  clerk  ea"h 
day,  but  also  on  their  extra  sales,  and  are  accordingly 
in  a  position  to  decide  whether  they  are  getting  the 
results  they  should  for  the  store. 

Each  Clerk  Given  Line  to  Feature  Each  Day. 

One  method  of  increasing  sales  is  the  practice  of 
giving  each  clerk  a  certain  line  each  day  to  be  featured. 


LADY  CLERKS  MUCH  IN  EVIDENCE 

LADY  clerks  are  much  in  evidence  in  the  big  store 
of  the  Gordon  Mitchell  Drug  Company,  and  many 
of  them  are  earning  good  money,  because  they 
have  made  a  study  of  the  i^articulpr  line  they  are 
telling,  and  are  therefore  able  to  sell  a  much  larger 
quantitv  than  a  person  who  did  not  have  a  knowledge 
of  the  line. 

Care  is  taken  in  the  selection  of  clerks,  and  as  a 
result  a  staff  has  been  gathered  together  that  ranges 
high  in  the  matter  of  personal  appearances  and  sales 
ability- — and  it  is  acknowledged  that  these  are  two 
important  factors  in  the  make-up  of  any  sales  staff. 
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When  customers  have  purchased  what  they  came  in 
for,  the  clerk  suggests  the  article  being  featured  to 
them.  Each  morning  before  business  starts,  the  man- 
ager assigns  to  the  clerk  in  each  department  the  line 
to  be  featured,  and  gives  him  or  her  a  selling  talk  on 
that  particular  article.  Sales  of  that  article  during  the 
day  are  punched  on  a  special  key,  so  that  at  the  end  of 
the  day  it  is  known  just  what  quantity  of  it  has  been 
sold. 

The  Suggestion  of  Associated  Lines. 

Another  method  of  increasing  sales  that  is  now  be- 
•  ing  given  considerable  attention  -is  by  means  of  the 
suggestion  of  associated  lines.  One  simple  example 
is  the  suggestion  of  tooth  powder  to  the  customer  who 
is  buying  a  tooth  brush,  but  there  are  dozens  of  other 
lines  that  have  closely  associated  articles  that  can  be 
suggested  with  advantage  to  customers  when  one  is 
being  purchased.  Not  only  are  clerks  being  urged 
to  play  up  this  form  of  suggestion,  but  they  are  sup- 
plied with  a  sheet  on  which  to  list  each  sale  made  in 
this  way,  with  the  name  of  the  article  asked  for,  and 
also  the  name  of  the  additional  associated  line  sold  in 
each  case.  This  method  of  increasing  sales  is  proving 
a  good  one.  and  could  well  be  featured  to  advantage 
by  other  druggists  and  drug  store  salesmen. 

Know  Clerk's  Average  Sale  Per  Customer. 

An  important  factor  in  judging  the  value  of  a  clerk 
is  his  or  her  average  sale  per  customer.  For  instance, 
the  clerk  who  sells  on  an  average  50  cents'  worth  of 
goods  to  each  customer  is  more  valuable  than  the  one 
who  averages  only  25  cents,  even  if  he  waits  on  twice 


as  many  customers.  Their  sales  for  the  day  will  both  be 
the  same,  but  the  one  has  taken  much  greater  advant- 
age of  his  opportunities.  The  ease  is  somewhat  similar 
to  the  farmer  who  is  reaping  just  as  large  a  crop  oif 
a  fifty-acre  farm  as  his  neighbor  is  oflP  a  hundred-acre 
one.  They  are  both  getting  the  same  sized  crop,  but 
one  is  paying  twice  as  much  rent  as  the  other.  In  the 
same  way,  it  costs  a  firm  money  to  get  customers  into 
the  store,  and  the  value  of  a  clerk  depends  to  a  con- 
siderable extent  on  his  ability  to  get  the  largest  pos- 
sible returns  from  each  customer. 

Realizing  this,  the  Gordon  Mitchell  Company  keep 
a  record  of  clerks'  sales  according  to  their  average  sale 
per  customer.  For  example,  in  the  fountain  depart- 
ment each  morning  each  clerk  is  handed  his  average 
for  each  customer  for  the  previous  day,  and  it  is  "up 
to  him"  to  maintain  a  good  average.  It  serves  as  a 
stimulant  to  effort  for  those  whose  sales  are  inclined 
to  lag,  and  an. incentive  to  those  who  show  up  well  to 
maintain  their  position-  For  instance,  the  three  clerks 
at  the  fountain  are  handed  their  average  for  the  pre- 
vious day.  One  is  at  13  cents,  another  at  15,  and  an- 
other at  17  cents.  The  low  ones  will  say  to  themselves: 
"Well,  I  will  have  to  do  better  than  that,"  while  the 
high  one  will  say:  "Well,  T  must  keep  on  working.  I 
don't  want  those  other  fellows  to  catch  up  to  me." 

The  Gordon  Mitchell  Drug  Company  certainly  have 
the  sales  side  of  their  business  down  to  a  system,  and 
while  some  dealers  may  think  that  they  are  getting  it 
down  to  too  fine  a  point,  one  fact  stands  out  clearly — 
that  they  are  getting  good  results,  and  that  they  have 
a  tab  on  what  is  being  done  by  every  clerk  and  every 
department  all  the  time. 


Rules  and  Regulations  for  Guidance  of  Clerks 

As  set  forth  ij)  the  Gordon  Mitchell  Company  in  a  booklet  for 
employes — Should  he  of  interest  to  other  druggists  and  clerks. 


THE  need  of  certain  rules  and  regulations  for  the 
guidance  of  employes  is  felt  in  every  business 
establishment,  and  particularly  in  the  large  one 
where  there  are  a  large  number  of  clerks.  The  Gordon 
Mitchell  Drug  Company,  of  Winnipeg,  have  issued  a 
small  booklet  containing  forty-five  rules  and  regula- 
tions "for  guidance  during  service  hours  of  employes." 
When  new  clerks  join  the  staff,  instead  of  enumerating 
at  length  the  regulations  under  which  they  must  work, 
all  that  is  necessary  is  to  hand  them  a  copy  of  the  book 
of  rules.  These  rules,  in  addition  to  guiding  them, 
keep  them  from  asking  for  favors  or  concessions, 
which,  on  account  of  the  size  of  the  staff,  could  not  be 
granted. 

Porty-f^ve  Rules  in  Booklet  Form. 

The  rules  of  this  store  will  no  doubt  be  of  interest  to 
other  druggists.  As  stated  in  the  booklet,  "These  rules 
are  not  intended  as  a  code  of  morals."  They  are  as 
follows : 

1.  An  employe's  first  duty  is  to  his  employer;  second, 
to  the  customer,  and  at  all  times  to  be  square  with 
himself. 

Every  clerk  in  the  employ  of  this  company  should 
constantly  bear  in  mind  that  he  is  paid  to  further  our 
interests.  It  is  expected  that  he  will  use  his  best  ener- 
gies to  make  his  every  action  contribute  to  our  success, 
not  only  temporary,  but  permanent. 

As  we  claim  in  our  advertising,  this  is  a  dependable 
store ;  we  want  you  to  help  keep  it  so. 


2.  It  is  mutually  understood  between  all  employes 
and  this  company  that  a  week's  notice  from  either  will 
terminate  an  engagement.  We  do  not  feel  that  any 
notice  is  due  when  dismissal  is  due  to  incompetency  or 
dishonesty. 

3-  Be  punctual  at  all  times,  and  in  all  things. 

4.  Each  clerk  will  be  a.ssigned  specific  duties,  and  will 
be  held  responsible  for  their  proper  performance. 

Only  Business  Conversation. 

5.  Conversation  must  be  confined  to  business  matters. 
Singing,  whistling,  getting  together,  or  disputes  of  any 
kind  are  prohibited. 

6.  No  private  business  or  personal  visits  from  friends 
or  unnecessary  talking  with  customers  will  be  coun- 
tenanced, as  they  all  encourage  loafing. 

7.  Errors  in  compounding,  delivering  prescriptions, 
or  complaints  of  any  kind  must  be  immediately  report- 
ed, and  anyone  hiding  a  mistake  made,  either  by  him- 
self or  another,  will  be  liable  to  immediate  discharge. 

8.  Any  emplo.ye  who  is  too  ill  to  come  to  work,  mu'ft 
notify  the  manager  of  his  department  or  some  official 
by  'phone  or  messenger. 

9.  Cashing  of  I.  0.  U.'s  for  employes  or  outsiders  is 
positively  forbidden. 

10.  All  salaries  are  paid  monthly  with  the  exception 
of  girls  in  the  laboratory,  salesladies,  and  boys.  The 
(IrHwiiig  of  money  between  pay  days  will  not  be  per- 
mitted. 
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11-  Cheques  must  not  be  cashed  without  referring 
them  to  the  one  in  charge. 

The  Telephone  and  Smoking. 

12.  Employes  must  not  engage  in  useless  telephone 
conversations.  They  will  also  please  ask  their  friends 
not  to  call  them  up  during  business  hours. 

13.  Telephones  must  not  be  used  for  long-distance 
messages  without  authority. 

14.  Smoking  on  the  premises  is  strictly  prohibited. 

15.  Employes  wishing  goods  must  pay  for  them  in 
the  regular  manner  over  the  counter. 

16.  Employes  will  be  charged  full  price  for  all  cut 
patents,  but  for  all  toilet  requisites  and  sundries  they 
will  be  charged  10  per  cent,  over  cost  price. 

17.  All  employes  taking  drinks  at  soda  fountains  will 
be  charged  half^rice.     Clerks  must  not  take,  drinks 


DONT'S  FOB  CLEBKS 

From  the  Gordon  Mitchell  Rule  Book. 

Don't  argue  with  a  customer. 

Don 't   speak   disparagingly   of   any   competitor. 

Don 't  break  a  promise  of  any  kind  if  anything  on 
earth  can  prevent  it. 

Don't  be  "just  out"  of  anything  if  you  have  to 
work  overtime. 

Don 't  recommend  any  doctor  in  particular,  do 
everything  to  keep  each  customer  satisfied  with  his 
own- — the  doctors  are  our  best  friends. 

Don't  urge  a  customer  to  purchase  what  he  does 
not  want  and  never  misrepresent  any  article  to  a  cus- 
tomer, nor  guarantee  any  cures. 


while  customers  are  in  the  store  who  have  not  been 
waited  upon. 

18.  Employes  not  engaged  in  dispensing  must  not 
loiter  in  the  dispensaries. 

19.  Employes  must  comply  with  the  schedule  of 
hours  for  the  store  or  department  in  which  they  are 
employed- 

20.  Employes  requiring  stationery  must  apply  to 
whichever  member  of  the  office  staff  is  in  charge  of  sta- 
tionery cabinet. 

Cash  Register  Rules. 

21.  Store  managers  will  be  held  responsible  for  all 
cash  sales  and  money  received  on  account.  They  must 
also  make  a  daily  cash  report,  filled  out  in  ink.  This 
report  must  be  ready  at  10  o'clock  each  morning. 

22.  Store  managers  will  also  be  held  responsible  for 
keeping  up  the  register  books.  These  must  be  written 
up  in  ink. 

Registers  must  be  turned  back  to  zero  at  the  end  of 
each  month. 

23.  Each  clerk  on  going  to  meals  or  leaving  the  store 
must  lock  his  cash  drawer  and  take  the  key  with  him. 
He  must  also  balance  his  cash  at  night  and  make  out  a 
statement,  duly  signed. 

24.  On  no  account  will  any  clerk  be  allowed  to  enter 
any  drawer  but  his  own,  or  to  open  his  own  except  to 
make  a  sale. 

25.  All  paid-outs  should  be  from  the  manager's 
drawer. 

26.  Never  criticise  a  physician's  prescription. 
27-  Deliver  no  goods  without  the  cash. 

28.  Refer  all  credit  business  to  the  one  in  charge. 

Salesman  Responsible  for  Stock. 

29.  Each  salesman  must  attend  to  the  stock  in  charge 
and  see  that  it  is  kept  in  order. 


30.  Clerks  are  not  allowed  to  make  exchange.  Such 
matters  must  be  referred  to  the  one  in  charge. 

31.  Any  advertising  matter,  placed  for  distribution 
on  the  counter,  must  be  enclosed  in  each  package. 

32.  All  enquiries  for  a  physician  must  be  referred  to 
the  person  in  charge. 

33.  No  salesman  is  allowed  to  change  the  price  of 
an  article;  if  there  is  any  question  about  the  price, 
consult  the  one  in  charge. 

34.  Employes  will  be  held  responsible  for  any  loss 
sustained  through  errors  in  filling  orders,  making  out 
checks,  stating  addresses,  etc. 

35.  When  an  article  that  we  have  not  in  stock  is  calF- 
ed  for,  immediate  note  of  same  must  be  made  in  sales 
book,  arranged  for  this  purpose. 

36-  Wrappers  of  merchandise  of  all  descriptions,  par- 
ticularly soaps  and  patents,  must  not  be  mutilated  be- 
fore sale  is  made. 

37.  Salesmen  are  equally  responsible  as  the  cashiers 
for  any  worthless  money  accepted. 

In  the  Prescription  Department. 

38.  A  check  number  must  be  given  to  every  person 
bringing  in  a  prescription,  and  great  care  must  be  taken 
in  delivering  all  prescriptions  to  see  that  the  numbers 
correspond. 

39.  No  counter  prescribing  allowed.  In  case  of  a  call 
for  a  dose  of  medicine  or  mixture,  which  we  have  not 
already  put  up,  the  remedy  must  be  prepared  by  one 
of  the  men  employed  in  the  prescription  department, 
and  said  mixture  must  be  numbered  in  the  regular 
manner. 

40.  In  labeling  packages,  mark  them  exactly  as  or- 
dered. For  instance,  if  Hot  Drops  are  ordered,  label 
as  such. 

41.  Be  sure  you  know  the  contents  of  each  package 
you  wrap.  Treat  your  customer  so  that,  were  you 
treated  in  like  manner  ,you  would  continue  to  be  a  cus- 
tomer of  the  Gordon  Mitchell  Drug  Co. 

42.  Salesmen  should  not  promise  to  exchange  rubber 
goods  and  similar  sundries,  as  for  sanitary  reasons  such 
items  cannot  be  returned  for  re-sale. 

43.  All  employes  who  have  been  in  the  house  for  one 
year  are  entitled  to  a  vacation,  which  must  be  arranged 
for  at  a  time  suitable  to  the  management. 

44.  Employes  are  expected  to  report  to  the  manage- 
ment anything  which  they  believe  to  be  detrimental  to 
the  business- 

45.  In  all  cases  not  covered  by  the  foregoing  rules,  the 
employe  should  apply  to  the  management  for  instruc- 
tions before  assuming  any  responsibility  whatever  in 
the  discharge  of  his  duties. 

5  AND  10-CENT  CANDY  DEPARTMENT 

The  candy  department  is  located  in  the  centre  at 
the  front.  The  counter  across  the  front  is  a  5  and  10- 
cent  candy  department,  where  goods  such  as  gum, 
chocolate  bars,  etc.,  retailing  at  5  and  10  cents,  are  dis- 
played. It  proves  a  good  feature,  because  customers 
leaving  the  store  after  making  a  purchase  will  fre- 
quently have  5  or  10  cents  change,  and  will  spend  it 
at  this  counter.  The  counter  is  adjacent  to  the  soda' 
fountain,  and  it  is  quite  frequently  the  case  that  the 
person  who  gets  5  or  10  cents  back  from  his  purchases 
at  the  fountain  will  cross  over  and  buy  something  at 
the  5  and  10-cent  candy  department. 

There  are  three  'phones  in  the  store one  for  gen- 
eral orders,  one  for  prescriptions,  and  one  between 
stores. 
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Features  of  The  Big  Store 
Summed  Up 


THE  preceding  eight  pages  have  been  devoted  to  a  staff  article  on  vsHhat 
is  probably  Canada's  largest  drug  store,  in  which  the  writer  has  pre- 
sented in  considerable  detail,  the  features  and  business  methods  of  the 
Gordon  Mitchell  drug  store,  at  336  Portage  Ave.,  Winnipeg.  These  were 
secured  during  an  extended  inspection  of  the  big  store  and  through  the 
valuable  assistance  of  the  manager,  Mr.  C.  A.  Leatherdale,  to  whom  the  writer 
desires  to  extend  his  thanks. 

All  summed  up,  it  must  be  admitted  that  this  store  is  not  only  a  large 
one,  but  that  it  is  conducted  in  a  most  eificient  manner  that  works  for  the 
largest  possible  volume  of  sales,  and  the  greatest  possible  profit  on  the  busi- 
ness transacted.  System  stands  out  prominently  in  every  department  of  the 
store — system  that  guards  against  leaks  and  protects  profits — system  that 
promotes  the  greatest  sales  eflficiency^system  that  facilitates  work  in  the  store 
and  gives  to  patrons  the  highest  grade  service — and  all  these  things  must  be 
acknowledged  as  exceedingly  important- 

A  feature  of  the  store  that  stands  out  prominently  is  the  big  variety  of 
sidelines  that  are  carried  in  the  store,  and  the  fact  that  they  are  not  treated 
as  sidelines,  but  as  regular  ones  that  have  to  stand  out  separately  by  themselves 
in  the  matter  of  sales  and  profits.  The  practice  of  having  clerks  who  devote 
their  time  exclusively  to  their  own  departments  is  a  good  one,  as  it  stands 
to  reason  that  the  person  who  puts  in  his  or  her  time  on  one  line  becomes  more 
competent  in  the  sale  of  that  line.  Then  again,  it  puts  the  responsibility  for 
each  department  on  some  certain  person. 

There  is  little  need  of  dwelling  on  the  value  of  departmentizing  a  store 
in  regard  to  sales,  in  so  far  as  possible.  It  allows  the  manager  to  gauge  in  a 
much  better  manner  the  progress  that  is  being  made  in  each  line.  If  it  is 
found  unsatisfactory  in  any  line,  that  department  can  be  spruced  up.  The 
policy  of  taking  stock  once  a  month  in  certain  departments  is  also  one  to  be 
commended. 

Suggestive  salesmanship  is  being  developed  to  a  high  degree  of  efficiency 
in  this  store,  demonstrating  just  what  is  possible  in  the  drug  store  in  increas- 
ing sales  over  and  above  actual  demand,  when  once  clerks  are  shown  the 
possibility  of  intelligent  suggestion,  and  urged  to  put  forth  some  effort  in  this 
direction.  The  way  in  which  suggestive  salesmanship  is  being  made  use  of 
in  this  store  is  well  worth  reading  about. 

Many  other  valuable  ideas  are  also  brought  out  in  this  lengthy  article. 
Some  phases  of  the  business,  such  as  advertising,  window  dressing,  the  delivery 
system,  and  the  conduct  of  the  prescription  department,  have  not  been  taken 
up  in  this  issue  on  account  of  lack  of  space,  but  will  follow  later.  Neverthe- 
less, sufficient  is  presented  here  to  give  readers  a  good  general  idea  of  the 
conduct  of  the  big  store,  while  the  many  practical  ideas  and  suggestions  set 
forth  should  prove  of  real  benefit  to  readers  in  the  conduct  of  their  own 
business. 
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Features  of  an  Up-to-Date  Vancouver  Drug  Store 

Drug  store  of  Burns  &  Cairris,  of  Vancouver,  is  centrally  located  and  has 
many  good  display  and  sales  features — Outline  of  the  store  and  business 


THE  drug  store  of  Burns  &  Cairns,  of  Vancouver, 
B.C.,  has  the   advantage   of  being     in   a  most 
favorable  location  to  secure  the  high  class  of 
trade  which  they  make  a  practice  of  catering  to.  The 
store  is  located  on  Granville  street,  one  of  the  main 


BURNS  &  CAIRNS  STORE,  VANCOUVER,  SUMMED 
UP. 

Location — Central — main  street — opposite  new  pala- 
tial hotel. 

—Trade — Good    deal    of    tourist    and    theatrical — also 
west  end,  the  exclusive  section  of  the  city. 

Windows — Try  to  keep  them  the  best  all  the  time. 

Service — "Double  quick,"   says  Mr.  Cairns. 
—Equipment  —  Up-to-date    and    attractive  —  shows 
goods  up  to  advantage. 

Flowers — Big   department — one  window   devoted  to 
line. 

Soda  Fountain — On  main  floor,  with  serving  parlor 
in  balcony  upstairs. 

Prescriptions — Many   nearby   physicians   help   trade 
— department  at  rear. 

Pillar   Display   Cases — Gives     good     supplementary 
display  space. 


thoroughfares  of  the  coast  city,  occupying  one-half 
of  the  ground  floor  of  the  Vancouver  Building,  imme- 
diately opposite  the  entrance  to  the  new  and  palatial 


C.  P.  R.  Hotel  in  that  city.  This  advantageous  location, 
along  with  the  use  of  aggressive  business  methods, 
has  resulted  in  the  building  up  of  an  appreciable  and 
profitable  trade  by  this  firm. 

Attractive  Store  and  Good  Display. 

Prom  the  photograph  of  the  interior  of  the  store, 
which  is  reproduced  here,  it  will  be  seen  that  the  store 
is  both  large  and  attractively  arranged.  The  equip- 
ment and  finish  of  the  interior  is  such  as  to  make  it 
show  up  to  the  best  advantage,  and  also  sell  the  great- 
est quantity  of  goods.  Note  the  long  range  of  silent 
salesmen  extending  down  the  one  side  of  the  store  and 
showing  a  big  variety  of  goods  in  an  effective  manner. 
Half  way  down  is  the  main  serving  counter  and  cash 
register.  A  feature  of  the  store  is  the  extensive  dis- 
play of  goods  behind  glass.  For  instance,  the  shelves 
are  all  in  the  form  of  glass-enclosed  wall  cases  with 
mahogany,  finish  and  electric  lights  at  the  intersec- 
tions. 

Display  Around  the  Pillars. 

Four  pillars  extend  down  the  centre  of  the  store, 
but  it  will  be  noticed  that  use  has  been  made  of  them 
for  display  by  having  display  cases  on  the  four  sides. 
This  allows  of  considerable  extra  display,  and  is  in  a 
position  where  it  catches  the  eye  of  the  person  visiting 
the   store.     The  first  is  used   for  the   display   of  per- 


Up-to-date  and  attractive  drug  store  of  Burns  &  Cii  ii  ns,  Vancouver,  B.C.    Note  the  ice  cream  parlor  in  the  balcony.    Other  features 

described  in  accompanying  article. 
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fumos,  the  second  for  toilet  water,  the  third  for  toilet 
preparations,  and  the  fourth  for  shaving  requisites. 

Flowers  on  the  top  of  the  pillar  display  cases  give 
an  artistic  touch,  while  flowers  are  also  used  through- 
out to  add  to  the  general  appearance. 

Cater  to  High-class  Trade. 

The  store  caters  to  the  high-class  trade,  and,  of 
course,  finds  an  attractive  store  valuable  in  this  direc- 
tion. A  good  deal  of  business  comes  from  the  west 
end,  one  of  the  most  exclusive  sections  of  the  city. 
Being  centrally  located,  they  also  get  a  good  deal 
of  the  tourist  and  theatrical  trade,  and  make  a  spe- 
cial bid  for  this  business. 

Their  central  location  also  adds  considerably  to  the 
selling  value  of  their  display  windows,  and  they  make 
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Vancouver  Block,  Granville  St.,  Vancouver,  B.C., 
in  which  Burns  &  Cairns,  druggists,  occupy  one 
half  of  the  gi-ound  floor.  Many  physicians  have 
otflces  in  tlie  building,  and  this  lielp.s  tlie  store's 
prescription  trade. 

a  |)i'actice  of  continually  keeping  them  in  a  manner 
that  will  induce  trade,  and  find  it  good  business  to 
do  so. 

Sidelines  Given  Prominence. 

Hums  and  Cairns  belong  to  the  new  and  aggressive 
school  of  druggists,  and  therefore  place  a  good  deal 
of  importance  on  the  value  of  sidelines,  and,  as  can 
be  seen  from  a  view  of  their  store,  give  them  a  good 
deal  of  prominence.  The  string  of  silent  salesmen  and 
a  goodly  portion  of  the  shelf  space  is  givpn  over  to 
their  display,  and  as  a  result  they  naturally  do  a  large 
trade  in  the  so-called  sidelines.  The  floral  department 
has  become  an  extensive  one,  and  of  such  importance 
that  one  of  their  windows  is  given  over  to  the  dis- 
play of  these  lines.  The  prescription  department  is 
also  an  important  one,  but  it  is  not  alloweti  to  occupy 
valuable  display  space  in  the  main  part  of  the  store, 
but  is  conducted  at  the  rear. 

Ice  Cream  Parlor  in  Balcony. 

The  photograph  shown  here  speaks  in  a  convincing 
manner  of  the  importance  of  the  soda  and  ice  cream 
department.     Near  the  front  is  quite  a  large  and  at- 


tractive soda  fountain,  while  up  above  in  the  balcony 
shown  in  the  photograph  is  a  serving  parlor.  At  the 
rear  of  the  soda  fountain  can  be  seen  the  stairs  leading 
to  it.  It  is  nicely  laid  out,  is  well  lighted,  while  the 
furnishing  and  decorations  make  it  an  attractive 
place,  and  it,  therefore,  proves  a  good  drawing  card 
for  the  store.  Good  service  is  made  a  feature  of  this 
department,  and  is  responsible  to  no  small  degree  for 
its  success. 

Large  Prescription  and  Perfume  Trade. 

While  the  sidelines  are  prominent  in  the  store,  a 
good  prescription  trade  is  done,  because  the  store  is 
advantageously  situated  to  get  this  business.  The 
building  in  which  the  store  is  located,  and  also  the  ad- 
joining Rirk's  Building,  have  many  physicians'  offices, 
and  a  person  on  leaving  a  doctor's  office  with  a  pre- 
scription naturally  goes  to  the  nearest  drug  store  to 
have  it  filled. 

A  good  trade  is  done  in  perfume,  and  this  is  due 
to  a  large  extent  to  the  fact  that  a  good  deal  of  dis- 
play space  is  devoted  to  the  line. 

Features  of  Store  and  Business. 

It  is  realized  that  quick  service  is  a  good  drawing 
card  for  a  drug  store.  "We  aim  for  double  quick  ser- 
vice," says  Mr.  Cairns. 

The  store  is  finished  in  a  light  color,  giving  a  bright 
and  eheerfid  effect  to  the  interior. 

Palms  and  plants  are  scattered  throughout  the  store, 
adding  considerably  to  the  appearance. 

The  store  is  well  lighted  throughout.  Note  the  ceil- 
ing lights. 

Note  the  Dutch  window  efl'ect  us(ed  in  the  glass  in 
the  wall  cases. 


SODA  FOUNTAIN  HINTS. 

A  soda  clerk  suggests  that  soda  sales  are  likely  to  be 
increased  if  a  coupon  book  containing  25  five-cent  cou- 
l)ons  for  one  dollar  is  sold  on  Saturdays  only.  The 
good  points  in  this  scheme  are  that  it  induces  custom- 
ers to  buy  more  sodas  and  educates  them  to  come  to 
the  fountain. 

You  will  always  find  apple  pie  and  ice  cream  on  the 
menu  of  a  Pacific  coast  druggist's  fountain.  One  day 
he  loaned  his  soda  fountain  and  store  window  to  a  char- 
itable institution  in  town  for  the  sale  of  home-made 
baking  and  candy.  The  wonien  surprised  him  by  the 
great  trade  they  did  in  apple  pie  and  ice  cream  at  10 
cents  a  dish.  He  had  never  imagined  it  could  he  such 
a  splendid  seller. 


A  Good  Idea. 

"That's  a  good  idea,  ma'am,"  said  the  new  servant, 
"having  the  soda  and  water  mixed  in  them  bottles 
with  sciuirts.  I  done  the  cellar  floor  in  half  the  time, 
and  there's  three  bottles  left  out  of  the  dozen. 


TRADE  WINNERS. 

The  man  who  deals  in  sunshine, 

Is  the  one  who  gets  the  crowds; 
He  transacts  a  lot  more  business 

Than  the  one  who  peddles  clouds; 
And  the  salesman  who's  a  frowner 

Will  be  beaten  by  a  mile 
If  the  man  at  the  next  counter 

Meets  his  patrons  with  a  smile. 
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Samia  Druggist  Installs  Motion  Window  Display 


See-saw  display^  of  toilet  articles  wins  prize  contest 
and  attracts  people  to  store —  Worked  by  water  power. 


PHIIX)SOPHERS  have  lived  and  died  since  Hero- 
dotus of  old,  seeking  for  the  meaning  of  life,  said 
' '  All  was  motion, ' '  but  what  was  the  most  strik- 
ing thing  in  the  world  to  him  is  still  so  to-day,  and  it  is 
movement  and  action  that  attract  people  in  all  their 
interests- 

A  window  full  of  flags  and  pennants  will  draw  far 
more  attention  if  the  flags  and  pennants  are  kept  mov- 


THE   ANNUAL   CONVENTION  IN   BRIEF. 

At  Winnipeg. 

From  August  17  to  21. 

Headauarters  at  Fort  Garry  Hotel. 

Single  fare  for  round  trip  on  all  railroads. 

Hotel  accommodation  at  $1  to  $3  per  day. 

Many  Important  subjects  pertaining  to  drug  trade 
to  be  taken  up  and  discussed. 

Eastern  delegates  may  take  lake  trip  at  a  cost  ot 
$9  extra  each  way. 


ing  by  an  electric  fan.  A  display  of  bathing  goods  will 
be  far  more  effective  if,  as  was  done  in  Toronto  by 
Liggett 's  drug  store,  a"  bath  with  water  running  into  it 
from  an  overhead  spray  be  fixed  in  the  window, 

First  Prize  Window  Display. 

A  novel  window   display   was   worked   out   by  the 
Clement  drug  store,  of  Sarnia,  Ont.,  with  such  success 


metrical.  The  centre  of  the  window  is  occupied  by  a 
large  card  advertisement  of  complexion  cream,  with 
tooth  paste  and  face  powders  on  either  side.  The  cards 
on  the  glass  itself  circle  round  photographs  of  the 
makers  of  the  articles. 

The  Moving  Portions. 

The  window  display,  at  first  sight,  appears  ill-balanc- 
ed. More  articles  are  seen  on  the  left  of  tlie  centre  piece 
than  on  the  right.  But  this  is  where  the  motion  display 
comes  in.  Observe  the  sign  cards  on  left  and  right. 
That  on  the  left  reads,  "Watch  for  the  Tooth  Paste 
King";  that  on  the  right,  "Watch!  Here  comes  Vel- 
veola  Face  Powder."  Cunningly  devised  mechanisin, 
which  we  shall  describe,  enabled  the  alternate  display 
of  tooth  paste  and  face  powder  above  each  of  these 
signs,  as  well  as  the  revolution  of  the  central  cylinder 
showing  complexion  cream.  The  tooth  paste  display  is 
visible  in  the  picture,  while  that  of  face  powder  is  out 
of  sight. 

Moved  by  Water-power- 

The  two  moving  cartoons  and  the  revolving  central 
cylinder  will  be  seen  in  the  diagram.  The  mechanism, 
which  required  the  use  of  space  below  the  level  of  the 
window,  was  operated  by  water.  The  water  entered 
the  water  wheel  and,  making  it  revolve  very  rapidly, 
passed  out  by  the  waste  pipe.  The  motion  was  com- 
municated to  the  see-9aw  fixture  in  the  window  by 


The  photograph  shows  the  motion 
window  display  of  ft  Sarnia  druggist 
described  on  this  page.  Water  power 
mechanism  revolved  the  central  cylin- 
der which  is  seen  in  the  base  of  the 
picture  and  see-saw  pole  balanced  at 
this  point,  which  carried  toilet  goods  on 
either  end. 


that  it  not  only  attracted  general  attention — the  first 
stage  in  getting  customers  into  the  store — but  also 
won  the  first  prize  of  $25  in  the  Ingram  window  dress- 
ing contest.  The  window  and  the  method  of  its  work- 
ing are  illustrated  in  these  pages. 

The  window  was  trimmed  by  Russell  R.  Dusten,  and, 
it  will  be  observed,  displays  toilet  and  complexion  spe- 
cialties and  perfumes.  The  general  arrangement  is  sym- 


pulleys  and  ropes,  which  were  so  made  as  to  reduce  the 
speed  of  the  revolutions. 

The  cylinder  revolved  with  the  horizontal  pulley  be- 
low it,  and  connected  directly  with  it. 

The  balance  pole  was  attached  to  the  pulley  on  the 
left  by  a  cord,  the  cord  being  fixed  to  a  pivot  three 
inches  up  from  the  centre  of  the  pulley,  which,  conse- 
quently, drew  the  cord  down  6  ins.  as  it  revolved.    As 
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the  strain  was  released  the  weight  of  the  right-hand 
cartoon  asserted  itself  and  sank. 

In  this  fashion  the  moving  cartoons  were  alternately 
hidden  behind  stock  in  the  windows  and  brought  into 
view. 


female)  is  obtained  from  the  seeds  by  hot  pressing,  is 
classed  as  a  semidrying  oil,  and  is  used  medicinally  as 
a  purgative.    It  is  also  used  for  soap  making. 


METHODS  OF  OTHER  RETAIL  DRUGGISTS 

A  Toronto  dealer  pushes  the  sale  of  lime  fruit  juice 
by  pointing  out  its  vahie  as  a  pure- water  agent.  "Lime 
Fruit  Juice,"  one   show   card   reads,   "protects  from 


MOVWa  CAKTM 

SCCENTRIC    ARM 


SODA  FOUNTAIN  AFFECTS  COST  OF  LIVING 

Druggists  may  have  noticed  that  the  price  of  straw- 
berries and  raspberries  has  been  steadier  if  not  higher 
than  ever  this  summer,  and  that  these  most  popular  of 
all  fruits  for  preserving  purposes  have  not  been  selling 
at  any  time  at  bargain  prices. 


WINDOW 


maVlNe  CfiRTiM 


w 


BASEMENT 


viATemfieeL 

Diagram  showing  ingenious  mecbanlsm  of  tlie  motion  window  display  of  ttie  Clement  Drug  Store,  Sarnja. 


typhoid."  Another  reads,  "Lime  Fruit  Juice  kills 
typhoid  germs.  One  tablespoonful  to  a  glass  of  water." 
F.  H.  Webb,  druggist,  corner  of  Queen  and  Broad- 
view, Toronto,  has  a  corner  of  his  store  rented  to  a  tele- 
graph company.  Most  of  the  business  to  be  done  comes 
by  telephone  from  the  factories  in  the  neighborhood, 
but  people  also  come  into  the  store  to  cable  or  telegraph. 
The  influence  on  sales  is  difficult  to  define. 

F.  Jacobs,  Phm.  B.,  corner  of  Broadview  and  Gerrard, 
Toronto,  issues  a  gratis  baseball  schedule  of  the  home 
games  of  the  Toronto  baseball  team. 

The  schedule,  which  is  neatly  printed  in  blue  brown, 
takes  the  form  of  a  card  nine  inches  by  three,  which 
can  be  doubled  for  the  pocket- 
Six  inches  of  one  side  is  devoted  to  baseball,  an  inch 
and  a  half  at  either  end  advertising  headache  and  con- 
stipation cures. 

One-half  of  the  other  side  bears  the  announcement: 
"Toronto  Baseball  Team,  season   1914.     Scbedule   of 
home  games.    With  compliments  of  F.  Jacobs. 
The  other  section  reads : 

FREDERICK  JACOBS,  PITM.B. 
HIGH  CLASS  ANT)   RELIABLE  PRESCRIPTIONS. 
"Throw  physic  to  the  dogs,"  great  Shakespeare  said, 
But  Shakespeare  did  not  live  in  Jacobs'  day. 
Did  he  live  now— like  thunder  he  would  roar 
There's  good  in  physic— go  to  Jacobs"  store. 


This  is  due  to  the  operations  of  the  canning  factories, 
who  fix  a  price  which  they  will  pay  early  in  the  season. 
As  they  can  preserve  practically  all  the  fruit  that  is 
at  present  being  grown,  so  great  is  the  public  demand 
for  jams,  the  price  of  strawberries  and  raspberries 
keeps  steady. 

Besides  the  canning  factories  there  are  the  manufac- 
turers of  syrups.  The  growth  of  the  soda  fountain 
business  has  required  increased  supplies  of  fruit  syrups, 
and  the  manufacturers  have  now  to  buy  more  fruit, 
which  again  tends  to  raise  prices  and  keep  them  steady. 

Whence  it  appears  that  the  druggist's  soda  fountain 
is  one  reason  of  the  high  cost  of  living,  if  strawberries 
and  raspberries  are  necessary  to  life-  Probably  the 
patrons  of  the  druggist's  soda  fountain  think  that  if 
living  costs  more  to-day  it  is  worth  it. 


SOURCE  OF  CURCAS  OIL 

In  the  Cape  Verde  Islands  the  Portuguese  Govern- 
ment is  yearly  making  large  plantations  of  purgueira 
(the  purging  nut  or  Jatropha  curcas),  which  have  be- 
come an  important  source  of  revenue.  In  fact  these 
islands  furnish  the  world's  chief  supply  of  purgueira 
seeds,  the  annual  exports  of  which  from  Cape  Verde 
reach  about  $100,000  in  value.    Curcas  oil  (Oleum  in- 


ANALYST'S  REPORT  ON  SOFT  DRINKS. 

The  Dominion  Analyst  examined  150  samples  sold  as 
soft  drinks  during  September  and  October  of  last  year, 
and  reporting  on  these  he  writes:  "Of  the  great  ma- 
jority it  may  be  said  that  they  are  solutions  of  sugar  in 
amounts  varying  from  1  to  10  per  cent.,  flavored  with 
essences  mainly  artificial.  It  cannot  be  said  these  bev- 
erages are  harmful,  and  so  long  as  they  meet  a  popular 
demand  for  a  sweetened,  effervescent  drink,  no  objec- 
tion to  them  can  be  taken. 

"The  presence  of  salicylic  acid  to  prevent  fermenta- 
tion of  the  sugar  is  noted  in  13  samples,  but  the  amount 
is  not  excessive  in  any  case.  Saccharin,  used  as  a  par- 
tial substitute  for  sugar,  is  found  in  34  samples.  Ob- 
jection has  been  taken  to  this  by  the  United  States,  but 
the  evidence  of  its  harmfulness  does  not  appear  to  be 
convincing.  The  words  'sweetened  with  saccharin' 
should,  I  think,  appear  upon  these  labels  when  sac- 
charin is  present." 
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What  Other  Druggists  Do 


DRESSES  WINDOW  WITH  SILENT  SALESMAN. 

A  method  of  allowing  the  (luiek  change  and  dress- 
ing of  the  show  window  is  that  used  at  intervals  by 
E.  G.  Lemaitre,  of  256  Queen  street  west,  Toronto, 
who  for  this  purpose  wheels  one  of  the  silent  sales- 
men used  in  the  store  into  the  window  space.  Thus 
the  window  can  be  dressed  in  a  short  time,  as  the 
goods  in  and  on  top  of  the  silent  salesmen  are  main- 
tained in  proper  order  at  all  times.  Small  displays  of 
a  number  of  lines  are  also  made  in  the  window  next 
the  glass. 

"In  addition  to  allowing  the  window  to  be  changed 
(luickly, "  says  Mr.  Lemaitre,  "it  also  affords  a  change 
in  that  time.  One  of  the  most  noticeable  changes  in 
thing,  as  people  get  tired  looking  at  the  same  set  rules 
of  window  display.  When  they  notice  a  change  they 
become  interested." 

Big  Change  to  Side  Lines  in  25  Years. 

Mr.  Lemaitre  has  been  in  this  location  in  Toronto 
for  25  years,  and  notes  some  big  changes  in  the  city 
in  that  time.  One  of  the  most  noticeable  changes  in 
the  drug  business  is  that  in  the  big  variety  of  side  lines 
that  have  taken  a  place  in  the  business  in  recent 
years.  "The  side  lines  have  to  be  pushed,"  he  points 
out,  "but  the  drug  end  should  not  be  sacrificed,  be- 
cause that  is  what  the  business  revolves  around.  A 
customer  came  in  here  the  other  day  with  a  simple  pre- 
scription that  another  store  had  been  unable  to  fill. 
To  neglect  the  drug  side  in  that  way  is  bad  business, 
in  my  estimation." 


B.  C.  DRUGGIST  HAS  GOOD  AD.  ON  ENVELOPE. 

Herewith  is  reproduced  an  advertisement  of  Terry's 
drug  store  on  Fort  street,  Victoria,  B.C.,  which  is  used 
on  envelopes  that  the  store  uses  to  send  small  articles 

ThanJ^  You 

For  Having  Favored  Us 
With    Your   Patronage 


We  trust  that  you  are  so  well  pleas- 
ed with  your  purchase  that  you  will 
visit  our  store  ag^ain  whenever  in 
need  of  anything  in  the  drug  line. 
It  is  our  purpose  to  give  our  cus- 
tomers exactly  what  they  want  and 
at  prices  as  low  as  the  quality  ot 
the  goods  will  allow.  Remember 
we  keep  everything  that  belongs  in 
a  well  equipped  pharmacy. 

TERRYSCRIPTIONS 

TERRYKODAKS 

TERRYSODAS 


TTDDV'Q  DRUG 

1  LKK  1     O    STORE 
FORT   STREET   NEAR    DOUGLAS 


out  in.  The  heading  of  the  ad.  is  one  that  attracts  at- 
tention, and  the  talk  following  is  good. 

Note  the  novel  idea  of  using  the  store  name  in  the 
words,  "Terryscriptions"  and  "Terrysodas." 

Walter  A.  Howell,  corner  King  and  Emerald  streets, 
Hamilton,  Ont.,  uses  the  name  "The  Pharmacy  of  Qual- 
ity" in  his  letterheads. 

A  Montreal  druggist  has  an  imitation  marble  pedestal 
at  the  rear  of  his  window,  on  which  he  stands  a  fern. 
It  gives  an  artistic  touch  to  displays. 

Hanson's  drug  store,  444  Spadina  avenue,  Toronto, 


Vacation  and  Week-end 
Supplies 


There  iP  a  time  and  place  fur  ovcrvthiiijr.  Now  is  tlio  T[ME  yuu 
nil!  be  net'diii-T  ^pp(•ial  summer  coiufurts  and  couveiiieiices.  Our 
slurp  i^  the -PI.At'K  I"  buy  them. 

»vpr.\  thing  to  make  hut  weather  mure  endurable  and  brinjr  :j,Teal- 
vr  health  to  yuu  cjin  he  h:ul  at  our  store.  The  finest  lathinjr 
soaps,  bitlhins  salt,  bath  powder,  taleimis,  fuilct  waters  and 
luilet  puwderfi.  Be.-l  phecp-woul  ?.]KUi.2es,  rubber  sponges,  wash 
rl<.'tli^''and  showers. 

'I'hon  we  have  so  many  ulhcr  e<tn\enienee>s  that  we  arc  '^ure  yon 
^ill  fairly  delight  in  the  sfiowin;r.  to  sjty  noihin.::  oi!  die  i-ossess- 
in*;  them.  Thermos  buttles  fur  that  auto  trip  or  picnic  party.  Make 
our  stoi-e  your  own  by  'pl>oning  tor  just  "hat  you  need,  whethor 
if  be  an  accessory  for  (hat  outirit*:  trip  or  a  bath  convenieneo.  \Vc 
w;  !  uhoerfully  aud  quite  promptly  deliver  your  order. 

Phone  10 

GALLOWAY'S  DRUG  STORE 

THE  REXALL  STORE 


Chatty  summer-time  ad.  of  aggressive  Kamloops,  B.C.,  druggist. 

has  a  sign  in  the  window  which  reads,  "Better  let  Han- 
son do  your  developing  and  printing  than  wish  you 
had." 

A  brush  window  in  a  Winnipeg  store  had  a  novel 
background  arranged  by  means  of  a  plush  sheet  hung 
across  the  rear  of  the  window,  to  which  brushes  were 
attached. 

The  Warne  Drug  Co.,  of  Peterborough,  Ont.,  leave 
their  window  lights  on  at  night,  and  make  arrange- 
ments with  the  night  policeman  to  turn  them  oflf  when 
the  evening  crowds  leave  the  streets. 

R.  H.  Thompson,  1284  Yonge  street,  North  Toronto, 
shows  moth  balls  in  the  window  in  a  glass  case.  It  pre- 
serves their  strength,  prevents  the  odor  permeating 
the  store,  and  shows  them  up  to  advantage. 

The  Napanee  Drug  Company,  of  Napanee,  Ont.,  call 
their  establishment  "The  Store  With  the  Yellow 
Front."  This  is  used  in  their  advertising.  The  un- 
usual color  makes  the  store  stand  out  prominently. 

Geo.  H.  Evans,  Yonge  street,  Toronto,  has  an  ad.  on 
a  card  below  the  crossbar  on  the  bicycle  used  by  his 
delivery  boy. 

A.  W.  Garner  &  Co.,  of  St.  Catharines,  conduct  what 
they  call  a  "Saturday  chocolate  sale."  For  that  day 
only  they  offer  a  special  price  on  one  line  of  candy  to 
attract  customers  to  the  store.  They  advertise  it  in 
the  local  papers.  In  a  recent  announcement  they  say: 
"Our  Saturday  sales  are  becoming  an  event  that  a 
great  many  people  look  forward  to." 
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Promoting  Drug  Store  Trade  in  the  Small  Town 


Business  methods  used  by  P.  D.  Evans,  of  Killarney, 
Man.,  in  going  after  trade — The  value  of  good  dis- 
play in  the  small  town — Getting  after  farmers'  trade 


THE  business  opportunities  which  lie  before  the 
druggist  who  locates  in  a  small  town  differ  in 
kind  from  those  that  present  themselves  to  his 
city  brother.  In  the  city  success  is  more  likely  to  de- 
pend upon  the  concentration  of  energy  and  in  devising 
means  to  push  trade  in  lines  that  all  drug  stores  carry. 
In  the  smaller  town,  competition  is  generally  not  so 
strong  as  in  the  city,  nor  is  there  the  same  wide  field 
of  possible  customers  to  draw  upon,  a  field  which  it  is 
the  object  of  each  of  a  score  of  city  druggists  to  at- 
tract to  their  store. 

The  country  druggist's  possible  customers  are  limit- 
ed in  number,  and  if  he  is  to  do  good  business  he  must 
set  himself  to  make  these  customers  spend  individually 
more  than  the  city  dweller  does.  That  i^,  he  must  put 
sidelines  in  evidence,  and  attract  custom  by  the  wide- 
ness  of  his  range  of  goods  rather  than  by  specializa- 
(ion.  If  he  can  meet  his  clients'  wants  in  many  direc- 
tions, their  purchases,  though  singly  small,  will  yet 
total  (|uite  a  sum. 

Sidelines  Must  Be  in  Evidence. 

A  glance  at  the  accompanying  photograph,  which  is 
of  the  drug  store  of  P.  D.  Evans,  of  Killarney,  Mani- 
toba, shows  Mr.  Evans  recognizes  the  value  of  side- 
lines, and,  further,  that  he  believes  in  keeping  all 
goods  to  the  front,  so  that  no  one  coming  into  the 
store  can  miss  seeing  what  is  for  sale — whether  it  be 
picture  post  cards,  or  albums,  or  periodicals,  or  station- 
ery, or  garden  seeds. 

There  are  many  sidelines,  such  as  periodicals  and 
magazines,  which  some  city  drug  stores  do  not  carry, 
but  which  are  very  good  lines  in  small  towns.  A  store 
wholly  devoted  to  periodicals  is  hardly  possible  in  a 
small  town,  and  the  chances  are,  if  a  drug  store  doesn't 


go  in  for  this  line  the  townsfolk  will  have  to  do  with- 
out periodicals  or  get  them  from  outside  sources.  The 
trade  is  more  akin  to  the  drug  trade  than  to  any 
other. 

Need  of  Good  Display  in  Small  Town. 

A  good  display  of  stock  is  as  much  necessary  in  a 
country  .sitore  as  in  a  city  one ;  in  fact,  more  so,  for  the 
probability  is  the  town  customer  has  more  time  to 
spare  and  can  look  around.  Observe  the  silent  sales- 
men on  both  sides  of  Mr.  Evans'  store,  which  permit 
of  an  extensive  display  of  toilet  and  fancy  articles. 
Observe  also  |he  wall  show  cases  at  the  back  of  the 
store,  and  the  boldly  printed  cards  posted  above  them, 
so  that  the  customer  on  entering  reads  at  once  that 
the  store's  motto  is  "Purity  and  Accuracy,"  and  that 
it  "dispenses  exactly  what  the  physician  orders." 
These  cards  serve  to  emphasize  the  fact  that  whatever 
goods  the  store  may  carry,  it  is  first  of  all  a  drug  store, 
a  designation  which  in  itself  carries  with  it  a  standard 
of  <|uality. 

Note  further  the  long  table  down  the  centre  of  the 
store,  permitting  the  effective  display  of  such  things 
as  stationery  and  post  cards  and  periodicals  and  popu- 
lar songs,  which  folks  like  to  handle  and  glance  at  be- 
fore purchasing.  The  writing  pads  displayed  bear 
Mr.  Evans'  name,  and  this  should  prove  of  good  adver- 
tising value,  as  townspeople  have  fewer  things  to  dis- 
tract their  attention  than  in  the  city,  and  will  there- 
fore the  more  easily  remember  advertisements  they 
read  and  be  more  readily  inclined  to  get  further  sup- 
plies from  the  same  place. 

Go  After  the  Farmer. 

The  tub  of  garden  seeds  in  the  centre  of  the  fore- 


view  of  the  interior  of  the  store  of  P.  D.  Bvans,  Killarney,  Man.    Note  the  silent  salesmen  and  good  display. 
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ground  will  be  observed.  Seeds  are  a  line  which  can 
be  proiStably  dealt  in  by  many  druggists  in  the  small 
towns,  and  are  a  means  which  may  be  used  to  bring 
farmers  to  the  store.  Other  lines  which  suggest  them- 
selves as  likely  to  be  worth  pushing  with  advantage 
are  sporting  goods,  including,  where  there  are  fish  to 
be  caught,  fishing  tackle. 

The  small  town  druggist  should  make  every  effort  to 
attract  the  farmer  to  his  store.  If  he  can't  sell  him 
cures  for  indigestion  and  remedies  for  a  lagging  appe- 
tite, he  can  sell  him  other  things. 

There  are  many  little  accidents  that  occur  on  a  farm, 
and  a  stock  of  healing  salves  for  wounds  and  burns  is 
generally  kept  for  emergencies  by  the  farmer's  wife. 
And  the  farmer  is  sure  to  need  a  supply  of  medicine 
for  his  stock.  Many  farmers,  too,  can  be  induced  to 
invest  in  those  flasks  which  keep  liquids  hot  or  cold  for 
hours.  They  are  very  handy  when  a  long  day  has  to 
be  spent  in  the  fields.  The  druggist  should  take  pains 
to  point  out  their  advantages.  Then  there  are  the 
various  spraying  mixtures  for  ridding  the  garden  of 
such  things  as  potato  bugs,  which  the  farmer  should 
be  taught  to  come  to  the  drug  store  for.  If  the  drug- 
gist can  arrange  for  free  stabling  for  horses  at  the 
rear  of  his  store  and  let  farmers  know  of  it,  they  will 
be  sure  to  take  advantage  of  the  offer  on  their  next 
visit  to  town,  and  most  probably  will  make  purchases 
from  the  store. 

Importance  of  Pricing. 

The  pricing  of  goods  is  a  very  important  matter  in 
a  store  whose  patrons  come  from  a  distance,  and,  there- 
fore, only  at  considerable  intervals.  If  goods  are  only 
priced  occasionally  the  chances  are  some  of  the  store's 
patrons  don't  visit  the  store  those  days.  People  are 
more  inclined  to  purchase  goods  that  are  plainly  pric- 
ed, the  more  so  if  they  are  not  used  to  much  shopping. 
And  though  the  dealer  may  have  advertised  them  with 
prices  in  the  newspapers  or  in  circulars,  the  occasional 
patron  does  not  think  to  niake  note  of  them  at  the 
time  of  reading.  It  will  be  observed  Mr.  Evans  has 
numerous  price  cards  displayed  on  a  variety  of  articles. 


WHAT  SUCCESSFUL  SALESMANSHIP 
MEANS 

By  Joseph  Basch. 

A  salesman  is  the  centre  of  activity  in  any  retail 
business. 

He  is  the  visible  representative  of  the  store,  and 
stands  between  the  management  and  the  customer. 

Stores  are  judged  by  the  impression  created  by  in- 
dividual salespeople. 

A  successful  salesman  knows  his  business  so  thor- 
oughly that  he  has  the  respect  and  confidence  of  his 
customers,  speaks  with  authority,  and  commands  the 
situation. 

Unless  a  capable  salesman  is  connected  with  the 
proper  sort  of  concern  his  capability  will  never  develop 
into  real  breadth. 

A  good  salesman  endeavors  to  make  sales  that  will 
be  permanently  satisfactory  to  the  purchaser. 

He  must  be  genial,  attentive  and  respectful,  but  not 
subservient. 

Good  health  is  one  of  the  most  important  requisites 
of  successful  salesmanship. 

Every  salesman  needs  recreation,  but  it  must  be  sane 
recreation — the  kind  that  will  add  vitality,  and  not 
sap  it. 

In  addition  to  all  this  every  successful  salesman 
must  have  intelligence,  honesty,  faithfulness,  good  na- 
ture, tact,  courtesy  and  patience. 


VALUE  OF  WINDOW  SPACE. 

The  larger  the  city  the  greater  the  use  of  show 
windows  in  retail  stores,  and  in  smaller  places  little 
or  no  thought  seems  to  be  given  to  their  use;  and  this 
suggests  a  sore  lack  of  the  knowledge  of  their  value. 
Why  is  this,  and  why  do  not  the  retailers  in  villages 
take  advantage  of  the  opportunity  that  is  theirs  t 

Most  dealers  in  small  towns  complain  that  the  in- 
habitants go  to  the  cities  unnecessarily  to  make  pur- 
chases, which  purchases  should  be  made  in  their  own 
town.  It  would  seem  that  if  the  merchant  did  all  he 
could  and  copied  the  successful  stores  of  the  larger 
places,  in  so  far  as  their  management  goes,  much  of 
this  complaint  would  be  done  away  with. 

The  rental  value  of  a  square  foot  of  space  in  a 
show  window  in  a  village  of  2,500  is  less  by  many 
times  than  the  space  in  the  same  store  similarly  situ- 
ated in  a  large  city,  and  this  may  in  a  measure  ac- 
count for  the  difference  in  their  use;  but  compared 
with  the  total  floor  rental  the  one  costs  as  much  as 
the  other. 

It  has  been  stated  that  some  show  windows  are  held 
to  be  worth  half  the  total  rental  of  an  entire  floor. 
Whether  or  not  this  is  true,  there  can  be  no  mean* 
of  knowing,  but  certain  it  is,  that  the  space  per  foot 
in  the  show  window  is  worth  many  times  that  of  any 
other  in  the  store. 

The  window  trimmer  who  is  alive  and  who  will  take 
the  time  to  study  and  plan,  can  figure  windows  that 
will  pay  certain  profits.  The  windows  merit  as  much, 
if  not  more,  attention  than  any  other  phase  of  mer- 
chandising, and  he  who  improves  his  window  service 
is  making  an  improvement  that  will  show  an  increase 
in  sales  and  in  the  bank  account. 


WHO  INVENTED  ICE  CREAM? 

New  York  claims  ice  cream  was  invented  in  that  city 
about  100  years  ago,  and  that  the  inventor  was  Sam 
Jackson,  a  negro,  and  a  confectioner  by  profession. 

He  made  the  discovery  by  pure  accident.  And  the 
thing  he  discovered  was  nothing  like  the  ice  cream  of 
to-day.  It  was  just  frozen  custard.  Custards  were 
Jackson's  specialty,  and  one  hot  day  he  put  his  custard 
in  a  tin  and  the  tin  in  a  bucket  of  cracked  ice,  to  cool 
it.  He  packed  the  ice  very  tight,  and  lo !  and  behold, 
when  he  took  his  custard  out,  it  was  frozen ! 

They  say  that  Jackson  tasted  the  frozen  custard,  and 
then  ate  it  all,  made  more  and  more  and  ate  it,  until, 
when  he  finally  gave  his  discovery  to  an  astounded  and 
delighted  world,  he  had  perfected  it.  He  sold  it  in 
quart  tins  at  $1  a  tin.    He  died  a  wealthy  man. 


ICE  CREAM  SODA  IS  40  YEARS  OLD. 

Do  you  know  that  ice  cream  soda  is  just  40  years 
old? 

Robert  Green,  a  Civil  War  veteran,  of  Philadelphia, 
claims  to  have  been  its  creator. 

"In  1874,"  says  Mr.  Green,  "the  Franklin  Institute 
was  having  a  big  exhibition  at  Thirteenth  and  Market 
streets,  New  York.  I  was  making  soda  water  fountains 
and  had  one  at  this  exhibition.  So  I  decided  to  try 
something  new  and  novel.  Putting  some  ice  cream  in  a 
glass,  I  poured  the  flavored  soda  upon  it,  and  that  was 
the  start  of  ice  cream  soda.  The  first  day  I  took  in  $8, 
but  before  the  exposition  ended  I  sold  $200  worth  of 
ice  cream  soda  in  a  single  day." 
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Collins'  Course  in  Show  Card  Writing 


One  of  a  series  of  articles 
specially  prepared  for  (his 
journal. 


PRACTICE  WORK.  With  card  writing,  as  with 
music  or  painting  or  any  other  line  of  human  en- 
deavor, the  average  person  does  not  appreciate 
practising.  Practice  is  the  humdrum  part  of  the  ac- 
complishment that  sometimes  becomes  drudgery.  But 
proficiency  in  card  writing,  the  same  as  in  other 
branches  of  art,  can  only  be  obtained  by  exercise  and 
practice. 

It  is  generally  understood  that  to  be  a  successful  card 
writer  one  must  have  a  very  steady  hand.  But  many 
card  writers  have  "shaky"  hands.    This  is  overcome 


to  the  work.  Follow  this  until  you  have  done  the  entire 
number.  The  arrows  indicate  the  direction  of  the 
stroke.  These  examples  cover  almost  every  kind  of 
stroke  in  the  making  of  the  various  styles  of  alphabets 
met  with  in  card  writing.  Nos.  26  and  27  are  examples 
-of  "sharpening"  the  corners  of  a  letter;  26  is  the 


16    17  18 19  20  II  22. 


by  practice  and  the  various  ways  of  resting  the  hand 
while  at  work.  Some  whose  hands  shake  perceptibly 
while  holding  the  brush  free  from  the  work  will  have 
a  perfectly  steady  "nerve"  the  moment  the  brush  is 
applied  to  the  card.  This  condition  is  obtained  only 
by  practice. 

Fig.  12  contains  excellent  examples  for  practice  that 
should  be  made  by  the  hundred.  They  are  all  one- 
stroke  lines,  and  can  be  applied  to  any  class  of  letter- 
ing. Take  any  one  of  the  examples  and  make  it  a 
hundred  times  or  more.    This  will  accustom  your  hand 


Fig.  13.    Righting  an  error. 

left-hand  corner  and  27  is  the  right-hand  corner. 
After  making  the  vertical  strokes,  as  indicated  by  the 
arrows,  the  corners  are  finished  with  a  cross  or  hori- 
zontal stroke. 

ERRORS. — It  is  easy  to  make  errors  in  writing  cards. 
One  may  be  writing  a  word  and  mentally  spelling  it 


ABCDEFO 
HIvJKLMN 
OPQRSTU 
VWXYZ 


Plate  31.— Full  Block  Roman  (heavy). 
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abcdef ^h 
ijklmnopq 
pstuvivxyz 


Plate  32.— Lower  case  of  Full  Block  Roman  (heary). 


as  he  proceeds  with  the  work.  For  example,  he  may 
be  writing  the  word  "Right."  While  working  at  the 
letter  "G"  he  mentally  says  the  next  letter,  "H." 
By  the  time  he  has  finished  the  letter  6,  having  said 
in  mind  "H,"  he  may  go  on  and  write  the  letter  "T," 
and  leave  the  letter  "H"  out.    There  are  various  ways 


Sample  of  '  .  patter"  work. 

of  correcting  errors.  If  it  be  a  small  card  with  little 
work  on  it,  and  you  are  not  far  advanced  with  it,  it 
may  be  well  to  throw  the  whole  card  away  and  make 
another.  Where  the  error  is  slight,  as  a  slip  of  the 
brush  or  a  drop  of  color,  these  may  be  erased  with  a 
sharp  knife,  and  then  sandpaper  the  place  with  a  very 
fine  grade  of  sandpaper.  Tf  the  card  is  large  and  you 
are  well  advanced  with  the  work  and  should  leave  out 
a  letter,  as  in  Fig.  13,  you  may  be  able  to  overcome 
the  mistake  by  panelling  the  word  and  changing  the 
color  of  the  letters.  This  is  only  expedient  in  a  card 
on  which  you  have  spent  considerable  time,  and  where 
the  lay-out  will  permit  it.  On  white  cards  it  is  often 
possible  to  correct  errors  by  painting  over  them  with 
white. 


ALPHABETS.— The  two  styles  of  alphabets  this 
month  will  furnish  good  material  for  practice.  Plates 
31  and  33  are  upper  and  lower  case  Full  Block  Roman 
(heavy).  Such  letters  are  very  suitable  for  words 
needing  special  emphasis  on  a  card.  They  are  not 
suitable  for  general  use,  as  all  block  letters  take  too 
much  time  to  execute.  Plate  33  is  an  eccentric  style 
of  letter  suitable  for  special  words,  etc.  The  card 
writer  has  much  liberty  in  making  letters  of  this  char- 
acter, but  it  is  well  to  adhere  to  a  general  line  of  con- 
formity throughout.  Notice  the  first  stroke  in  B,  P, 
D,  and  A  are  straight,  while  E.  F.  K,  L,  H,  I,  etc.,  are 
crooked.  The  former  letters  may  have  been  crooked 
also,  but  they  do  not  seem  out  of  place  as  they  are.  A 
similar  divergence  is  noticeable  in  the  small  letters. 
The  outlining  of  these  letters  adds  a  finish  to  them 
that  is  very  effective. 

SAMPLE  CARDS.— The  card  suggestions  this 
month  are  adaptable  to  almost  any  line  of  trade.  At 
this  time  of  the  year  business  falls  off  a  little  on  account 
of  the  hot  weather  and  people  going  a-holidaying.  At 
such  a  time  many  merchants  run  a  special  sale  to 
clear  out  the  odds  and  ends  of  the  spring  and  early 
summer  stocks.  For  such  a  sale  the  "July  Sale"  card 
will  be  very  appropriate.  It  will  do  admirably  for 
hardware,  furniture,  music,  groceries,  drugs,  clothing, 
and  many  other  lines.  The  goods  on  display  in  the 
window  should  be  well  price-ticketed.  The  words 
"July  Sale"  on  the  card  is  a  good  example  of  letters 
ill  Plate  31.     These  should  be  in  red  and  shaded  in 


Ev^iy  Line  Reppesented 
in  thl5  Window  ipemendous- 

ly  Redueed-    Note  the 
Ppiees^. 


Example  of  use  of  letters  in  plate  3L 
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grey  or  green.    The  small  lettering  should  be  in  black, 
with  border  in  grey  or  green. 

Every  line  of  business  will  have  something  for  the 
holiday -seeker.  The  "Summer  Outing"  card  is  an 
example  of  one  for  the  summer  cottagers'  needs.  The 
picture  is  in  the  natural  colors,  or  you  may  paste  a 
picture  on  to  the  card  and  work  the  border  around  it. 
The  letters  are  good  examples  of  the  eccentric  style 


Example  of  use  of  eccentric  letters. 

shown  in  Plate  33.    The  large  letters  should  be  in  red 
with  the  outline  in  black. 

The  $5  card  is  made  with  "spatter  work,"  which 
is  almost  as  fine  as  air  brush  work.  This  card  is  a  sug- 
gestion any  store  may  adopt.  Hardware,  furniture, 
drugs,  music,  groceries,  clothing,  boots  and  shoes,  and 
plenty  of  other  things  are  all  needed  at  the  camp  or 
summer  cottage.  The  price  may  be  changed  to  suit  the 
article.  The  background,  or  spatter  work,  should  be 
in  red  or  green  with  a  dark  red  ribbon,  and  $5  in  red, 
and  balance  in  black  and  shaded  in  grey. 


PRESERVE  THE  SHOW  WINDOW  FIXTURES. 

Every  merchant  should  have  a  room  for  the  window 
and  store  fixtures,  and  for  the  proper  arrangement 
and  conduct  of  these  the  trimmer  should  be  held  re- 
sponsible. This  is  absolutely  necessary,  be  the  room 
in  the  basement  or  on  the  roof. 

The  size  of  the  store  and  number  of  fixtures  will 
determine  the  size  of  the  room.  In  all  cases  it  should 
be  arranged  with  shelving,  lockers,  miscellaneous  hooks 


to  hang  parts  on,  a  tool  bench  and  such  tools  and  ma- 
chinery as  the  particular  store  will  warrant.  Every- 
thing should  be  kept  off  the  floor. 

As  the  fixtures  are  brought  from  the  windows  or 
store  they  should  be  taken  apart  and  the  parts  hung 
in  separate  places  until  again  needed.  When  wanted 
for  use  again  the  fixtures  should  be  taken  down,  as- 
sembled and  properly  cleaned  before  being  placed. 
This  room  should  be  the  window-trimmer's  headquar- 
ters at  all  times  when  not  at  work  in  windows  (unless 
he  has  other  duties  around  the  store)  so  the  firm  will 
have  some  definite  place  to  find  him  when  wanted,  as 
it  is  sometimes  difficult  to  find  a  window  trimmer  when 
needed. 

If  the  window  trimmer  is  a  card  writer  also,  he  will, 
of  course,  have  a  desk  in  his  room.  The  room  should 
be  under  lock  and  key  at  all  times,  and  only  the  win- 
dow trimmer  and  his  boy  should  be  given  access  to 
this,  outside  of  the  night  watchman.  Every  trimmer 
will,  of  course,  arrange  his  room  to  suit  himself,  and 
can  do  this  at  practically  no  expense  to  the  house. 

Brass  fixtures  should  be  rubbed  off  with  a  damp 
cloth,  and  about  once  a  month  polished.  In  this  way 
fixtures  will  always  look  nice  and  clean.  All  fixtures 
should  be  kept  in  the  trimmer's  room.  No  fixtures 
should  be  allowed  to  accumulate  in  odd  parts  of  the 
store.  In  this  way  the  trimmer  will  always  have  the 
fixtures  in  the  proper  place  and  ready  for  use.  When 
he  has  a  broken  fixture  or  part  missing  he  should  at 
once  see  that  the  part  missing  be  replaced  or  the  fix- 
ture repaired. 

Remedy  Suggested 

The  tall  man  entered  the  drug  store  and,  taking  out 
his  watch  to  compare  it  with  the  clock,  he  remarked: 
"I  think  my  watch  is  run  down." 

"Let  me  recommend  our  sarsaparilla,  sir,"  said  the  ■ 
clerk  behind  the  soda  fountain." 


Proper  Directions 

"Doctor,"  said  he,  "I'm  a  victim  of  insomnia.  I 
can't  sleep  if  there's  the  least  noise,  such  as  a  cat  on 
the  back  fence,  for  instance." 

"This  powder  will  be  effective,"  replied  the  physi- 
cian, after  compounding  a  prescription. 

"When  do  I  take  it,  doetor?" 

"You  don't  take  it.  You  give  it  to  the  cat  in  a  little 
milk." 


Plate  33,— An  eccentric  style  of  letters. 
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NEWS  OF  THE  TRADE 

From  Coast  to  Coast 


Quebec  and  Maritime  Provinces. 

T.  G.  Fletcher,  druggist,  Montreal,  has  registered. 

International  Patent  Drug  Store,  Montreal,  has  been 
registered. 

The  European  Novelty  Import  Co.,  Montreal,  has 
been  registered. 

L.  G-  Millette,  Papineau  avenue,  Montreal,  has  suc- 
ceeded the  Anglo-Franco  Co.,  as  agent  for  Thevenot, 
Paris,  line  of  remedies. 

A.  Lecavalier,  who  has  been  with  Clement  Pharmacy 
in  Laehine  for  the  past  ten  years,  has  opened  up  a  drug 
store  at  135  Notre  Dame  street,  Laehine. 

Mr.  A.  Lecours  is  moving  in  from  St.  Catherine 
street  east  to  Ontario  and  Joliette  streets,  Montreal, 
where  he  will  carry  a  full  line  of  drugs,  candy,  sta- 
tionery, and  photo  supplies. 

The  Hochelaga  Pharmacy,  P.  Sarlin,  proprietor,  cor- 
ner St.  Catherine  and  Cuvilier  streets,  Montreal,  is 
enlarging  the  store  by  the  addition  of  20  ft.  to  the  rear, 
adding  at  the  same  time  a  general  line  of  photographic 
goods. 

Mr.  Stenhouse,  who  succeeded  Prof.  J.  E.  Morrison 
as  laboratory  manager  for  Lymans,  Limited,  Montreal, 
has  been  appointed  secretary  of  the  Montreal  College 
of  Pharmacy.  Mr.  Stenhouse  goes  to  Montreal  from 
St.  John,  N.B.,  where  he  had  a  position  on  the  staff  of 
the  Canadian  Drug  Co. 

Ontario. 

T.  M.  McFadden,  druggist,  has  succeeded  D.  Pettit  at 
Pickering. 

W.  A.  Dalgleish  has  opened  a  drug  store  at  1832 
Queen  street  east,  Toronto. 

W.  Murchison,  of  Buffalo  Pharmacal  Co.,  Buffalo, 
visited  old  friends  in  Toronto  on  July  1. 

Harold  Newton,  of  Lucknow,  one  of  the  '14  class 
of  the  0.  C.  P.,  has  accepted  a  position  in  Newark, 
N.J. 

Honsinger  Cigar  and  Tcbacco  Co.,  Limited,  St. 
Thomas,  has  received  Ontario  incorporation,  with 
$100,000,  provisional  directors  being  B.  P.,  P.  A.,  and 
B.  C.  Honsinger- 

The  Robert  Simpson  Drug  Co.,  Toronto,  has  been 
incorporated  in  Ontario,  with  -$25,000  capital,  and  pro- 
visional directors  N.  S-  Morden  and  C.  W.  Stewart, 
pharmaceutical  chemists,  and  F.  A.  Rogers,  manager. 

J.  Edwin  Oliver,  Ottawa,  who  has  been  manager  for 
Allen  &  Cochrane 's  stores,  first  at  Gilmour  street  and 
then  at  Bank  and  Sparks  streets,  has  opened  a  drug 
store  at  the  corner  of  Bank  and  McLaren  streets. 

Among  Eastern  pharmacists  noticed  in  Toronto  on 
July  11  were:  A.  J.  Crease,  Amherst,  N.S. ;  J.  J.  Turn- 
bull,  Sydney,  N.S.;  G.  0.  Spencer,  of  Moncton;  E.  M- 
Mair,  Mair  Drug  Co.,  of  Woodstock,  N.B. ;  H.  H.  Wood- 
worth,  Sackville,  N.B. ;  D.  S.  McDonald,  Glace  Bay, 
N.S. ;  and  L.  S.  Browne,  of  Granby,  Que.  The  party 
had  been  in  attendance  at  the  joint  annual  meeting  of 
the  United  States  and  Canada  United  Drug  Co.,  Nia- 
gara Falls,  US. 

Saskatchewan. 

R.  T.  Chown,  druggist,  Saskatoon,  has  been  succeed- 
ed  by  A.  Dulmage. 


E.  J.  Bowlby,  druggist,  has  succeeded  B.  J.  Bowlby 
&  Co.,  of  Wolseley,  Sask. 

Alberta. 

R.  M.  Wright  has  opened  a  drug  and  stationery  store 
in  Edmonton. 

The  Mooney  Drug  Co.,  Limited,  has  bought  out  the 
branch  of  Sisson's  drug  store  at  10,144  Jasper  avenue, 
Edmonton. 

British  Columbia. 

A.  H.  Pearcy  has  sold  his  drug  and  stationery  store 
at  Courtney  to  W.  G.  Robertson. 

R.  E.  Frost  has  sold  his  drug  business,  comer  of 
Commercial  drive  and  Third  avenue,  Vancouver,  to 
F.  McKay,  formerly  with  the  Owl  Drug  Co. 

David  Newell,  who  purchased  what  was  known  as  the 
Pill,  Box  drug  store,  has  removed  to  a  new  store  on 
the  corner  of  Nelson  and  Granville  streets,  Vancouver. 


ONTARIO  COLLEGE  OF  PHARMACY  NOTES. 

The  college  has  been  improved  by  the  erection  of 
new  cement  steps  at  a  cost  of  $180. 

The  fall  session  opens  on  September  9.  Up  to  the 
middle  of  July  63  students  had  already  enrolled. 

S.  R.  Smith,  of  Hamilton,  Ont.,  and  Mr.  and  Mrs. 
Roy  Lutz,  of  London,  Ont.,  were  recent  visitors  at  the 
college. 

W.  B-  Graham,  registrar  of  the  college,  was  in  Lon- 
don during  the  week  of  July  20  to  25,  attending  the 
bowling  tournament  in  that  city.  He  is  now  holidaying 
at  Jackson's  Point. 

Miss  Mildred  Naylor,  Toronto,  assistant  to  the  regis- 
trar of  the  Ontario  College  of  Pharmacy,  is  holidaying 
at  Jackson's  Point,  Lake  Simeoe. 

J.  Finlayson,  a  graduate  pharmacist  from  Scotland, 
has  been  registered  with  the  Ontario  College  of  Phar- 
macy, under  the  reciprocal  arrangement  extended  to 
members  of  the  British  Pharmaceutical  Society.  This 
is  the  tenth  member  of  that  society  to  register  in  On- 
tario within  the  past  year,  but  up  to  the  present  similar 
privileges  have  not  been  extended  to  0.  C.  P.  gradu- 
ates by  the  British  society. 

Moore's,  Limited,  corner  of  Yonge  and  Gerrard 
streets,  Toronto,  have  purchased  the  business  of  H.  0. 
Wilson  at  374  Queen  street  west,  Toronto.  Wm.  J. 
Power,  director  of  Moore's,  Limited,  will  have  charge 
of  the  new  branch. 


RECIPROCITY  BETWEEN  ONTARIO  AND 
ALBERTA. 

An  agreement  for  unrestricted  reciprocit.v  in  di- 
plomas between  the  Provinces  of  Ontario  and  Alberta 
has  been  signed  by  the  authorities  of  the  Ontario  Col- 
lege of  Pharmacy  and  forwarded  to  Alberta  for  signa- 
ture b.y  the  officers  there.  According  to  this  agreement, 
each  province  agrees  to  register  licentiates  of  the  other 
who  may  apply  for  registration  and  pay  the  stated 
fee. 

Provision  is  made  that  the  anolieant  shall  in  all  eases 
be  a  licentiate  who  has  served  his  full  apprenticeship  in 
the  province  and  passed  the  examination  for  the  pro- 
vince from  which  he  comes,  and  that  in  all  respects  the 
applicant  has  complied  fully  with  the  requirements  of 
registration  in  such  province. 


The  clerk  who  thinks  it  is  all  of  clerking  to  wait  on 
customers  will  never  become  much  of  a  business  man 
himself. 
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DISTRICT  11  0.  C.  P  MEETS  AT  PORT  STANLEY. 

District  No.  11,  0.  C.  P.,  held  its  annual  meeting  at 
Port  Stanley,  Ont.,  when  those  present  included:  N. 
W.  Emerson,  C.  J.  Allen,  U.  J.  Omond,  George  Mc- 
Lachlin.  W.  T.  Strong,  T.  N.  Sumner,  W.  R.  Lutz.  Geo. 
M.  Anderson,  W.  H.  Lister,  J.  Waldern,  H.  J.  Childs, 
E.  C.  Mitchell,  and  Fred  W.  Soper,  London;  R.  P. 
Reedie  and  A.  E.  Roberts,  Dutton ;  J.  S.  Smith,  Ailsa 
Craig;  W.  D.  Ferguson,  Lucan;  W.  H.  Stipler  and  W. 
Rapley,  Strathroy ;  J.  T.  Pepper  and  E.  G.  Rea,  Wood- 
stock; W.  0.  Foster.  E-  C.  Harvey,  L.  R.  Harvey,  and 
Geo.  H.  Small.  St.  Thomas;  Chas.  R.  Will  (H.  K.  Wam- 
pole  &  Co.).  C.  Law  (Frederick  Stearns),  J.  D.  Taylor 
(Squibb  s).  and  W-  M.  Messer  (P.  D.  &  Co.). 

Carton  Family  Drugs. 

E.  C.  Harvey,  in  an  address  on  "Service  in  the  Drug 
Store,"  advocated  that  family  drugs,  such  as  Epsom 
salts,  sulphur,  borax,  should  be  cartoned  and  bear  the 
weight  on  each  package.  Appearance  of  parcels  went 
a  long  way.  Clerks  should  be  tidy  and  careful  in  their 
dress.  The  using  of  the  telephone  and  selling  of  post- 
age stamps  was  not  necessarily  a  menace  to  a  drug 
store.  Customers  for  even  these  should  be  served  in  a 
polite  manner. 

J.  T.  Pepper  spoke  of  the  workings  of  the  college 
board  during  the  year;  W.  D.  Ferguson,  "Optics  as  a 
Sideline,"  and  A.  J.  Omond.  "Sunday  Hours." 

Sunday  Closing  Experiences. 

Mr.  Omond  said  about  seven  years  ago  he  kept  a 
tabulated  statement  for  six  weeks  of  all  the  demands 
made  on  Sunday,  which  figured  out  about  in  this  way : 

Per  cent. 
Emergency  eases,  prescriptions,  dnigs,  etc-.  .       5 
Other  legitimate  sales,  medicines  and  drugs 
which  it  is  legal  to  sell,  but  which  could  as 
well  be  purchased  on  Saturday  or  Monday .  .     20 
Sundries,  etc.,  illegal  to  sell  iinder  the  Lord's 
Day  Act  as  it  stands 75 

After  satisfying  himself  in  this  way  that  he  was  on 
the  right  track,  he  issued  a  circular  stating  what  he 
had  done,  and  that  on  and  after  a  certain  date  the  store 
would  not  be  open  for  business  on  Sundays,  gave  his 
house  address,  and  intimated  that  he  should  always  be 
ready  to  make  a  special  trip  to  fill  a  prescription  or  an 
order  for  goods  that  were  really  necessary.  That  circu- 
lar proved  to  be  one  of  the  best  pieces  of  advertising  he 
had  ever  done.  On  the  Saturday  before  the  first  Sun- 
day closing  he  had  a  great  many  people  (including  a 
large  number  whom  he  had  never  seen  before)  come  in 
to  purchase,  and  to  tell  him  they  approved  of  the  idea, 
and  among  them  were  several  doctors. 

Mr.  Omond  read  a  letter  from  Wm.  Madill,  of  Peter- 
boro,  on  the  early  closing  arrangement  in  vogue  among 
druggists  in  that  city. 

"For  some  eighteen  years,"  wrote  Mr.  Madill,  "we 
have  had  our  local  a.ssociation  thoroughly  organized, 
and  have  arranged  for  closing  each  evening  at  6. .30,  two 
druggists,  each  in  different  parts  of  the  city,  opening 
each  night,  these  coming  in  rotation  arranged  by  our  sec- 
retary. The  closed  stores  display  on  their  doors  the  name 
of  the  two  stores  open  that  night.  All  stores  are  open 
on  Saturday  evening  and  evenings  before  holidays. 
We  also  arrange  our  Sunday  business  with  one  store 
open  certain  hours,  two  to  four  and  seven  to  nine  p.m. 
We  also  have  our  Thursday  afternoons  during  the 
months  of  July  and  August,  when  we  close  at  12.30, 
one  druggist  remaining  open,  as  also  arranged  by  our 


secretary.    This  plan  has  worked  without  a  single  hitch 
for  years  past. ' ' 

E.  Rea,  Woodstock,  was  elected  president,  vice 
G-  Anderson,  London,  who  was  presented  with  a  hat  for 
his  valued  services  during  the  year.  G.  H.  Small,  St. 
Thomas,  was  re-elected  secretary. 


A.  J.  CREASE  IS  PRESIDENT  OF  NOVA  SCOTIA 
PHARMACISTS. 

HALIFAX. — The  annual  meeting  of  the  Nova  Scotia 
Pharmaceutical  Society,  held  here  after  an  interval  of 
ten  years,  drew  the  largest  attendance  in  the  history 
of  the  organization.  G.  E.  Gibbard,  secretary  of  the 
Canadian  Pharmaceutical  Association,  was  the  guest 
of  honor  at  a  banquet-  Following  are  the  officers 
elected : 

President — A.  J.  Crease,  Amherst. 

Vice-President — J.  J.  Tumbull,  Sydney. 

Treasurer — A.  A.  Thompson,  Halifax. 
■  Secretary-Registrar — ^G.  A.  Burbidge,  Halifax. 

Council — L.  C.  Gardner,  Yarmouth;  W.  Holdsworth, 
Digby ;  J.  J.  Kinley,  Lunenburg;  R.  C.  Fuller,  Amherst ; 
A.  L-  Olive,  Bridgewater ;  E.  J.  Butcher,  Dartmouth ;  T. 
V.  Woolrich,  E.  M.  McLeod,  C.  A.  Mumford,  and  E.  T. 
Power,  Halifax. 


QUEBEC  STUDENTS  PASS. 

MONTREAL. — The  July  preliminary  examinations 
held  in  Montreal  and  Quebec  of  the  Quebec  Pharma- 
ceutical Association  have  resulted  in  the  success  of 
the  following:  J.  E.  Grenier,  E.  Lafrance,  E. 
Grenier,  G.  H.  Fensom,  R.  Ethier,  N-  Teck,  M.  Hays,  J. 
A.  Casey,  A.  Bellemare,  E.  Desranleau,  0.  Gravel,  V. 
Desy,  D.  Tanguay,  A.  Chieoine,  L.  Lariviers,  Melle  A. 
Bonneville,  T.  Dowd.  The  following  passed  on  all  sub- 
.iects  but  one :  Messrs.  J.  A.  Bernier,  A.  R.  Dagenais, 
J.  P-  Dagenais,  L.  Adelson,  P.  Lanctot,  J.  Ta.illefer.  A. 
R.  Taillefer,  C.  E.  Barbeau,  H.  A.  Paum,  S.  Frischling, 
D.  Lorti.  The  examiners  were:  Profs.  J.  0.  Casse- 
grain,  of  the  Jacques  Cartier  Normal  School,  and  L 
Gammell,  of  the  High  School,  with  Mr.  A.  J.  Laurence 
as  general  supervisor  and  Victor  Giroux  as  supervisor 
for  Quebec  and  vicinity. 

The  major  and  minor  examinations  will  take  place 
on  the  21st  of  September  at  Laval  University,  Quebec. 


TORONTO  PHARMACAL  CO.  EXPANDING. 

The  Toronto  Pharmaeal  Co.,  Limited,  are  still  grow- 
ing, and  have  recently  taken  out  a  new  charter,  in- 
creasing their  capitalization  to  $100,000,  fully  paid-up. 

The  directors  are :  Harry  Sherris,  Charles  D-  Daniel, 
H.  Sutherland,  W.  J.  Greenshields,  G.  K.  Quarrington. 

Mr.  Sherris  and  Mr.  Daniel  are  still  at  the  helm,  and 
with  their  well-known  ability  and  experience,  together 
with  the  new  blood  recently  introduced,  continued 
prosperity  is  sure  to  follow.  Three  other  well-known 
names  are  also  noticed  amongst  the  shareholders,  that 
of  Fred  Poliwka,  manager  of  the  Montreal  branch ;  J. 
Cecil  Agnew,  manager  of  the  Winnipeg  branch ;  and 
H.  S.  Roadhonse. 


Mean. 

"My  face  is  my  fortune,  sir." 

"T  see.    And  you  buy  the  color  of  your  money  at  the 
drug  store." 
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ARGENTINA  WANTS  MORE  DRUGS,  BUT  CANA- 
DIAN IMPORTS  ARE  FALLING  OFF. 

Bertram  S-  Webb,  Canada's  acting  trade  commis- 
sioner in  Buenos  Ayres,  writing  on  May  1,  says  the 
goveirnment  trade  returns  show  there  is  a  good  market 
in  the  Argentine  for  proprietary  articles,  drugs  and 
chemicals. 

Goods  of  this  description  to  the  value  of  $14,000,000 
were  imported  in  1912,  as  compared  with  $9,000,000 
in  1908 — an  increase  of  more  than  50  per  cent,  in  the 
short  space  of  five  years.  Prance,  Great  Britain, 
United  States,  and  Germany  have  increased  their  share 
of  trade  proportionately,  but  the  modest  $11,000  worth 
of  business  Canada  was  able  to  do  in  1908  dwindled 
to  $600  in  1912.  Mr.  "Webb's  words  will  interest  Cana- 
dian drug  men. 

"There  would  seem  to  be  no  reason,"  he  says,  "why 
Canadian  exports  of  this  merchandise  to  Argentina 
sihould  not  have  increased  in  value,  as  that  of  other 
countries  has  done,  particulajrly  in  view  of  the  fact  that 
the  total  exporta;tion  of  drugs,  dyes  and  chemicals  from 
Canada  has  more  than  doubled  during  the  last  six  years, 
and  there  appears  to  be  no  doubt  as  to  her  ability  to 
export. 

Energy  Essential  for  Success 

"While  ability  to  compete  in  point  of  price  and 
quality  may  be  the  principal  requisite  for  the  building 
up  of  a  trade  in  heavy  drugs  and  chemicals  destined 
for  industrial  purposes,  the  business  for  proprietary 
remedies,  toilet  articles,  soaps  and  perfumes,  depends 
almost  exclusively  upon  the  amount  of  energy  and  de- 
termination displayed,  and  the  knowledge  of  the  condi- 
tions affecting  local  trade,  possessed  by  the  manufac- 
turer. 

"It  is  obligatory  on  the  importer  applying  for  an 
'authorization  for  sale'  to  disclose  to  the  authorities 
the  formula  and  mode  of  preparation  of  the  article. 
Some  Canadian  manufacturers  have  demurred,  and 
have  chosen  to  retire  from  this  market  rather  than 
comply  with  this  stipulation.  Against  this  viewpoint 
may  be  urged  the  fact,  that  whilst  the  publication  on 
the  label  of  the  formula  of  medicinal  preparation  is 
insisted  upon,  in  the  ease  of  toilet  preparations,  per- 
fumes, etc.,  a  short  description  of  the  nature  of  the 
contents  of  the  receptacle  is  all  that  is  required;  and 
also  that  the  best  known  and  most  widely  advertised 
proprietary  articles  of  the  United  States  and  Great 
Britain  are  being  sold  in  Argentina. 

Attend  to  Packing 

"The  question  of  packing,  however,  requires  more 
attention.  A  Canadian  manufacturer  recently  sent  to 
Buenos  Ayres  a  supply  of  a  preparation  contained  in 
glass  jars  covered  with  metal  screw  caps.  This  prepar- 
ation is  one  which  in  Canada  is  usually  found  in  the 
form  of  solid  paste,  but  which  liquefies  at  a  quite  mod- 
erate degree  of  heat.  On  passing  through  the  tropics 
the  substance  melted  and  leaked  through  the  screw 
caps  in  such  a  manner  that  on  the  arrival  of  the  goods 
at  Buenos  Ayres  the  importer  was  obliged  to  collect  as 
much  of  the  preparation  as  could  be  found  in  the  pack- 
ing cases,  and  replace  it  in  the  jars,  for  which  new 
labels  had  to  be  printed;  more  than  half  the  prepara- 
tion was  thus  lost  as  well  as  a  considerable  amount  of 
time  and  money. 

"Similar  preparations  to  that  referred  to  but  of  Euro- 
pean origin,  are  being  sold  locally,  but  the  jars  are 
found  to  be  stopped  with  corks  which,  together  with 
the  necks  of  the  jars,  appear  to  have  been  dipped  in 
paraffin  wax  or  some  similar  substance." 


DO  YOU  SELL  A  CURE  FOR  TANGO  FOOT? 

Druggists  should  be  able  to  draw  attention  to  lini- 
ments and  toilet  articles  by  a  catchy  show  card  or  ad. 
concerning  tango  foot,  the  fashionable  and  very  newest 
disease.  It  is  becoming  prevalent  wherever  the  dances 
are  in  vogue,  and  physicians  in  the  large  cities  report  a 
steadily  increasing  number  of  cases. 

Simple  cessation  from  dancing  and  a  limited  amount 
of  walking  is  all  that  is  usually  necessary  to  effect  a 
cure,  but  the  druggist  can  recommend  massage  with 
alcohol  or  a  simple  soap  liniment,  and  good  results  are 
often  obtained  by  applying  a  mixture,  consisting  of 
one  part  of  aconite,  one  part  of  belladonna  tincture, 
and  two  parts  of  iodine. 

The  trouble  is  all  due  to  the  immense  strain  put  upon 
the  muscles  and  tendons  by  the  latter-day  dances,  espe- 
cially the  tango  and  the  maxixe,  and  to  some  extent  the 
complicated  figures  of  the  hesitation  waltz.  As  every- 
body who  has  attempted  the  new  dances  knows,  they 
call  for  great  flexibility  of  the  ankle.  Over-indulgence 
in  dancing  can  easily  set  up  the  inflammation  which 
doctors  now  identify  as  tango  foot. 

The  first  symptom  is.  usually  a  dull  pain  on  the  ankle 
or  the  leg  just  above  the  ankle.  During  the  next  few 
days  the  pain  becomes  more  marked,  and  there  is  con- 
siderable stiffness  when  the  foot  is  bent.  Going  up 
and  down  stairs  is  painful,  especially  the  latter. 


DRUG  STORE  FIXTURES  BY  KENT-McCLAIN, 
LIMITED. 

Kent-McClain,  Limited,  have  recently  installed  fix- 
tures and  show  eases  for  a  number  of  retail  druggists. 
F.  R.  Evans,  of  818  Yonge  street,  Toronto,  who  has 
recently  made  extensions  to  his  store,  has  installed  a 
new  line  of  all  glass  construction  show  cases,  including 
a  Trianon  combination  counter,  show  case,  and  stock 
cabinet.  Frank  Hyde,  of  Woodstock,  Ont.,  has  installed 
seven  new  show  cases,  including  one  of  the  Trianon 
combination  cases. 

Other  dealers  who  have  installed  Kent-McClain  fix- 
tures include :  R.  P.  Weeks,  of  Wilton  avenue,  Toronto ; 
A.  C.  Jenkinson,  of  Morrisburg,  Ont-;  W.  A.  Dalgleish, 
Queen  street  east.  Toronto;  J.  H.  Pountney,  of  Bathurst 
street,  Toronto ;  E.  C.  MeNally,  of  Niagara  Falls.  Ont. ; 
Walter  Bews,  of  Revelstoke,  B.C. ;  and  the  Strong  Drug 
Co.,  of  Haileybury,  Ont. 

The  Strong  Drug  Company,  who  have  been  carrying 
on  a  successful  drug  business  in  Haileybury  for  some 
years,  have  branched  out  into  jewelry.  They  have 
opened  up  a  fine  store,  finished  in  mahogany,  with 
"Coalport"  style  show  cases. 


MECCA  OINTMENT  IN  THE  DRUG  STORE. 

The  makers  of  Mecca  Ointment  point  out  that  it  is 
now  15  years  since  it  was  introduced  into  Canada,  and 
that  during  that  time  it  has  gradually  won  its  way  into 
thousands  of  homes  from  coast  to  coast,  where  its  power 
to  give  relief  and  effect  cures  in  the  ease  of  burns, 
scalds,  cuts  and  blood  poisoning  has  become  known. 
Instances  have  come  to  the  writer's  attention  in  which 
nurses  carry  the  ointment  about  with  them  all  the 
time,  while  hospitals  in  Great  Britain  and  the  United 
States  use  it  extensively.  The  Canadian  warehouse  and 
factory  of  the  makers,  Foster-Dack  Co.,  Ltd.,  is  at  337 
King  street  west,  Toronto. 

Instead  of  writing  one  remarkably  good  advertise- 
ment and  many  poor  ones,  try  to  write  them  all  up  to 
medium  grade. 
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Standard  for  Censoring  of  Advertising  Copy 


Adopted  by  The  Canadian  Press  Association  at 
their  annual  meeting  for  the  guidance  of  members. 


THE  Canadian  Press  Association  at  their  annual 
meeting  in  Toronto  adopted  a  standard  for  the 
guidance  of  their  members  in  censoring  adver- 
tising copy.  This  standard  is  of  particular  interest  to 
the  drug  trade,  because  several  forms  of  advertising 
that  members  of  the  association  are  urged  to  refuse 
have  to  do  with  medicines  and  treatments  associated 
to  a  greater  or  less  extent  with  the  drug  business. 

Advertising  Prohibited  by  Law. 

Section  A.  of  the  standard  adopted  had  to  do  with 
advertising  that  is  prohibited  under  the  Criminal  Code 
of  Canada.    They  are  as  follows: 

1.  Books,  pictures,  "rubber  goods,"  or  other  devices, 
where  the  name  of  the  device  or  the  wording  of  the 
copy  conveys,  either  directly  or  indirectly,  that  the 
article  is  obscene,  or  tending  to  corrupt  morals. 

2-  Medicines  or  methods  for  the  prevention  of  con- 
ception, or  for  abortion  or  miscarriage  purposes. 

3.  Medicines,  methods,  or  devices  for  the  cure  or  re- 
lief of  venereal  diseases  or  restoring  sexual  virility. 
This  rule  bars  copy  containing  any  such  words  or  sug- 
gesting any  such  ideas  as  "lost  manhood,"  "sexual 
weakness,"  "exhaustion,"  "impotence,"  "nocturnal 
emissions."  "unnatural  discharges,"  "gonorrhea," 
"impure  blood,"  "s.vphilis, "  "gleet,"  or  "varicocele." 

Advertising  Which  May  be  Considered  Objectionable. 

Section  B.  relates  to  advertising  that  is  not  prohibit- 
ed under  the  Criminal  Code  of  Canada,  but  which  may 
be  considered  objectionable  or  undesirable.  This  in- 
cludes : 

1.  Medicines  or  mechanical  devices  that  purport  in 
an  offensive  or  extravagant  way,  either  by  illustration 
or  language,  to  "enlarge  the  bust,"  to  "improve  the 
figure,"  to  make  the  fat  thinner  or  the  thin  fatter,  to 
restore  hair  to  bald  heads,  to  change  ugly  complexions 
into  beautiful  ones,  and,  in  general,  to  perform  any 
feats  that  are  impossible  or  may  be  dangerous.  This 
is  not  intended  to  bar  toilet  preparations  or  harmless 
compositions,  or  legitimate  massage  devices  that  are 
truthfully  advertised. 

2.  Any  medicine  that  claims  to  cure  diseases  com- 
monly held  to  be  incurable  by  medicine.  This  rule  also 
bars  indirect  claims  of  cure  of  such  diseases  through 
testimonials  or  otherwise. 

3.  Any  medical  treatment  offered  free. 

4.  An,v  medicine  that  is  known  to  contain  a  habit- 
forming  drug  of  the  dangerous  class. 

5.  Any  advertisement  not  falling  itself  within  the 
prohibition  of  these  rules,  but  leading  to  correspond- 
ence between  advertiser  and  reader  in  which  the  prin- 
ciple of  these  rules  is  violated. 

Against  Extravagant  Guarantees. 

6.  Any  advertisement  that  contains  extravagant  guar- 
antees of  cure. 

7.  Loan  shark  advertisements. 

8.  Any  sort  of  text  or  illustration  offensive  to  good 
taste,  either  in  character  or  appearance.  This  applies 
to  all  the  class  of  grotesque,  bizarre,  or  horrible  pic- 
tures and  expressions  calculated  to  shock  the  reader 
into  attention. 


9-  Copy  that  simulates  in  type,  arrangement,  or  other- 
wise, the  newspaper's  own  reading  matter  unless  mark- 
ed as  an  advertisement. 

10.  Financial  or  commercial  schemes  or  enterprises 
that  the  newspaper  has  reason  to  belieye  are  fraudulent, 
unsound,  or  exaggerated. 

11.  Contests  or  schemes  that  apparently  offer  some- 
thing for  nothing — the  prize  or  premium  being  depend- 
ent upon  something  being  sold. 

12.  Any  advertisement  in  which  the  advertiser  makes 
an  attack  upon  a  competitor. 

13.  Classified  advertising  regarding  the  bona-fides  of 
which  there  is  room  for  reasonable  doubt. 

Each  Newspaper  Must  Decide  For  Itself. 

The  advertising  committee  of  the  Canadian  Press 
Association  in  presenting  these  proposed  standards,  re- 
ported that  "Your  committee  believes  it  is  good  busi- 
ness for  a  newspaper  to  exclude  from  its  advertising 
columns  all  fraudulent,  deceptive,  or  offensive  advertis- 
ing- Further,  your  committee  believes  there  is  a  moral 
obligation  upon  a  newspaper  to  do  so".  While  holding 
these  views,  your  committee  has  not  made  the  mistake 
of  considering  the  advertising  committee  to  be  the 
morality  department  of  the  newspapers  of  Canada. 
The  laws  of  the  land  prohibit  certain  classes  of  adver- 
tising. Most  newspapers  are  agreed  that  a  number 
of  other  classes  are  objectionable,  but  there  are  differ- 
ences of  opinion  as  to  how  many  and  which  other 
classes.  In  the  opinion  of  your  committee,  this  is  a 
((uestion  which  each  newspaper  must  decide  for  itself. 
The  standard  prepared  by  your  committee  will  be  an 
aid  to  members  in  reaching  a  decision  on  this  question, 
and  it  has  been  prepared  with  that  end  in  view." 


BEATING  THE  CUT-PRICE  STORE. 

The  druggist  sometimes  has  to  meet  the  competition 
of  a  cut-price  store.  Here  is  how  a  fellow-druggist 
met  it:  "Whenever,"  he  writes,  "my  competitor  sold 
goods  at  a  price  lower  than  I  could  purchase  them 
for,  I  would  send  my  friends  around  to  buy  them.  The 
next  day  I  would  offer  the  same  goods  at  the  same  price 
charged  by  the  chain-store." 


OLD  PROVERBS  SET  TO  NEW  WORDS 

That  "word  to  the  wise"  is  advertise. 

It 's  an  ill  ad.  that  blows  nobody  in  to  buy. 

A  little  advertising  is  a  dangerous  thing ;  but 
in  the  multitude  of  ads.  there  is  safety. 

One  ad.  to  the  wise  is  sufficient. 

A  fake  is  not  without  advertising  save  in  ita 
own  city. 

The  early  ad.  catches  the  eye. 

The  course  of  true  advertising  never  yet  ran 
smooth. 

One  touch  of  nature  makes  the  whole  ad. 
jump. 
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THE  STATIONERY  DEPARTMENT 


A  department  devoted  to  ttationery,  book',  post  cards  and  associated  lin 


STATIONEEY  DISPLAY. 

Bright  Show  Cards  Will  Help  Sales 

IT  has  always  seemed  to  the  writer  that  the  sale  of 
stationery  in  many  a  drug  store  could  be  increased 
if  a  plentifiil  supply  of  small  show  cards  were  at- 
tached to  the  various  varieties. 

Writing  papers  are  made  of  so  many  different  kinds 
of  paper  that  the  customer  finds  difficulty  in  making  a 
selection.  Should  he  buy  a  thin  paper  or  a  thick  one,  a 
light  one  or  a  heavy  one?  What  are  the  reasons  for 
price  differences?  These  are  some  of  the  questions 
that  perplex  the  buyer. 

T!he  druggist  could  do  much  to  hasten  purchases,  and 
to  purchase  quickly  is  everyone's  aim,  if  he  were  to 
fix  up  cards  giving  in  a  few  words  a  description  of  the 
paper,  what  it  is  suitable  for.  and  why  the  price  is 
what  it  is. 

The  suitability  or  unsuitabdlity  of  the  various  aizes 
of  sheets  should  also  be  dwelt  on. 

Give  a  Guarantee 

At  the  same  -time  some  consider  it  a  good  idea  to 
give  a  guarantee  of  quality,  not  that  the  druggist  is 
likely  to  have  any  inferior  goods  on  sale,  but  the  fact 
that  a  card  giving  a  guarantee  is  shown  before  the 
customers'  eyes  will  give  a  good  impression  and,  doing 
so,  bring  sales.  "Our  guarantee  of  quality.  If  you 
receive  any  paper  from  us,"  the  druggist  might  say, 
"w'hich  you  consider  any  way  defective  in  whole  or  in 
part — from  wrinkling,  faulty  trimming,  dampness,  or 
any  other  cause — ^we  will  without  controversy  allow 
full  credit  for  such  paper  or,  at  your  option,  replace 
such  paper  with  perfect  paper,  provided  you  return 
all  defective  paper  to  us  at  our  expense.  All  replace- 
ments or  refunds  without  controversy.  What  you  say 
'goes.'" 

Envelopes  to  Match 

When  the  druggist  sells  a  customer  note  paper  or  a 
writing  pad,  it's  worth  while  to  push  the  sale  of  en- 
velopes to  match.  The  druggist  may  have  to  talk  a  few 
moments  to  get  an  order,  but  it's  worth  it.  It  means  a 
bigger  order  for  him  and  greater  satisfaction  for  the 
customer. 


DRUGGIST  SHOULD  GET  READY  TO  MEET  DE- 
MAND POR  SCHOOL  SUPPLIES. 

The  schools  will  soon  be  re-opening,  and  the  drug- 
gist who  handles  school  supplies  should  be  getting 
ready  to  meet  the  occasion. 

It  is  essential  that  the  druggist  should  have  his  stock 
in  order  with  ample  supplies  of  the  various  lines,  as" 
school  business  generally  comes  with  a  rush  on  the 
opening  day,  and  the  dealer  who  has  the  goods  gets  it. 
School  children,  more  than  anybody  else,  object  to 
waiting  a  few  days  while  the  druggist  replenishes  his 
stock. 

There  may  be  changes  in  the  order  of  things  at  the 
schools  in  his  locality,  and  the  druggist  should  find  out 
if  these  will  affect  his  business  in  any  way.  School 
requisites  have  a  habit  of  going  out  of  fashion  very 
rapidly,  and  before  stocking  any  articles  the  druggist 


should  calculate  carefully  the  probable  sales.  In  this 
regard  a  few  enquiries  from  the  school  authorities 
should  help. 

As  the  opening  day  draws  near  goods  should  be 
given  window  display  which  will  be  all  the  more  effec- 
tive for  being  changed  as  frequently  as  possible.  The 
sale  of  note  books,  pens,  pencils,  and  school  bags  can 
be  greatly  increased  by  so  doing. 

In  displaying  small  articles  in  the  window,  there  is 
nothing  like  attaching  them  to  a  piece  of  cardboard, 
the  shape,  size,  and  color  -  of  which  are  immaterial. 
Many  effective  arrangements  can  be  made.  On  the 
cards  the  druggist  can  print  or  paint  the  price  of  the 
pens  or  pencils,  or  whatever  the  articles  may  be,  with 
a  few  words  appropriate  to  the  occasion,  such  as  ' '  Pen- 
cils that  won't  break,"  "Pens  for  good  writers," 
'  ■  These  erasers  mean  clean  note  books. ' ' 

Some  druggists  do  so  excellent  a  school  trade  that 
they  find  it  worth  while  to  have  note  books  printed 
with  a  cover  with  the  name  of  the  school  imprinted 
on  it. 

In  pushing  school  supplies  attention  should  also  be 
given  to  newspaper  and  house-to-house  circular  adver- 
tising. Whatever  methods  be  adopted,  the  druggist 
should  get  to  work  in  good  time,  as  the  amount  of 
business  done  at  the  very  beginning  of  a  new  session  is 
large,  and  the  chance  doesn't  come  again  for  a  con- 
siderable time- 


TIME  TO  CLEAN  UP  SUMIflER  GOODS. 

The  holiday  season  is  now  well  under  way,  and  the 
druggist  should  take  stock  of  his  holiday  goods  and 
push  along  the  sale  of  any  kinds  that  are  lagging.  If 
they  cannot  be  sold  in  the  next  few  weeks,  they  are 
likely  to  remain  on  the  druggists'  hands  for  another 
year,  and  it  is  well  to  avoid  this. 

It  is  the  time  to  make  an  extra  effort  to  reduce  stocks 
of  camping,  picnicing,  and  seaside  goods.  Give  them  a 
prominent  position  in  the  window  and  in  the  store,  and 
bring  them  to  the  notice  of  all  your  customers.  A 
special  window  display  will  help  sales  along- 

A  sea  or  lake  shore  window  would  be  very  seasonable 
and  attractive.  A  sand  heap  in  the  forefront  of  the 
window  and  a  suitable  arrangement  of  bathing  and 
holiday  goods  would  suggest  the  summer  resort  with 
its  cool  water  and  breezes.  A  picnic  lunch  arrange- 
ment would  enable  the  druggist  to  show  a  number  of 
the  summer  lines  he  stocks.  Proper  display  will  cer- 
tainly stimulate  sales. 


A  Little  Shy. 

Mistress — Of  course,  I  don't  wish  to  put  any  obsta- 
cles in  the  way  of  your  getting  married,  but  I  wish  it 
were  possible  to  postpone  it  until  I  get  another  maid. 

Mary  Ann — Well,  mum,  I  'ardly  think  I  know  'im 
well  enough  to  ask  'im  to  put  it  off. 

Do  people  get  waited  on  right  away  when  they  come 
into  your  store  or  do  they  have  to  stand  around  until 
half  of  their  buying  inclination  is  gone  before  they 
have  a  chance  to  buy? 
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ANOTHER 

"Lotus  Lawn"  Winner 


o  a 


Initial  Correspondence  Card 

Papeterie 

RETAIL  TWENTY-FIVE  CENTS 


BEST  YET  !     Containing  twenty-five  gold  embossed 
initial  cards,    Lotus  Lawn  quality,  and  twenty-five 
envelopes  to  match—the  greatest  value  ever  offered 
the  trade. 

^  This  delightful  and  popular  form  of  stationery  for  notes  and  invita- 
tions will  prove  a  very  acceptable  addition  to  the  Lotus  Lawn  line — 
always  value,  always  correct,  and  always  saleable. 

"Stationery — worth  your  while — 
Is  '  Lotus' —Flower  of  the  Nile" 

Warwick  Bros.  &  Rutter,  Limited 


Manufacturers 


Toronto 


a 
a  a 
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GOODS  CONNECTED  WITH  WINDOW  SHOW 
CARD  BY  RIBBONS. 

A  clerk  sends  us  a  good  suggestion  for  a  window 
display,  for  which  we  wish  to  thank  him.  We  solicit 
others  of  our  readers  to  send  us  along  any  such  ideas 
that  may  occur  to  them. 

The  suggestion  is  to  show  about  six  different  varie- 
ties of  goods  in  the  window.  These  are  built  up  in 
pyramid  style — the  ones  at  the  front  being  on  the 
window  floor,  and  those  to  the  rear  built  up  on  a  stand 
of  some  sort.  A  packing  case  draped  with  paper  will 
serve  the  purpose  admirably.  From  the  top  of  each 
pyramid  a  ribbon  runs  out  to  the  plate  glass,  where  it 
is  connected  with  a  show  card  giving  a  brief  descrip- 
tion of  the  goods  and  the  price.  This  is  a  novel  way  of 
directing  attention  to  goods  in  the  window  and  should 
attract  attention.  It  will  not  do  to  have  too  many 
lines  and  ribbons,  or  it  will  be  difficult  for  the  passer- 
by to  connect  up  the  proper  show  card  with  the  right 
goods.  Different  colored  ribbons  would  eliminate  any 
difficulty  of  this  kind  to  a  large  extent.  The  show 
cards  may  be  placed  at  the  side  and  across  the  top  of 
the  window,  so  as  not  to  shut  off  the  general  view  of 
the  window. 


PUSH  THE  SALE  OP  DISINPECTANTS. 

The  sale  of  disinfectants  opens  up  a  good  sideline  for 
the  druggist.  For  instance,  the  druggist  can  show  the 
farmer  how  a  healthy  animal  is  of  more  value  than  an 


unhealthy  one.  He  should  show  him  why  he  should 
use  preventative  agents  and  to  what  extent  it  would 
improve  his  business.  The  druggist  should  show  the 
farmer  the  relative  value  of  his  brand  of  disinfectant, 
then  follow  up  this  "brand"  talk  with  the  timely  sug- 
gestion of  the  preparation  for  use.  The  housewife  de- 
serves as  much  or  more  diplomacy.  To  many  people 
a  suggestion  of  disinfectants  draws  a  reply:  "I  keep 
a  clean  house,  I  don't  need  them."  They  are  almost 
insulted,  in  fact.  Tactfully  explain  that  you  under- 
stand that  their  house  is  clean,  but  that  there  are  many 
mrdiums  of  contagion  that  the  housewife  is  not  familiar 
with. 

Pick  out  s  good  reliable  disinfectant.  Advertise  it 
through  window  displays,  newspapers,  or  other  me- 
diums. Above  all  things,  the  druggist  should  give  the 
question  of  disinfectants  serious  consideration.  He 
should  be  able  to  talk  about  the  matter  authoritative- 
ly and  with  practical  knowledge.  If  he  is  able  to  im- 
press on  the  prospective  customer  that  he  knows  what 
he  is  talking  about,  increased  sales  will  be  bound  to 
follow. 


Stamp  Clerk — "This  letter  is  overweight,  madam." 
Woman  at  Window — "Well,  of  all  the  mean  people! 
Why,  I've  mailed  hundreds  of  letters  that  weren't  any- 
where near  full  weight,  and  now  that  I'm  sending  one 
just  a  little  bit  over  you  want  to  charge  me  extra  for 
it." 


SUTCLIFFE  GREETING  CARDS. 

"Things  Different,"  is  the  title  the 
Sutcliffe  Co.,  Limited.  Toronto  give  to 
their  line  of  Christmas  greeting  cards, 
and  the  annexed  cut  will  show  druggists 
that  the  title  admirably  fits  the  character 
of  the  wide  range  of  lines  they  are  of- 
fering this  season.  Their  group  com- 
prises lines  well  known  for  their  chnr- 
acter  and  distinctiveness,  including  the 
Boston  line  of  steel  die  and  copperplate 
production ;  the  S.  Carpenter  line  of 
beaui  ifully  hand-colored  card  creations ; 
the  J.  R.  Howe  line  of  unusual  ex- 
cellence in  design,  lettering  and  fine 
sentiment;  the  Buzza  Co.'s  items  cf 
beautiful  coloring  and  decoration  of  a 
pleasing  type;  together  with  the  Red- 
Letter  line  of  novel  ideas  in  arrange- 
ment, design  and  sentiment. 
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Shop  Fittings     /\ 


Write  for  illustrations  or  if  pos- 
sible come  yourself  to  our  factory. 


n 


KENT- McCLAIN,  LIMITED 

(Toronto  Show  Case  Co.) 

Carlaw  Ave.  and  Queen  St.  E 
TORONTO 


Montreal  Agent:  J.  M.  Gauthier,  Phone  M.  967 


44 


THE  RETAIL  DRUGGIST  OF  CANADA. 


August,  1914 


/\     Show  Cases 


n 


You  will  find  Kent-McClain 
drug  stores  everywhere.  Ask 
any  of  their  proprietors  for  an 
opinion. 


KENT-McCLAIN,  limited 

{Toronto  Show  Case  Co.) 

181-199  Carlaw  Avenue 
TORONTO 


n 
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To  Discriminating  Buyers  of 

"Things  Difierent"  in  "Likely  Things" 

Put  yourself  in  the  "diflferent"  class  by  handling  the  Sutcliffe  lines.  They 
are  so  vastly  "different,"  so  exquisite  in  every  detail,  that  the  refined  taste  must 
be  prejudiced  in  their  favor. 

Xmas  Greeting  Cards  and  Folders 

You  still  have  time  to  order  from  these  aristocratic  lines.  Better  do  it  while  the  thought  is 
on  your  mind.  Wo  an>  ranadian  distributors  for:  Tho  Boston  Line  of  steel  die  and  copper-plate 
productions;  the  S.  Carpenter  Line  of  beautiful  hand-colored  creations;   the  J.   R.  Howe  Line   of 

unusual  excellence  in  design,  lettering  and 
sentiment ;  the  Buzza  lyine  of  beauty  in  col- 
oring and  decoration;  and  the  Red-Letter 
Line  of  novel  ideas. 

"Different"  Post  Cards 

The  kind  of  Post  Cards  that  give  your 
store  the  stamp  of  exclusiveness.  Everything 
in  desirable  cards  from  the  following  makers: 

The  J.  Raymond  Co.,  Chicago. 

The  Drysdale  Co.,  Chicago. 

The  Samuel  Carpenter  Co.,  Philadelphia. 

The  Sanford-Pease-Prince  Co's.,  Buffalo. 

The  Lewis  Co.,  Albert  Lea,  Minn. 

Dainty  Grained  Ivory 

A  complete  range  of  all  those  pieces  in 
Ivory  so  favored  by  Milady  of  the  present 
day.  The  prices  are  really  moderate,  too — 
just  enough  to  make  them  a  worth-while  buy. 
Complete  your  stock  with  an  assortment  from 
the  "different"  line. 

The  New  Calendars 

PVom  over  the  seas  and  from  America's 
best  makers  come  the  new  1915  Calendars- 
Pretty?  Let  us  show  you  them  first  hand 
and  judge  for  yourself.  We  venture  to  say 
you'll  find  the  goods  capable  of  producing 
exceptionally  good  profits. 


Free  Display  Cabinet 

This  Display  Cabinet  is  given  free  with  a  $15.00 
assortment.  It  is  15x10x7  inches,  and  can  be  sup- 
plied with  a  selection  of  Occasion  Day  Folders,  in- 
cluding Birthday,  Wedding,  Congratulations,  etc., 
or  Hallowe'en,  Thanksgiving  and  Christmas,  or 
an  assortment  of  all  these  lines. 


Write  u$  to-day,  stating  the  Aatortment 
you  desire 


The   Sutcliffe  Company 

Importers  and  Commission  Merchants 
77    York  St.  Nordheimer  Bldg.  TorontO 
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SMOKERS'  SUPPLIES,  CIGARS  and  TOBACCO 

=1     The  Department  that  Altracls  the  Men  to  the  Drug  Store    I  ^= 


PUSHING  SALES  OF  TOBACCO  BY  WINDOW 
DISPLAY, 

jX  TOTHING  beats  the  store  window  as  an  advertising 
1^     agent.    This  applies  to  smokers'  supplies,  as  well 
as  to  anything  else.    Are  you  giving  them  a  fair 
share  of  window  display  t 

A  Pipe  Draw. 

"What  do  you  think  of  the  window  scheme  of  Combe 
&  Morre,  of  Melville,  Sask.,  who  filled  their  window 
with  tobacco  pipes  of  all  prices  and  styles,  and  tied  a 
piece  of  thread  to  each?  These  were  passed  through 
a  hole  in  the  back  of  the  window  and  a  charge  of  50 
cents  made  for  a  pull.  Thus,  a  man  had  a  chance  of 
drawing  a  briar,  a  calabash,  or  a  set  of  pipes-  One  of 
the  first  men  pulled  a  calabash  worth  $11.50,  and  the 
experiment  was  very  successful. 

Jar  of  Cigar  Tips. 

An  interesting  window  exhibit  which  a  merchant 
displayed  some  time  ago  was  a  jar  of  cigar  tips.  The 
,iar  was  about  two  feet  high,  of  the  variety  often  seen 
in  drug  stores,  and  was  filled  to  the  top  with  tips.  It 
carried  a  sign:  "Tips  of  cigars  sold  in  this  store  since 
April  1st.     Is  yours  among  them?" 

The  same  idea  was  in  a  vdndow  of  another  store.  In 
the  centre  of  the  window  was  displayed  a  pile  of  rolled 
cigar  bands.  Above  them  was  hung  the  sign:  "A  few 
bands  picked  from  the  floor  of  our  store.  Is  yours 
here?" 

Special  Sales. 

One  store  in  an  Eastern  city  some  time  ago  intro- 
duced an  unusual  novelty  to  their  patrons.  Each  day 
for  a  week,  between  the  hours  of  eleven  and  one,  some 
bargain  was  offered.  One  day  they  specialized  on  cigar- 
ettes, another  day  on  cigars.  Neighboring  dealers 
(says  the  Tobacco  World)  wondered  how  they  made 
any  profit,  owing  to  the  prices.  They  were  not  keen 
enough  to  see  that  nothing  was  lost  on  the  specials,  and 
the  bargains  bi-ought  a  number  in  the  store  who  pur- 
chased of  other  goods,  on  which  there  was  a  good 
profit. 

SELLING  CIGARS  FOR  VACATION. 

One  dealer  during  the  vacation  season  is  making  it 
a  point  to  enquire  of  regular  customers  in  regard  to 
their  vacation  plans,  and  to  suggest  as  tactfully  as  pos- 
sible that  it  would  be  a  good  plan  to  take  along  a 
box  of  cigars  when  they  go  away,  as  they  may  not 
be  certain  of  finding  their  favorite  brand  on  sale  at  the 
places  to  which  they  are  going. 

This  work  has  been  so  productive  of  good  results  in 
the  past  that  both  the  owner  of  the  store  and  the  senior 
clerk  were  surprised  at  the  number  of  cigars  that  sold 
by  the  box  during  the  first  summer  it  was  tried. 


other  dining  rooms,  after  or  even  at  meals,  in  railroad 
coaches,  in  street  cars,  and  places  of  amusement- 
Clerks  in  dry  goods  stores  may  frequently  be  seen 
taking  a  few  whiffs  at  a  cigarette,  and  policemen  on 
their  beats  smoke  whenever  they  can.  get  a  cigarette. 

The  Mexicans  never  smoke  in  that  feverish  fashion 
that  raises  the  dense  smudge  that  is  the  delight  of  the 
average  Canadian  smoker,  who  seems  bent  upon  getting 
the  full  worth  of  a  big  cigar.  The  Mexican  man  or 
woman  will  light  a  cigarette — or  in  rare  instances  a 
cigar — take  a  few  deliberate  puffs  and  quit. 


HOW  TO  REMOVE  SCRATCHES  FROM  SHOW 
CASES. 

It  may  be  interesting  to  the  dealer  to  know  how  to 
remove  scratches  from  show  cases,  and  the  following 
is  suggested  as  a  practical  method:  "Dissolve  one 
ounce  of  white  wax  in  a  pint  of  pure  turpentine.  To 
dissolve  the  wax,  place  the  vessel  containing  the  tur- 
pentine over  a  burner  and  warm,  applying  with  a  soft 
cloth.  This  will  in  every  case  greatly  improve  the  sur- 
face."  For  cleaning  glass,  a  good  method  is  as  fol- 
lows :  ' '  Mix  one  ounce  of  whiting,  one  ounce  of  alcohol 
and  one  ounce  of  water  of  ammonia  in  a  pint  of  water. 
Apply  with  a  soft  cloth,  allow  to  dry,  and  then  wipe 
off." 

Numbers  of  glass  cases  are  ruined  yearly  from  lack 
of  proper  attention.  Small  cracks  appear,  caused  by 
heat  or  contact  with  hard,  heavy  bodies,  and  if  these 
cracks  are  not  at  once  attended  to  they  soon  spread. 
An  excellent  method  to  prevent  a  crack  from  spreading 
is  to  draw  a  short  scratch  at  right  angles  with  a  dia- 
mond or  a  glass  yutter;  this  will  prevent  a  crack  from 
spreading  in  every  case.  Cases  should  be  set  perfectly 
level  on  the  floor,  especially  the  new,  all-glass  variety, 
which,  if  this  is  not  done,  are  certain  to  warp.  The 
legs  of  the  ease  should  be  propped  to  the  required 
height  from  the  floor  to  ensure  their  setting  true. 


WHERE  EVERYBODY  SMOKES. 

The  Mexicans  are  inveterate  smokers,  although  they 
never  chew  tobacco  and  seldom  use  snuff.  Smoking, 
however,  is  permissible  nearly  everywhere — in  hotel  or 


FROM  STRAGGLING  VILLAGE  TO  LARGE  CITY. 

It  is  usually  a  long  road  from  the  tiny  trading  post 
or  straggling  village  to  the  point  of  being  a  city  of  size, 
importance,  and  weight  in  the  world,  but  Winnipeg 
has  made  the  pade  and  held  it  in  the  most  astonishing 
way.  Standing  in  the  very  path  of  travel  to  and  from 
the  West.  Winnipeg  has,  from  the  first,  taken  heavy  toll 
of  that  which  passed  through  its  gates.  Its  population 
has  been  added  to  in  chunks  instead  of  the  slow  pro- 
cess of  accretion  that  goes  on  in  less  favored  places. 
Twenty  years  from  the  date  when  there  were  only  215 
souls  in  Winnipeg,  the  city  had  over  40,000  people.  In 
1902  there  were  48,411,  and  the  following  five  years 
more  than  doubled  that  number,  the  1906  census  giving 
Winnipeg  101,057  inhabitants.  Last  year's  directory 
census — a  method  of  counting  that  has  proved  fairly 
accurate- — shows  that  Winnipeg  and  its  close-lying 
suburbs  have  260,436  people,  and  there  are  other  evi- 
dences which  go  to  show  that  this  count  is  not  far 
wrong. 
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GET  THE  MEN   COMING 
TO  YOUR   STORE 


I 


^llTIAf^ 


TURKISH 
CiaARBTTBS 


IMPERIAL  TOBACCO  cpv 


-^ 


When  they  know  you  have 
"F  ATI  MA"  they  will  be- 
come regular  customers — 
and  you  know  that  men 
buy  a  lot  of  things,  besides 
cigarettes,  on  which  you 
make  a  good  profit.  Go 
after  this  good  paying  busi- 
ness— the  men's  trade  with 


FATIMA 

TURKISH  BLEND 

CIGARETTES 

These  High  Grade  Cigarettes— in  their  compact, 
convenient   package   delight   every   customer. 

Handled  by  all  the  Wholesale  Trade      20  for  25c. 
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Fancy  Goods,  Novelties  and  Photographic  Supplies 

A  department  of  means  and  methnd$  of  incteasing  business  in  photographic  sup- 
plies,  pennants,  pla))ing  cards,    pens,  ink,  sporting   goods,    novelties,  china,    etc. 

II 

Selling  Photographic  Supplies  to  Convention 
Visitors. 

EVERY  town  has  its  exhibition  or  show  day,  which 
brings  visitors  from  many  parts,  just  as  Winni- 
peg this  month  will  be  the  Mecca  of  Canadian 
druggists.  The  sale  of  photographic  goods  can  be  pushed 
with  advantage  among  these  visitors,  for  holiday-mak- 
ers have  time  on  their  hands,  and  it  is  the  person  with 
leisure  whose  thoughts  turn  most  readily  to  photo- 
graphy as  a  pastime.  The  druggist  who  can  attract  the 
attention  of  these  visitors  to  his  wares  should  do  good 
business. 

Toronto  recently  was  the  scene  of  a  great  advertising 
convention,  and  delegates  with  their  watchword  of 
"Truth"  came  to  the  city  from  all  parts  of  Canada, 
the  United  States  and  England. 

Some  accoiini  of  methods  used  by  photographic  deal- 
ers to  secure  the  trade  of  these  delegates  will  interest 
and  help  druggists  in  other  towns  in  catching  show  or 
convention  day  visitors. 

A  Topical  Motto. 

Hennessey's  drug  store  made  a  neat  use  of  the  ad. 
men's  motto,  placing  a  somewhat  similar  one  in  their 
window,  reading,  "Hennessey's,  Where  Truth  is  Dis- 
pensed." 

A  camera-filled  window  of  the  United  Photographic 
Stores  was  full  of  show  cards  rich  in  suggestion.  We 
reproduce  a  few: 

"One  of  the  best  lens  experts  employed  in  our  ser- 
vice.    Advice  free." 

"Only  expert  camera  men  employed  in  our  service." 

"A  good  camera  makes  better  pictures.  Let  us  show 
you  how  to  make  them." 

"If  you're  from  Missouri,  we  can  show  you." 

"We  cordially  invite  inspection  of  our  high-grade 
photographic  apparatus." 

"Thousands  of  high-grade  cameras  sold  by  us  every 
year." 

"We  carrv  a  full  line  of  the  finest  cameras  in  the 
world." 

"Don't  go  back  to  the  States  without  seeing  our 
complete  stock  of  high-grade  cameras." 

"Ask  for  our  laiest  catalogue,  just  out." 

"This  camera  is  well  worth  looking  into.  Speed, 
1-4000  of  a  second.    Let  us  demonstrate." 

The  above  ads.  applied  to  cameras  only,  but  could 
have  been  used  with  equal  effect  in  the  case  of  other 
photographic  supplies. 

Display  of  Advertised  Goods. 

Many  druggists  during  the  convention  made  a  spe- 
cial display  of  advertised  goods.  One  of  the  best  was 
that  of  Moore's,  Limited,  380  Yonge  street.  They  past- 
ed on  their  window  the  actual  newspaper  and  trade 
journal  advertisements  of  goods  with,  the  accompany- 
ing notice:  "We  have  all  the  advertised  goods.  Read 
the  ads.,  then  get  our  price." 

The  necessity  forspecial  advertising  on  days  when 
strangers  are  in  town  is  apparent,  for  all  stores  are 
aiil^fe  A  nfeWcoifie^the  store  that  has  been  establish- 


ed for  twenty  years  and  the  store  that  has  only  been 
opened  for  business.  The  appearance  of  a  shop  win- 
dow and  the  wording  of  the  show  cards  therein  is  aji 
index  of  the  business  ability  of  the  dealer,  and  if  he 
hide  his  light  under  a  bushel  he  has  only  himself  to 
blame. 


AVOID  DELAYS  IN  PHOTOGRAPHIC  DEPART- 
MENT. 

Photography  is  one  of  the  druggist's  best  sidelines, 
and  any  inattention  to  business  in  this  department  is 
likely  to  mean  serious  loss. 

The  writer  waited  ten  minutes  at  a  photographic 
counter  the  other  day,  and  finally  had  to  leave  the  store 
without  being  served,  and  all  because  the  druggist 
seemed  to  have  no  proper  system  of  dealing  with  the 
films  left  by  customers  to  develop.  There  were  only 
two  customers  ahead  of  the  writer,  but  the  clerk  could 
not  find  their  films,  though  he  rummaged  in  half  a 
dozen  drawers  and  consulted  half  a  dozen  invoices. 

If  the  druggist  does  not  give  customers  good  service, 
they'll  take  their  trade  elsewhere.  The  photographic 
counter  is  indeed  a  very  busy  place  at  certain  hours  of 
the  day,  and  people  may  have  to  wait  a  little,  but  pro- 
per methods  of  dealing  with  films  will  work  wonders 
in  the  way  of  quick  service.  The  customer  on  his  first 
visit  should  be  given  a  numbered  receipt,  a  duplicate 
of  which  should  be  attached  to  the  films. 

When  all  the  operations  are  complete,  the  photo- 
graphs should  be  arranged  in  numbered  order,  when 
they  can  be  found  at  once  when  the  customer  calls 
again  and  shows  his  numbered  receipt.  Some  such 
reform  as  this  is  needed  in  many  a  drug  store. 


PUSH  SALE  OP  TANK  DEVELOPERS. 

The  druggist  will  find  it  worth  while  to  push  the  sale 
of  tank  developers  among  his  photographic  customers, 
as  this  method  of  developing  is  steadily  gaining  ground 
among  amateurs.  On  the  whole,  it  is  likely  to  give 
the  best  average  results  in  the  hands  of  those  who  prac- 
tise photography  at  odd  intervals,  even  if  they  be  plate 
workers-  When  the  method  was  first  introduced  one 
heard  of  long  periods  like  six,  twelve,  or  even  twenty- 
four  hours,  but  experience  has  shown  us  that  it  is  not 
desirable  to  exceed,  say,  half  an  hour,  while  something 
less  is  preferable. 

A  Slap  at  the  Inquisitive 

A  one-armed  man  sat  down  to  his  noonday  luncheon 
in  a  little  restaurant  the  other  day,  and  seated  on  the 
right  of  him  was  a  big,  sympathetic  individual  from 
the  rural  district.  The  big  fellow  noticed  his  neigh- 
bor's left  sleeve,  and  kept  eyeing  him  in  a  sort  of  how- 
did-it-happen  way.  At  last  the  inquisitive  one  on  the 
right  could  stand  it  no  longer.  He  changed  his  position 
a  little,  cleared  his  throat,  and  said:  "I  see,  sir,  you 
have  lost  an  arm." 

Whereupon  the  unfortunate  man  picked  up  the 
"empty  sleeve  with  his  right  hand,  peered  into  it,  looked 
up  with  a  surprised  expression,  and  said :  "By  George, 
sir,  you're  right!" 
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Wellington  Goods 

sell  quickly  and  require 

no      handling     except 

handing^.  ut.  Attraciive 

show  cards  with  order 

Photo  BooUcta 
Fret 

Wellington 
&War(i 

MONTREAL 

Also  obtainable  from  the 
National  Drug  &  Chem- 
ical Co.    Ltd.    Montreal. 
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"Just  the  Information  We  Need" 
iWEB5TER:5  NEW  INTERNATIONAL] 

"IHEMERRIAN  Webster  Every  day  in  your  tallc  and  reading,/ 
on  the  street  oar,  in  the  office,  shop,  | 
and  school  some  new  question  is  sure| 
\to  come  up.   You  seek  quick,  accurate, 
|\enoyclopedic,  up-to-date  information,  j 

This  NEW  CREATION  will  answer  all 

your  questions  with  nnal  authority. 

400.000  Words  Defined.   2700 

Pages.     6000  Illustrations. 

Cost  $400, 000.     The  only  die-  I 

tionary  vvith  the  new  divided! 

page.    A  "Stroke  of  Genius."/ 

Write  for  specimen  pages.  FREE,    j 

G.  &  C.  MERRIAM  CO.,r 


SPn:NGFI<:LD.  MASS. 

•iiiiiiiiMiiiiiiim I 
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CAMERAS 


YOU  WANT  THE    BEST 
SELLING  LINE 


y  ^^^  •  AND  • 


CAMERAS 

•  AND  • 

SUPPUES 


f 


Send    for   an  estimate    for 
a  starting  assotment,  if  we 

are  not  well  represented  in  your 

town. 


The  United  Photographic  Stores 

Limited 

Toronto     Montreal     Ottawa     Quebec      Vancouver 
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THE 


ERA  FORMULARY 

5.000  FORMULAS 
FOR  DRUGGISTS 


New  and  Enlarged  Edition 

NOW  READY 

Here  is  the  best  book  of 
the  kind  we  know  of.  Here 
are  the  best  formulas  avail- 
able, all  under  the  covers  of 
one  book. 


THE  ERA   FORMULARY 
SOOO    Formulas    for    Druggists 

The  contents  are  divided  into  nine  parts  as  follows  : 
Part  1 — Unofficial  Pharmaceutical  Preparations  (800  formulas). 
Part  2  — Proprietary     Preparations,     Patent     Medicines,    etc.     (417 

formulas). 
Part  3 — Toilet  Preparations  (1013  formulas). 
Part  4 — Veterinary  Remedies  (436  formulas). 
Part  5 — Family  Medicines  (722  formulas). 

Part  6 — Household  Formulas,  Domestic  Receipts, etc.  (495  formulas). 
Part  7 — Technical  Formulas,  Industrial  Processes  etc.  (389  formulas). 
Part  8  —  Paints.  Varnishes,  Floor  Stains,  etc.  (202  formulas). 
Part  9 — Miscellaneous  and  Unclassified  (456  formulas). 


For  $5.00  you  can  have  a  good 
formula  for  anything  you   want. 


The  Retail  Druggist 

32  Colborne  St.,  Toronto 
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PRICES   ON   GLASS   BOTTLES  WILL   BE   MAIN- 
TAINED. 

Just  as  we  go  to  press  we  are  advised  that  at  a  meet- 
ing of  glassware- dealers  held  last  week,  it  was  unani- 
mously decided  to  maintain  regular  prices  on  bottles. 

Mr.  Richards,  of  The  Richards  Glass  Co.,  Ltd.,  was  in- 
terviewed regarding  this  matter,  and  stated  that  it  was 
not  an  advance  in  prices,  but  simply  a  return  to  normal 
conditions.  He  also  tells  us  that  the  drug  trade  have 
enjoyed  better  prices  on  bottles,  etc.,  during  the  past 
two  years  than  they  have  ever  had  for  at  least  20  years, 
and  he  maintains  this  can  not  truthfully  be  said  of  any 
other  commodity  used  in  the  business. 

Canadian  Glass  Industry  Growing. 

The  last  few  years  have  brought  great  changes  all 
over  the  world  in  manufacturing  glassware,  and  more 
particularly  in  Canada.  Ten  years  ago  this  country 
only  made  about  15  per  cent,  of  the  bottles  used  here. 
The  Canadian  factories  are  now  making  over  80  per 
cent,  of  the  total  amount  consumed.  This  country's  de- 
mands are  supplied  by  six  large  factories,  all  equipped 
with  the  very  latest  machinery,  the  Owens  bottle-blow- 
ing machines  being,  of  course,  the  main  factors  in  help- 
ing these  factories  to  meet  outside  competition. 

Machine  Does  Marvelous  Work. 

Some  idea  of  the  change  in  conditions  can  be  realized 
from  the  fact  that  this  machine  blows  about  two  hun- 
dred gross  of  pint  bottles  in  a  24-hour  day,  with  three 
men  to  look  after  it,  while  a  double  shift  of  glass-blow- 
ers (being  6  men)  would  only  turn  out  about  thirty 
gross  of  the  same  bottle. 

Editorial  Note. — In  view  of  the  great  interest  which 
the  drug  trade  has  in  glass.  The  Retail  Druggist  is  mak- 
ing arrangements  for  an  article  on  the  history  of  the 
glass-making  industry,  including  the  process  of  making 
a  bottle.    It  will  appear  in  a  later  issue. 


NA-DRU-CO  PICNIC. 

On  Saturday,  July  18,  the  employes  of  the  Toronto 
branch  of  the  National  Drug  &  Chemical  Company  of 
Canada,  Ltd.,  on  Wellington  street,  and  those  of  the 
Na-Dru-Co  factory  on  Phoebe  street,  joined  in  cele- 
brating their  first  annual  picnic  at  Centre  Island.  There 
were  about  200  employes  and  their  friends  present  to 
take  part  in  the  splendid  programme  provided  by  the 
committee,  of  which  H.  F.  McDermott  was  chairman,  T. 
Rutherford  secretary,  and  Miss  E.  Kinsler,  treasurer. 

W.  F.  Daniel  was  master  of  ceremonies,  which  was  a 
sufficient  guarantee  that  everything  would  be  carried 
out  with  that  precision  of  time  and  detail  for  which 
"Dan"  is  noted.  T.  G.  Nutson  performed  the  duties  of 
clerk  of  the  course  in  his  own  inimitable  way.  The 
general  manager  of  the  branch,  Mr.  Henderson,  officiat- 
ed as  umpire  in  the  baseball  match  between  the  office 
and  warehouse.  C.  L.  Bailey,  of  Jessops  Steel  fame, 
who,  with  Mr.  F.  C.  Lalonde,  of  Parke,  Davis  &  Co., 
were  honored  guests  of  the  committee,  acted  as  official 
starters.  J.  M.  Dickson,  manager  of  the  Na-Dru-Co  fac- 
tory, was  arbiter  in  the  tug-o'-war  between  the  travel- 
ers and  the  factory. 

Events  Went  Off  Without  a  Hitch. 

The  programme  was  carried  out  without  a  hitch; 
every  event  was  run  off  on  schedule  time  and  keenly 
contested.  The  events  producing  the  most  genuine  in- 
terest and  amusement  were  probably  the  ladies'  50- 
yard  race,  the  ladies'  walking  race  and  the  fat  men's 
race.    In  the  latter  event  the  stalwarts  of  the  company 


performed.  The  first  and  second  prizes,  a  box  of  cigars 
each,  were  won  by  T.  A.  Henderson  and  Frank  Brady, 
respectively.  (Frank  said  he  knew  the  brand  of  the 
first  prize  "that's  why  he  took  second").  Davis  won 
the  consolation ;  Carmichael  and  Daniels  also  ran. 

While  the  various  sporting  events  were  being  run  off 
the  committee  in  charge  of  the  tables  had  been  busy, 
and  about  six  o'clock  the  entire  company  sat  down  to  a 
magnificent  spread.  When  the  boards  were  cleared  the 
manager,  Mr.  Henderson,  made  a  brief  speech,  thank- 
ing all  for  their  attendance,  and  congratulating  the 
committee  on  this,  their  first  picnic,  and  rejoiced  the 
hearts  of  all  by  saying  that  it  would  be  an  annual 
event. 

New  Warehouse  in  February  Next. 

The  day's  enjoyment  was  brought  to  a  close  with  the 
presentation  of  the  prizes  by  Mr.  W.  W.  Bole,  the  in- 
spector of  the  company,  who  took  the  occasion  to  an- 
nounce that  plans  were  now  completed  and  operations 
would  commence  in  a  few  days  on  a  magnificent  new 
warehouse  for  the  company  in  this  city  at  the  corner  of 
Beverley  and  Phoebe  streets  beside  the  Na-Dru-Co 
factory.  The  new  warehouse  will  be  completed  about 
the  1st  of  February  next,  and  the  suggestion  of  a  house- 
warming  at  that  time  met  with  the  hearty  approval  of 
all  the  employes. 

Notes  of  the  Day. 

In  the  baseball  game  the  office  defeated  the  ware- 
house by  the  score  of  12  to  3. 

The  travelers  came  out  winners  in  the  tug-of-war  con- 
test. 

At  the  conclusion  of  the  programme  a  group  photo 
was  taken. 

The  picnic  will  be  made  an  annual  event.  • 


AUGUST  IS  HOLIDAY  TIME. 

Have  you  taken  your  holidays  yet?  If  not,  now  is 
the  time  to  miike  arrangements  for  at  least  a  short  rest 
from  business  cares  and  worries.  When  a  man  sticks 
too  closely  to  business  there  is  danger  of  his  brain  be- 
coming clogged,  making  him  unfit  to  carry  on  his  busi- 
ness in  a  competent  and  aggressive  manner.  A  holiday 
allows  him  to  recuperate  and  come  back  to  business  in 
a  condition  to  go  strongly  after  business  during  the 
balance  of  the  year. 

"TIME  TO  SHOP  ON  STREET  CAR  TRANSFER." 

One  of  the  means  of  going  after  business  used  by 
Harold  0.  Wilson,  of  374  Queen  street  west,  Toronto, 
is  by  circulars  distributed  over  a  wide  area  of  the  city. 
His  store  is  located  at  a  street  car  transfer  comer,  and 
so  on  the  circulars  sent  out  there  is  placed  a  note :  "You 
have  time  to  shop  here  on  a  street  car  transfer." 

Although  there  is  not  very  much  surplus  space  in  his 
store,  a  soda  and  ice  cream  department  is  maintained 
during  the  summer,  so  as  to  attract  additional  people  to 
the  store.  Four  tables  are  placed  down  one  side  of 
the  store  for  the  purpose.  The  department  proves  a 
good  means  of  bringing  customers  into  the  store. 


RHEUMATISM    CURED 

THE  BEST  REMEDY  IN  THE  WORLD  FOR 
RHEUMATISM,   GOUT,   LUMBAGO,   SCIATICA,   NEURALGU. 

BLAIR'S    GOUT    PILLS 

If  you  suffer  from  any   of  these  complaints  try  the»e  celebrated   pillj. 

Perfectly  safe,  sure  and  effectual.    Thousands  can  testify  to  this  statement. 

ProprietoTM  —  Prout  &  Harmant,    229  Strand,  London,   Eng, 
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FAIRY  SOAP  is  just  as  much  needed  in  the  bath-room  as  any  food  article 
you  sell  is  needed  in  the  dining-room,  and  our  heavy  advertising  has  made 
the  public  expect  to  find  it  in  YOUR  store. 

fl  Make  a  display  of  FAIRY  SOAP  at  all  times  and  show  you  are  ready  to 
supply  the  demand  for  the  big,  white,  floating,  oval  cake  with  the  five-cent  price 
and  the  twenty-five  cent  value. 

"  Have  you  a  little   'Fair^'  in  your  home?  " 


MADE     BY 


I  ^"^  ^-  ^    FAIRBAIShK  cqi^pany  i 


LIMITED 

MONTREAL,     CANADA 


UMITCO 


Toronto 


This 


Electric 
Sign 

Will  suit  your 
Store  Front 

Write  OM  to-day  for 
Quotationa 

Special  Discount*  for 

August 

and 

September 

Sketches  on  Applicatioa 

257  King  W.,  Toronto 


A.  De  St.  Dalmas  &  Co. 

MAKERS  OF 

Adhesive  Plaster 

Belladonna  Plaster 
Hospital  Strapping 
Porous  Plasters 

Rubber  Adhesive  Plaster 

Menthol  Plasters 
Kidney  Plasters 
Mustard  Leaves 
Corn  Plasters 

and  all  kindM  of 

Medicated  Plasters 


Leicester  (England) 

Contractors  to  his  Majesty's  Government 

Agents: — Sharland  &  Co.,  27  Common  St.  Montreal 


ATKINSON  &  BARKER^S 

ROYAL 
INFANTS'  PRESERVATIVE 

Manufacturers:  R.  BARKER  &  SON 

MANCHESTER,  ENGLAND 


DOES 

NOT 

CONTAIN 

any 

SCHEDULED 

POISON 
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Barker  &  Son,  R 51 

Bush,  W.  J.   &  Co.,  Montreal 6 

Bidwell,  Bidwell  &  Co 9 

Canada  Chewing  Gum  Co o.b.c. 

Dixon  Wilson  Co.,  Toronto. 3 

Fairbank  Co.,  N.  K  ,  Montreal 51 

Foster  Dack  Co 8 

Imperial  Tobacco  Co.,  Montreal 47 

Kilborn  Med.  Co.,  Dr 8 

Kent-McClain,   Limited 43-44 

Macey's  Sign  Co _ 51 

Marvel  Co.,  New  York.  N.  Y 6 

Merriam,  G.  &  C,  Springfield,  Mass 49 

Meggeson  Company. 7 

Ontario  Cork  Co.,  Toronto 52 

Phenix  Co.,  The,  Montreal 6 

Prout  &  Harsant,   England  50 

Richards  Glass  Co 5 

Raphael,  Tuck  &  Sons 8 

St.  Dalmas,  A.  de  &  Co., 51 

Smith,  S.  H o.f.c. 

Sovereign  Perfume.",  Limited 9 

The  Sutcliffe  Company 45 

Thermos  Bottle  Co 7 

United  Photographic  Stores,  Toronto 49 

Vichy  Celestins 5 

Wampole,  Henry  K.,  Co.,  Ltd.,  Perth i.f.c. 

Warwick  Bros.  &  Rutter,  Toronto 41 

Wellington  &  Ward,  Montreal  49 

Willard's  Chocolates. :...  10 

Wrigley,  Wm.  Jr.,  Co 8 


Ontario  Corks 
Give  Good  Service 


tfjl  They  save  you   money  in  the  first   cost. 
■^  Every  cork   is   clean,  sound  and   strong, 
giving  full  value  for  your  money. 


^ 


Ontario  Corks  eliminate  wastage  in  liquid 
goods  both  to  you  and  the  user. 


C[[  Ontario   Corks  look   different,  euid    they 
■^  are   different.      There's   nothing   better 
sold.     Try  a  few  gross  to  test  them  cut. 

The  Ontario  Cork  Co. 

Arthur  Brooks 
31-33  Front  St.  E.        -         TORONTO 

Agencies:  Ottawa,  Ont.,    Phone:  Office,  Adelaide  1785. 
and  Quebec,  Que.  Residence — Beach  IT 99. 


Current  Prices— Drugs  and  Chemicals 


Acetanilid lb  $0.40 

Acid — Carbolic lb  16  H 

Citric lb.  .85 

Salicylic lb.  .55 

Alcohol— B.    P gal.  5.22 

Wood gal  1.00 

Ammonium — Brom lb.  .85 

Iodide    lb.  3.40 

Atropine  Sulph dr.  .70 

Acid- — Acetic lb.  .12 

ArsenioUB,    lump     ...  .lb.  .35 

Commercial lb.  .12 

Benzoic,        Eng.        (from 

benzoin)    oi.  .30 

German oz.  .80 

Boric lb.  .15 

Gallic lb.  .90 

Hydrobromic lb.  .35 

Hydrocyanic oz.  .12 

Lactic,    concentrated    .lb.  1.20 

Muriatic    lb.  .05 

Chem.    purs    lb.  .20 

Nitric lb.  .12 

Chem.    pure    lb.  .25 

Oleic lb.  .50 

Oxalic    lb.  .13 

Phosphoric,   syrupy    .  .lb.  .50 

Dilute lb.  .16 

Sulphuric lb.  .04 

Ohem.    pure    lb.  .20 

Aromatic lb.  .60 

Tannic lb.  .85 

Tartaric,    powdered    .    lb.  .38 

Adeps   Lanae    lb.  .40 

Albolene lb.  .30 

Aloin oz.  .20 

Alum lb.  .03 

Ammonia — Arom.   Spts    .lb.  .65 

Amyl    Acetate     lb.  .50 

Amyl   Nitrite    oz.  .20 

Antipyrine oz.  .40 

Antimony,    black   powd.   lb.  .12 

And  potas.  tart    lb.  .40 

Apomorphia    gr.  .05 

Arrowroot,  Bermuda   . .  .lb.  .S.^i 

Jamaica lb.  .20 

Aristol  (see  Di-Thymol)  oz.  1.75 

Aspirin    oz.  .65 

Bismuth — Sub.  earb  . . . .  lb.  S.25 

Sub.    nit    lb.  8.00 

Balsam,    Canada    )b.  .75 

Copaiba Jb.  .75 

Peru lb.  8.85 

Tolu lb.  1.80 

Boras  .  , . , , tk.  .0« 


Powdered lb.  .07 

Bromoform oz.  .15 

Bromine oz.  .10 

Caffeine lb.  4.60 

Citrate lb.  3.30 

Camphor,    Bells     lb.  .70 

Chloroform    com lb.  .40 

Cocaine,    H.CJ.L oz.  2.00 

Codeine    Phos oz.  3.70 

Cocoa   Butter    lb.  .60 

Cadmium,   Bromide    ....oz.  .12 

Iodide    oz.  .45 

Calcium  Chlor.,   crystals  lb.  .30 

Sticks lb.  .75 

Capsicum lb.  .20 

Powdered lb.  .25 

Carbon,    Bisulphide    ....lb.  .18 

Cerium  Oxalate    oz.  .16 

Chalk,   French,   powd.    ..lb.  .06 

Precipitated lb.  .10 

Prepared lb.  .06 

Chloralmid    oz.  .45 

Chloral    Hydrate    lb.  1.05 

Cinchonine,    Muriate    .  .  .oz.  .25 

Sulphate oz.  .25 

Cinchonidia,  Sulphate   ..oz.  .45 

Cloves    lb.  .80 

Powdered    lb.  .35 

Cochineal,    S.G lb.  .70 

Black lb.  .50 

Collodion lb.  .55 

Colocynth lb.  .60 

Powdered    lb.  .70 

Copper,  Carbonate    lb.  .86 

Sulphate    lb.  .08 

Oxide lb.  .55 

Copperas lb.  .01 

Cotton,   Absorbent    lb.  .23 

Cotton  Seed  Oil   lb.  1.00 

Cream   Tartar,    powd.    .  .  lb.  .28 

Creolin    lb.  .60 

Ether,    Acetic    lb.  .60 

Nitrous.    Spirits    lb.  .45 

Sulphuric,   725    lb.  .45 

Glycerine    561b.  tins  .28 

Gum    Aloes,    Barb    lb.  .20 

Powdered    lb.  .30 

Cape    lb.  .20 

Powdered    lb.  .80 

Socot lb.  .30 

Powdered lb.  .40 

Arabic,    Select    lb.  .45 

Powdered    lb.  .60 

Benzoin    lb,  ,50 

Catechu lb.  .90 

Powdered lb.  M 


Gamboge lb.  1.35 

Powdered lb.  1.50 

Guaiacum lb.  .45 

Myrrh    lb.  .45 

Tamarac    lb.  1.50 

Tragacanth lb.  1.20 

Herb— 

Horehound,    in   ozs.    .  .lb.  .28 

Lobelia lb.  .20 

Iodoform oz.  .40 

Iodine,    commercial    ....oz.  .35 

Resublimed oz.  .35 

Iron,    carbonate,   precip.   lb.  .15 

Saccharated lb.  .35 

Citrate         and         Ammo- 
nium     lb.  .90 

Quinine        and        Strych- 
nine    oz.  .27 

And  Strychnine    oz.  .20 

Iodide,    Syrup    lb.  .40 

Sulphate,  pure    lb.  .08 

Lithium — carb lb.  1.50 

Citrate lb.  1.54 

Salicylic lb.  1.50 

Menthol lb.  7.50 

Mercury — Sub.  Chlor.    ..lb.  1.02 

Bichlor lb.  .92 

Amm.   chlor lb.  1.10 

Morphine  Sulph os.  4.00 

Milk    Sugar    lb.  .25 

Oil — Aniseed lb.  2.75 

Bergamot    lb.  7.00 

Cedar lb.  .40 

Cloves    lb.  2.25 

Eucalyptus lb.  .00 

Peppermint,    Amer.    .  .  lb.  6.00 

Santal  E.  I lb.  7.00 

Oil — -Coriander oz.  .75 

Cotton   Seed    gal.  1.40 

Croton lb.  1.75 

Cubeb lb.  1.75 

Fennel oz.  .20 

Fusel    lb.  .80 

Hemlock    lb.  .45 

.Juniper  wood    lb.  .40 

Juniper,    berries    ....oz.  .15 

Origanum .- . .  .lb.  .40 

Pennyroyal lb.  2.00 

Sassafras lb.  .70 

Ointment  Mercurial   .  .lb.  .70 

Belladona lb.  .60 

Blue lb.  .75 

Csnthar lb.  1.00 

Carbolie    lb.  .40 


Citrine lb. 

Gallae    lb. 

Ointment — 

Galls    and    Opium    .  .  .lb. 

Iodine    lb. 

Comp lb. 

Resin lb. 

Sulphur lb. 

Zinc  Oxide    lb. 


.lb. 
.lb. 


Pepsin 

Phenacetine    .     ... 
Potassium — Bromide    .    .lb. 

Iodide    lb. 

Protropin  (and  Formin)  oz. 

Quinine    Sulph os. 

Resorcin    lb. 

Senna lb. 

Soda — Brom lb. 

Iodide    lb. 

Salicyl    lb. 

Soda,  Ash   .  .  .  .keg  or  cask 

Caustic  .    ...  drum  or  lb. 
Sodium,    Acetiite    lb. 

Benzoate lb. 

Spermaceti    lb. 

Strychnine 01. 

Sulphate    oz. 

Strontium,    brom.    crys.    lb. 

Powdered lb. 

Terpin    hydrate    lb. 

Thymol    lb. 

Trional    oz. 

Turpentine,    spirits    .  .  .gal. 

Venice    lb. 

Urotropin  (and  Formin)  oz. 

Veratria os. 

Verdigris lb. 

Wax    Ceracine    lb. 

Bayberry      lb. 

Carnauba lb. 

Japan    lb. 

Paraffine lb. 

White No.  1  lb. 

No.  2  lb. 

Yellow lb. 

Zinc,  chloride,  fused   .  .  .oz. 

Iodide    oz. 

Oxide lb. 

Stearate    os. 

Compound oz. 

Aristol oz. 

Ichthyol    oz. 

Sulphate,  pure   lb. 

Common    lb. 

Salphocarbolate lb. 


.40 
.50 

2.00 
.80 
.73 
.30 
.40 
.40 

4.20 
.!)5 
.70 

4.00 
.20 
.34 
.90 
.20 
.75 

4.26 
.50 

■2M. 

.2% 
.25 
.90 
.55 
.00 
.  TO 
.80 

2.50 

1.10 

4.00 

1.2^ 

.90 

.12  V4 

.20 

2.25 
.30 
.30 
.40 
.70 
.25 
.15 
.65 
.45 
.45 
.10 
.65 
.15 
.20 
.50 

3.00 
.80 
.10 
.08 
.80 
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NuMUER  Nine 


Seasonable  Hints 
for  the  Druggist. 


Now  that  the  real  warm  weather 
is  over  and  the  fall  season  is  ap- 
proaching, the  druggist  should 
formulate  his  plans  for  maintaining  sales  at  a  good 
figure  from  now  right  up  to  the  opening  of  the  Christ- 
mas trade.  The  opportunities  for  business  are  many 
and  varied. 

The  fountain  and  ice  cream  parlor  should  be  main- 
tained in  full  swing.  The  sales  in  this  department  dur- 
ing the  fall  season  depend  to  a  large  extent  on  the 
dealer.  If  he  continues  to  give  it  prominence  and  em- 
phasizes it  in  his  advertising,  the  patronage  will  be 
much  larger  than  if  he  neglects  it  and  allows  it  to  drift 
into  the  background. 

This  is  a  good  time  to  again  make  a  feature  of  cam- 
eras and  supplies,  just  to  revive  interest  at  a  time  when 
it  is  somewhat  inclined  to  lag.  Developing  and  printing 
business  should  be  brisk  during  the  next  month.  People 
will  be  returning  from  their  summer  vacations  with 
many  films  and  plates  to  be  developed  and  printed.  A 
strong  bid  should  be  made  for  this  business. 

Housecleaning  supplies  will  also  be  in  demand  for 
the  semi-annual  clean  up.  The  druggist  should  feature 
all  those  lines  that  he  has  on  hand  that  will  assist  the 
housewife  in  her  work. 

With  the  coming  of  the  cooler  weather  the  flies  will 
be  making  a  big  eflfort  to  force  an  entrance  into  the 
house  and  many  will  succeed.  Ply  destroyers  will 
then  be  in  demand  by  the  housewife.  Keep  a  sutBcient 
stock  on  hand  to  care  for  this  demand. 

The  opening  of  school  will  bring  a  demand  for  school 
supplies  of  various  kinds  and  the  stationery  and  book 
department  will  benefit  as  a  result.  These  lines  should 
be  brought  to  the  front  and  displayed  prominently  for 
a  time. 

Everything  considered,  there  are  excellent  business 
opportunities  for  the  druggist  during  the  next  couple 
of  months,  and  it  behooves  every  dealer  to  make  a 
strong  bid  for  his  full  share  of  this  trade.  It  may  even 
be  advisable,  in  view  of  the  many  opportunities,  to 
spend  a  little  extra  money  in  advertising.  The  time 
to  go  after  business  strong  is  when  there  is  plenty  of 
trade  available. 


What  is  Sold  Webster   defined  a   druggist   as 

in  Drug  Stores?  "one  who  deals  in  drugs."    That 

definition  has  long  since  become 
far  from  complete,  for  to-day  the  articles  sold  in  the 
foremost  drug  stores  not  only  include  drugs  and  asso- 
ciated lines,  but  an  extensive  and  varied  list  of  other 
lines.  It  is  a  pretty  diflficult  problem  to  define  in  short 
form  the  articles  offered  for  sale  in  the  average  drug 
store. 

An  attempt  at  a  definition  was  made  recently,  how- 
ever, by  the  Pharmaceutical  Bra,  of  New  York,  which 
led  off  with  the  following  introduction: 

"Judging  from  the  window  displays  of  some  of  the 
large  stores  in  New  York  City,  it  would  be  much  easier 
to  make  out  a  list  of  commodities  which  are  not  sold 
in  drug  stores.  Drugs,  of  course,  are  a  comparatively 
small  item  in  most  stores,  and  the  rest  of  the  business 
consists  of  a  variety  which,  at  first  sight,  has  no  unity 
at  all,  and  cannot  possibly  be  grouped  under  a  general 
head.  No  drug  store,  or  pharmacy,  if  the  more  'pro- 
fessional' term  is  preferred,  yet  sells  automobiles  or 
motor  boats,  and  one  must  still  go  to  a  haberdasher 
for  collars  and  cravats.  Again,  the  comer  grocer  has 
the  call  in  selling  food;  the  corner  druggist  confines 
himself  mostly  to  infant  and  invalid  foods.  On  the 
other  hand,  some  of  the  large  chain  stores  were  selling, 
on  the  third  of  July,  large  American  flags  with  sockets 
for  attachment  to  motor  boats.  These  same  stores  sell 
eggs  by  the  dozen  at  Easter  time,  while  nearly  all 
pharmacists  offer  such  articles  of  clothing  as  paper  or 
felt  vests,  handkerchiefs,  and  bathing  caps.  How  can 
all  these  various  articles  be  classified?" 

The  definition  suggested  was  as  follows:  "Articles 
sold  in  drug  stores  are  such  as  come  in  actual  physical 
contact  with  some  part  of  the  body  when  in  use,  except- 
ing food  and  clothing."  This  definition  takes  in  drugs 
diid  medicines,  cigars,  soda  water,  toilet  articles,  sta- 
tionery, most  sundries,  perfumes,  candy,  rubber  goods, 
trusses,  crutches  and  some  jewelry.  It  does  not  take 
in  paints,  cameras  and  supplies,  phonographs,  or  flags. 
It  might  also  be  contended  that  the  aforesaid  automo- 
biles and  motor  boats,  as  well  as  a  score  of  other  ma- 
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chines,  are  not  excepted  in  this  definition,  although  they 
come  in  contact  with  the  body  when  in  use  equally  as 
much  as  stationery  and  some  other  lines  sold  in  the 
drug  store.  Hand  machine,  hardware  and  furniture 
might  well  be  placed  in  the  exceptions  as  well  as  gro- 
ceries and  clothing. 

As  stated  before,  a  definition  in  short  form  is  a  diffi- 
cult pro'blem.  Can  any  of  our  readers  suggest  an  im- 
proved definition  of  what  a  customer  may  hope  to  find 
when  he  crosses  your  threshold? 


Drug  Stores  The     arrangement     among     the 

Close  Wednesday  druggists  of  New  Glasgow,  N.S., 
Afternoon.  whereby  all  except  one  close  on 

"Wednesday  afternoons  during  a 
certain  period  of  the  year,  is  an  innovation  that  war- 
rants the  consideration  of  druggists  in  other  centres 
who  have  long  felt  the  need  of  a  regular  rest  from 
work  and  business  cares. 

Long  hours  and  continuous  labor  have  long  been 
an  unfavorable  feature  of  the  drug  business,  both 
from  the  standpoint  of  proprietor  and  clerk.  Men  in 
other  lines  of  trade  have  found  it  possible  to  enjoy 
a  weekly  half-holiday,  while  the  druggist  continued  to 
keep  his  shop  open  and  himself  confined  within  doors. 

There  is  no  doubt  that  there  is  more  reason  why  the 
druggist  should  be  continually  on  hand  than  the  dry 
goods  man  or  the  shoe  dealer,  but  the  druggists  of  New 
Glasgow  have  hit  upon  an  idea  that  gives  the  public 
and  doctors  a  satisfactory  service,  and  at  the  same 
time  allows  the  druggist  a  period  of  recreation,  with- 
out total  sales  being  affected. 

One  druggist  only  keeps  open  on  Wednesday  after- 
noon and  evening,  each  one  taking  his  turn  at  keeping 
open.  At  first  they  closed  only  during  July  and 
August,  but  the  period  now  covers  five  months,  and 
will  probably  eventually  be  extended  over  the  entire 
year. 

The  plan,  which  is  described  in  greater  detail  else- 
where in  this  issue,  is  well  worth  the  consideration  of 
other  druggists.  Long  hours  have  too  long  been  the 
nightmare  of  the  drug  trade. 


The  Why  of  In   the  majority  of  drug  stores 

the  Sidelines.  to-day,  the  so-called  sidelines  are 

all  important.  In  many  eases 
they  cannot  really  be  regarded  as  sidelines  becaus" 
they  are  the  mainstay  of  the  business.  To  them  is  given 
the  greatest  prominence  in  display  and  general  selling 
effort. 

One  reason  for  this  is  that  the  sidelines  make  big 
sales  possible,  and  not  only  that,  but  they  give  to  the 
dealer  an  appreciable  profit,  and  these  are  two  things 
that  every  merchant  who  is  in  business  for  something 
besides  his  health  must  give  consideration  to. 

Then  again,  as  pointed  out  by  the  manager  of  Can- 
ada's largest  drug  store — in  selling  sidelines  you  are 
catering  for  the  trade  of  the  well  people,  while  in  sell- 
ing drugs  only  you  are  catering  for  the  business  of 
the  sick.  He  has  figured  that  the  average  percentage 
of  people  requiring  medicines  is  only  5  per  cent.  "Why 
cater  to  this  5  per  cent.,"  he  reasons,  "when  there  is 
the  95  per  cent,  of  well  and  healthy  people  whose  trade 
is  worth  more  to  you?  There  is  only  a  limited  number 
who  return  for  additional  supplies  of  a  medicine  or 
prescription,  while  people  who  purchase  sidelines  are 
likely  to  return  again  and  again  for  them."  In  addi- 
tion, many  of  those  who  purchase  medicine   do  not 


visit  the  store  and  so  no  opportunity  is  presented  of 
selling  them  additional  goods. 

The  average  percentage  of  cost  in  selling  drugs  is 
also  larger  than  that  of  selling  the  average  sideline. 
The  prescription  department  must  be  in  charge  of  a 
competent  man,  who  receives  a  large  salary,  and  the 
total  amount  of  money  that  he  takes  in  for  the  amount 
of  time  spent  is  generally  considerably  smaller  than  he 
could  take  in  with  the  same  expenditure  of  time  and 
labor  in  other  departments. 

These  are  some  of  the  reasons  why  the  druggist  of 
to-day,  who  is  aiming  to  make  a  success  of  his  business, 
finds  it  advisable,  and  in  some  cases  essential,  to  feature 
the  so-called  sidelines  in  his  store. 


Druggists  are  Pea-  It  is  interesting  to  note  that  in  a 
turing.  Magazines.  magazine  window  dressing  com- 
petition, conducted  by  a  large 
American  publishing  house,  for  druggists  and  news- 
dealers in  the  United  States  and  Canada,  that  of  the 
hundreds  of  photographs  received,  25  per  cent,  came 
from  druggists,  and  this  in  spite  of  the  fact  that  many 
more  newsdealers  than  druggists  received  the  offer. 
Of  the  photographs  received,  the  newsdealers  sent  three 
times  as  many  as  submitted  by  druggists,  and  yet  the 
druggists  earned  69  per  cent,  of  the  prizes. 

This  showing  is  not  only  a  credit  to  the  drug  trade, 
but  it  demonstrates  that  druggists  are  going  in  more 
and  more  for  the  sale  of  magazines.  In  addition  to  the 
direct  profit,  which  is  appreciable,  this  line  is  valuable 
in  the  fact  that  it  brings  people  to  the  store.  People 
who  come  in  to  purchase  magazines  frequently  buy 
other  lines  before  leaving. 

The  figures  in  regard  to  this  contest  are  significant 
in  the  fact  that  they  show  that  the  drug  trade  find  it 
possible  to  produce  some  attractive  and  sales-creating 
windows  by  the  display  of  magazines.  Many  dealers 
feature  magazines  in  the  window  and  find  that  they 
give  life,  color  and  a  change  to  window  displays. 


Get  in  Line  Now  is  the  time  for  the  retailer 

for  Collections.  to  get  a  line  on  outstanding  ac- 

counts and  make  preparations 
for  an  aggressive  collection  campaign  just  as  soon  as 
the  time  is  ripe,  and  that  time  is  not  now  far  distant. 

The  supply  of  money  reaches  the  high  water  mark 
during  the  fall.  Farmers  begin  to  reap  the  results  of 
their  season's  labors  in  cash,  while  builders  and  other 
mechanics  are  generally  better  situated  financially  than 
at  any  other  time  of  the  year.  If  they  are  going  to  be 
able  to  pay  their  accounts  at  any  time,  it  is  now,  and  it 
behooves  the  dealer  to  make  a  strong,  determined 
effort  to  collect  outstanding  accounts. 

Preparations  should  be  made  now  to  strike  while  the 
iron  is  hot. 


A  Sign  of 
Disintegration. 


The  merchant  who  thinks  he 
knows  everything  about  his  busi- 
ness that  it  is  possible  to  learn  is 
usually  he  whose  business  is  no  larger  to-day  than  it 
was  yesterday  or  the  day  he  started.  And  so  it  will  be 
until  he  discovers  that  the  more  he  really  knoAvs  the 
more  there  is  for  him  to  learn. 

This  principle  is  as  true  in  business  as  in  science. 
The  ignorant  man  is  he  who  "knows  it  all." 
Business  building  is  one  of  the  most  interesting  and 
fascinating  games  in  the  world  to  those  who  are  daily 
conceiving  new  ideas  and  seeking  newer    and    better 
methods. 
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SHORT  NOTES  FROM  THE  EDITOR'S  PEN 

Look  to  collections. 

•  •     • 

Get  your  stock  in  shape  for  the  fall  trade. 

•  •     • 

Now  is  a  good  time  to  decide  to  attempt  extra  sales 

by  suggestion. 

•  •     • 

At  this  time  of  the  year,  all  eyes  are  naturally  turn- 
ed toward  Western  Canada. 

•  •     • 

What  do  you  think  of  the  all-night  drug  store?  If 
you  have  an  opinion  let  us  hear  from  you. 

•  •     • 

This  is  the  season  of  the  year  when  the  sale  of  hay 
fever  remedies  is  the  greatest.    Are  you  well  suppliedt 

•  •     • 

Read  the  staff  article  in  this  issue  on  Western  Can- 
ada— its  past  progress,  present  condition,  and  future 

prospects. 

•  •     • 

Prepare  now  for  your  fall  collection  campaign.  Be 
ready  to  strike  when  the  iron  is  hot,  and  that  time  is 
not  far  distant. 

•  •     • 

Careful  checking  in  all  departments  pays  a  clerk's 
salary  for  a  Medicine  Hat  firm.  Are  you  checking 
close  enough  in  your  business. 


War  time  makes  maps,  flags  and  patriotic  goods 
seasonable  articles,  and  druggists  who  stock  any  of 
these  lines  should  bring  them  to  the  front. 


With  the  bases  full  and  none  out,  it  isn't  taking  it 
easy  that  gets  the  pitcher  out  of  the  hole.  It's  determin- 
ation.   It  is  the  same  with  getting  a  business  man  out 

of  a  hole. 

•  *     * 

Do  you  anticipate  trade  and  order  goods  in  plenty  of 
time  to  meet  the  demand  when  it  comes?  Do  not  wait 
until  the  special  season  arrives  before  looking  to  re- 
quirements. 

•  •     • 

Don't  just  hope  for  an  increase  in  the  fall — hop 
around  lively  now  and  get  your  share  of  the  present 
business.  It's  all  right  to  keep  hoping — but  better  to 
keep  hopping. 

All  the  learning  in  the  store  ought  not  to  be  done 
by  the  beginners.  Even  the  man  who  has  worked  there 
longest  should  be  watching  continually  for  a  chance 
to  learn  something. 

•  •     • 

Black  spots  are  bound  to  appear  occasionally  on  the 
horizon  of  every  business  enterprise,  but  it  is  the  man- 
who  meets  them  with  a  smile  and  determination  who 
will  find  the  clouds  rolling  away  the  soonest. 


Are  you  an  association  officer?  If  so,  rememiber  that 
you  were  elected  not  for  a  day,  but  for  an  entire  year. 
Association  officers  not  infrequently  look  upon  their 
election  as  a  mark  of  recognition  and  forget  the  re- 


sponsibilities which  go  with  the  position.  An  officer 
who  is  active  only  during  the  meeting  or  for  a  few  days 
prior  is  like  the  church  member  who  saves  his  religion 
for  Sunday,  forgetting  it  for  the  remainder  of  the  week. 


Why  cater  to  the  small  percentage  of  sick  people 
with  only  a  limited  number  who  return  for  additional 
supplies  of  the  medicine  or  prescription,  when  there  is 
a  much  larger  percentage  of  well  people  with  a  healthy 
buying  power  and  who  are  likely  to  return  again  and 
again  for  the  sidelines  bought? 

•     •     • 

In  a  magazine  window  dressing  contest,  conducted 
by  a  publishing  house,  for  newsdealers  and  druggists 
in  Canada  and  the  United  States,  newsdealers  sent  in 
three  times  as  many  photographs  as  druggists,  and 
yet  the  druggists  carried  oft  69  per  cent,  of  the  prizes. 
A  pat  on  the  back  for  drug  store  window  trimmers. 
«     •     • 

One  of  the  most  foolish  names  for  a  sale  that  the 
writer  has  seen  in  a  long  time  was  that  used  by  a 
Winnipeg  firm  recently.  It  was  called  "A  hard  times 
sale,"  and  set  forth  that  "Times  are  bad  and  money  is 
tight."  Far  from  being  a  business  producer,  there  is 
little  doubt  but  that  it  was  a  trade-killer,  because  it 
suggested  at  once  to  a  probable  purchaser  that  money 
really  was  tight,  and  inclined  him  to  hold  on  to  his 
money  instead  of  spending  it. 


Always  use  the  positive  suggestion.  It  makes  sales. 
The  negative  suggestion  kills  them.  When  a  customer 
has  finished  purchasing  one  article,  don't  say,  "I  don't 
suppose  I  can  interest  you  in  soap  to-day?"  or 
"Wouldn't  want  some  candy  to-day,  would  you?"  or 
"I  don't  suppose  you  want  any  cigars,  do  you?"  Put 
a  positive  instead  of  a  negative  thought  in  the  cus- 
tomer's mind.  Say,  rather,  "What  is  next?"  or  "Bet- 
ter have  some  cigars  to-day?" 


Many  dealers  know  not  the  preciousness  of  silence. 
Anger  frequently  runs  away  with  their  .judgment  and 
they  fail  to  keep  the  proper  brakes  on  their  tongue. 
Too  many  people  think  aloud  and  then  offer  the  excuse 
that  they  always  "say  what  they  think."  It  is  fre- 
quently a  good  thing  for  the  man  in  business  not  to 
say  what  he  thinks.  What  may  be  right  enough  to 
think  or  what  one  cannot  help  coming  to  his  mind,  may 
not  be  quite  the  thing  to  put  into  words.  Think  before 
you  speak. 

•     •     • 

Dr.  Vincent  C.  Price,  the  inventor  of  cream  of  tartar 
baking  powder,  who  died  in  Chicago  last  month,  leav- 
ing a  fortune  estimated  at  several  millions,  made  his 
money-making  discovery  while  a  student  in  a  school 
of  pharmacy.  His  mother  had  a  reputation  as  a  bis- 
cuit maker,  as  the  story  goes,  but  her  biscuits  were  not 
for  herself.  She  could  not  digest  them.  Price  sat 
watching  his  mother  one  day  as  she  kneaded  biscuit 
dough.  Then  the  great  idea  came  to  him.  He  returned 
to  his  laboratory  and  began  a  series  of  experiments, 
which  ended  with  the  discovery  that  the  argols,  left 
in  the  vats  as  the  precipitation  of  the  grapes  in  wine 
manufacture,  when  refined,  not  only  did  away  with  the 
injurious  effects  of  hot  biscuit,  but  also  greatly  facili- 
tated the  work  of  making  them.  Soon  after  his  first 
baking  powder  appeared  OR  the  market.    . 
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General  Upheaval  of  Drug  Prices  Caused  by  War 

IVar  has  completely  disorganized  drug  and  chemical  markets — A 
scramble  for  supplies,  and  prices  go  up — The  Canadian  situation. 


HAVOC  lias  been  created  in  the  drug  market  by  the 
outbreak  of  the  big  war  on  the  Continent  of  Eu- 
rope which  has  spread  its  cloud  over  the  entire 
world.  A  month  ago  Canadian  drug  supply  houses 
looked  for  prices  on  the  majority  of  lines  to  mlaintain 
an  even  tenor,  and  believed  that  supplies  were  quite 
adequate  to  meet  the  expected  demand.  A  general  out- 
break of  war  and  the  drawing  of  the  majority  of  Euro- 
pean countries  into  the  melee  compleitely  changed  the 
aspect  of  things,  however.  The  drug  trade  is  seriousily 
affected  because  we  depend  upon  those  countries  right 
in  the  centre  of  the  war  zone  for  the  greater  portion  ot 
our  drugs.  Even  with  those  di-ugs  which  the  Canadian 
trade  procures  from  the  United  States,  many  of  them 
are  dependent  on  European  countries,  now  at  war,  for 
the  raw  material,  so  that  the  situation  in  these  lines  is 
nearly  as  bad  as  if  imported  direct. 

Drug  Market  Disorganized. 

At  any  rate,  the  ■outbreak  of  war  has  completely  dis.- 
organized  the  drug  and  cfhemical  markets.  Shipments 
of  all  crude  and  manufactured  articles  of  European 
origin  have  been  cut  off,  and  for  the  stocks  now  on 
hand  there  has  been  a  general  scramble,  with  the  nat- 
ural result  that  prices  all  along  the  line  have  advanced, 
the  upward  spurt  in  many  instances  being  very  mark- 
ed. One  instance  of  this  is  carbolic  acid,  which  nomin- 
ally sells  at  16  to  20  cents  on  the  Toronto  market,  but 
which  is  now  selling  around  the  65  cent  mark.    Epsom 


SaJlts,  with  a  usual  price  of  1%  cents  per  pound,  has 
sold  as  high  as  15  cents  per  pound.  Pot.  Permang 
shows  the  most  outstanding  jump,  the  extreme  advance 
of  600  to  700  per  cent,  being  reported.  Other  notable 
advances  will  be  found  recorded  elsewhere  in  this  arti- 
cle. 

More  Than  Temporarily  Affected. 

Sources  of  supplies  of  many  drugs  are  completely 
cut  off  for  the  present,  and,  naturally,  war  prices  are 
ruling.  Even  if  hostilities  quickly  come  to  a  close,  it 
will  take  some  time  to  get  supplies  and  prices  back  to 
normal,  because  the  producing  of  drugs  in  the  coun- 
tries at  war  will  be  seriously  interfered  with,  and  it 
will  take  some  time  for  them  to  recover. 

The  present  supply  situation  is  made  more  critical 
because  of  the  demand  for  certain  lines  for  t)he  in- 
creased needs  of  the  nations  at  war. 

Jobbers  Feeding  Out  Supplies. 

Drug  jobbers  have  adopted  the  policy  of  feeding 
supplies  out  to  retailers,  and  are  advising  their  cus- 
tomers to  conserve  their  stocks  as  much  as  po.9sible. 
Many  houses  report  that  if  they  desired  they  could 
sell  out  their  complete  stock  of  some  lines  in  a  day  and 
could  get  in  some  cases  most  any  price  they  desired  to 
ask.  There  are  many  industries  dependent  on  drugs 
and  chemicals,  and  while  they  generally  import  all 
their  necessities  direct,  many  of  them  are  now  trying 
to  procure  supplies  from  drug  supply  houses.    Several 


Some  of  the  Notable  Advances  in  Drugs 

Carbolic  acid  has  advanced  about  three  hundred  per  cent.  The  export 
of  this  has  been  prohibited  from  Great  Britain — both  refined  and  crude. 

Salicylates  have  been  greatly  affected  on  account  of  the  fact  that  they 
originate  principally  in  Germany.  Salicylic  Acid,  Salicylate  of  Soda,  Methyl- 
Salicylate  (Oil  Wintergreen,  Synthetic)  and  Phenyl  Salicylate  (Salol),  Acetyl- 
Salicylic  Acid  (Aspirin),  the  advance  running  on  these  from  fifty  to  one  hun- 
dred and  fifty  per  cent. 

Tartrates,  including  Rochelle  Salts,  Cream  Tartar,  Tartaric  Acid  and 
Seidlitz  Mixture,  increased  from  fifty  to  one  hundred  per  cent. 

Citric  Acid  and  Citrates,  including  also  Granular  Effervescent  Salts,  the 
advances  running  from  fifty  to  one  hundred  per  cent. 

Sulphur  Sublimed  Flowers,  roll  and  ground,  advanced  from  one  hun- 
dred and  fifty  to  two  hundred  per  cent. 

Pot.  Permang,  an  article  in  great  demand  as  a  disinfectant,  and  also 
used  largely  as  a  dye  material,  the  extreme  advance  is  reported  on  this  of  from 
six  to  seven  hundred  per  cent. 

Camphor,  which  emanates  from  Japan,  is  doubled  in  price. 

Bromides  and  Iodides  have  advanced  from  twenty-five  to  fifty  per  cent. 

Glycerine,  up-to-date  good  stocks  have  kept  down  the  price  to  some  ex- 
tent, but  this  article  is  stiffening  up  now  and  a  material  advance  is  expected 
in  the  near  future. 
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drug  jobbers  report,  however,  that  they  are  turning 
down  all  orders  frmn  outsiders,  and  are  reserving  their 
stock  for  the  drug  trade.  One  firm  in  Toronto  refused 
an  order  for  100  poiuids  of  sugar  of  milk  at  40  cents, 
although  they  are  selling  it  to  the  retail  trade  now  at 
25  cents.  This  article  is  bringing  extreme  figures  in  the 
Old  Country. 

No  Standard  of  Prices. 

Our  current  prices  on  drugs  and  chemicals  are  omit- 
ted this  month,  because  no  standard  prices  are  being 
((noted  by  any  drug  or  chemical  house.  They  simply 
ask  their  regular  customers  to  send  them  their  orders 
for  their  usual  re<|uirements,  stating  that  they  will 
supply  w<liat  they  can,  charging  them  the  current 
prices,  and  if  the  price  charged  is  not  satisfactory,  the 
customer  has  the  privilege  of  returning  the  goods  at 
once. 

"This  policy  we  have  found  it  necessary  to  adopt 
here,"  stated  T.  A.  Henderson,  manager  of  the  National 
Drug  and  Chemical  Co.,  Toronto.  "We  have  turned 
down  all  orders  from  outsiders  for  any  drugs  and 
chemicals  that  we  may  have  in  which  they  are  interest- 
ed, reserving  our  entire  stock  for  the  drug  trade.  We 
have  a  good  stock  on  hand,  which  we  are  husbanding 
carefully. ' ' 

"We  are  cutting  down  on  all  the  orders  received," 
states  Mr.  Noble,  of  Lyman  Bros.  &  Co.,  Ltd.,  Toronto, 
who  states  that  many  orders  are  coming  in  from  people 
with  whom  they  have  never  previously  dealt.  "We  are 
doing  our  best  to  conserve  supplies,"  he  says,  "because, 
even  with  cessation  of  hostilities,  it  will  be  a  consider- 
able time  before  supplies  begin  to  come  forward  in  any 
quantity. ' ' 

Many  Crude  Drugs  Come  From  Europe. 

hi  the  crude  drug  market,  so  many  important  crude 


drugs  come  from  Central  Europe  and  Mediterranean 
countries,  which  are  all  more  or  less  affected  by  this 
war,  that  the  advance  on  all  of  these  goods  has  been 
most  remarkable.  At  this  time  of  the  year  stocks  of 
these  goods  are  at  the  lowest,  as  all  importers  are 
awaiting  the  taking  off  the  new  crop,  which  in  a  few 
weeks  would  have  been  afloat.  This  crop  will  be  almost 
a  complete  loss  this  year,  as  only  a  small  proportion  of 
the  crop  will  be  harvested. 

U.  S.  Houses  Bought  Up  Supplies. 

An  important  contributing  factor  to  the  increased 
price  of  all  crude  drugs  has  been  the  action  of  large 
phiarmaceuticial  houses  in  the  United  States,  in  buying 
up  all  available  supplies  of  these  goods  as  soon  as  war 
broke  out.  The  United  States  consumes  an  immense 
amount  of  medicines,  more  per  capita  than  any  olSier 
country,  and  the  action  of  the  big  manufacturing  con- 
cerns who  supply  this  demand,  in  sweeping  the  market 
clean  of  all  stock.s,  has  resulted  in  all  important  botan- 
ical drugs  reaching  record  prices. 

Opium  and  Morphine  Up  in  Price. 

In  addition  to  the  advances  in  drugs  listed  elsewhere, 
opium  has  advanced  about  one  hundred  per  cent.,  and 
all  important  derivatives,  such  as  morphine  and  codein, 
have  been  advanced  in  price  correspondingly. 

Quinine,  senna,  insect  powder,  all  essential  oils, 
gums,  including  gum  arable  and  gum  tragacanth,  have 
all  advanced  in  price. 

Hydrogen  peroxide  is  also  a  very  important  article 
of  everyday  consumption,  which  depends  on  the  Old 
Country  for  the  raw  materials  necessary  for  its  manu- 
facture, and  the  cost  of  which  will  very  soon  have  to 
increase.    Manufacturers  on  this  side  have  already  ad- 


Big  Upward  Revision  in  Many  Lines 

Bismuths  and  Salts  have  advanced  75c  per  lb.,  which  is  equivalent  to  an 
advance  of  about  fifty  per  cent. 

Santonine,  a  product  of  Russia,  has  advanced  about  one  hundred  per 
cent.  This  affects  all  worm  remedies  which  depend  upon  Santonine  as  their  ac- 
tive ingredient. 

All  Potash  Salts  and  Caustic  Potasfti  have  more  than  doubled  in  price. 

Mercury  and  its  important  derivatives  have  all  been  affected,  the  metal 
having  advanced  oyer  one  hundred  per  cent,  and  the  Salts  correspondingly. 

All  Synthetic  Chemicals,  of  which  an  innumerable  quantity  have  been 
produced  of  late  years  from  laboratories  in  Germany  and  Switzerland,  have 
reached  famine  prices,  as  no  more  .will  be  obtainable  after  present  stocks  are 
used  up. 

Photographic  chemicals,  such  as  Metol  and  Hydrocjuinone,  are  included 
in  the  advance,  whic*h  on  these  articles  is  over  one  hiindred  per  cent. 

Epsom  Salts,  which,  aside  from  its  use  in  medicine,  is  used  largely  in  an 
industrial  wa.y,  has  made  a  new  record,  reports  having  reached  us  that  this 
article  has  sold  as  high  as  15c  per  lb.  in  Montreal,  whereas  the  usual  price  is 
l%c  per  Ih.  I 

Castile  Soap,  a  product  of  France,  has  advanced  a:bout  fifty  per  cent.  It 
will  very  (luickly  disappear  from  the  market  altogether  unless  fresh  supplies 
clan  be  secured  from  across  the  water. 
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vanced  their  prices,  and  some  have  withdrawn  quota- 
tions altogether. 
One  Firm  Has  Not  Put  Up  Medicines  or  Toilet  Goods. 

"Even  outside  of  the  higher  prices  caused  by  the 
increased  demand  and  the  shortage  of  supplies,  prices 
would  be  up  anyway  on  account  of  the  higber  insurance 
for  war  risks  that  have  to  be  paid,  the  advance  being 
from  10  to  15  per  cent,"  points  out  T.  A.  Henderson,  of 
the  National  Drug  and  Chemical  Co.,  Toronto. 

"One  very  important  line  of  goods  manufactured  by 
this  company — that  is,  the  line  of  Na-Dru-Co.  medi- 
cines and  toilet  articles — have  not  been  advanced  in 
price,  and  no  advance  will  be  made  so  long  as  the  raw 
materials  can  be  obtained  for  their  production,"  said 
Mr.  Henderson.  "The  same  policy  is  being  pursued 
with  regard  to  the  products  of  our  perfume  and  toilet 
article  department  in  Montreal,  and  this  will  be  con- 
tinued so  long  as  our  supply  of  raw  materials  holds  out. 
The  trade  will  no  doubt  be  very  much  interested  in  this 
important  pronouncement,  so  far  as  our  products  are 
concerned. 

Plenty  of  Iodides. 

"With  regard  to  such  important  chemicals  as  potas- 
sium iodides  and  all  other  iodides,  bismuth  subnit.  and 


subcarb.  and  other  salts  of  bismuth,  iodoform  and  bro- 
mides, the  National  Drug  and  Chemical  Co.  is  in  an 
unique  position  to  supply  all  demands  for  these  goods 
on  account  of  the  fact  that  they  are  producers  of  these 
goods  in  their  chemical  works  in  Montreal. 

"We  appreciate  very  much  the  fact  that  the  position 
we  have  to  fill  at  present  is  a  very  important  and  a 
very  difficult  one.  We  appreciate  IJhe  responsibility 
resting  upon  us  as  the  largest  dealers  in  drugs  and 
medicines  in  Canada.  We  are  doing  our  utmost  to  in- 
telligently take  care  of  a  difficult  situation." 

Xmas  Import  Orders  in  Pair  Shape. 

As  far  as  his  firm  is  concerned,  Mr.  Henderson  states 
that  tihey  will  be  able  to  care  for  about  90  per  cent,  of 
import  orders  for  the  Christmas  trade.  They  have 
made  a  policy  of  ordering  early,  and  this  year  it  has 
proved  a  good  one.  Enquiries  regarding  Christmas 
goods  have  been  coming  in,  particularly  from  dealers 
in  the  towns  and  villages,  who  are  apparently  looking 
forward  to  a  fairly  good  year,  despite  the  war,  as 
farmers  will  naturally  have  more  money  this  year  on 
account  of  the  higher  prices  they  will  receive  for  their 
grain  and  produce. 


Drug  Articles  Affected  by  War  Tax  Tariff  Increases 

Many  lines  handled  by  Druggists  are  affected  by  increased  Customs 
and  Excise    duties   imposed    by  Government  to    raise    war    tax. 


ON  top  of  all  the  high  prices  on  drugs  caused  by 
the  war,  comes  the  advance  which  must  follow 
on  many  lines  handled  by  druggists  as  a  result 
of  the  Government  putting  an  increased  Customs  and 
Excise  duty  on  certain  lines.  Alcohol,  of  course,  goes 
up  in  price,  and  as  it  enters  into  so  many  drug  prC; 
parations,  is  bound  to  have  an  eflfect  on  many  of  these. 
Medicinal  tinctures,  fluid  extracts,  elixirs,  etc.,  will  be 
affected,  whereas  the  advance  on  sugar  will  cause 
a  firmer  feeling  on  all  syrups,  cough  mixtures,  etc. 

Higher  Duty  on  Alcohol  and    Tobaccos. 

Advances  in  articles  which  the  druggist  handles  are 
indicated  by  the  following  tariff  changes: 

Alcohol— The  duty  is  increased  from  $2.40  to  $3  per 
gallon. 

Cigars — Increased  from  $2  to  $3  per  thousand. 

Manufactured  tobacco — Increased  from  5  to  10  cents 
per  pound. 

On  cigars  and  cigarettes  the  specific  duty  is  raised 
from  $3  to  $3.50  per  pound,  the  ad  valorem  duty  re- 
maining unchanged.  Cut  tobacco  is  increased  from  55 
to  65  cents  per  pound.  Manufactured  tobacco  N.O.P. 
and  snuff  are  increased  from  50  to  60  cents  per  pound. 

Chemical  Preparations  and  Perfumes. 

Chemical  preparations,  including  patent  medicines 
when  dry,  remain  unchanged ;  but  on  all  others  the 
duty  is  raised  from  50  to  60  per  cent.  If  they  contain 
more  than  40  per  cent,  of  proof  spirits,  the  specific 
duty  is  increased  from  $2.40  to  $3  per  gallon. 

On  alcoholic  perfumes  in  small  bottles,  the  duty  is 
raised  from  50  to  60  per  cent. ;  in  larger  bottles,  the 
specific  duty  is  raised  from  $2.40  to  $3.  The  ad  valorem 
duty  remains  unchanged, 


On  spirits  of  nitre  the  duty  is  also  raised  from  $2.40 
to  $3  per  gallon. 

On  medicated  wines  the  increase  is  from  50  to  60 
per  cent. 

Lime  and  Fruit  Juices  Higher. 

Lime  and  fruit  juices  having  not  more  than-  25  per 
cent,  of  proof  spirit  are  placed  under  a  duty  of  75 
cents,  instead  of  60  cents  per  gallon.  If  the  proof  spirit 
is  more  than  25  per  cent.,  the  specific  duty  is  raised 
from  $2.40  to  $3  per  gallon,  the  ad  valorem  duty  re- 
maining unchanged  at  30  per  cent. 

Lime  juice  and  fruit  juice,  N.O.P.,  are  increased 
from  22  to  221/4  per  cent,  under  the  general  tariff,  and 
from  15  to  171/2  per  cent,  under  the  preferential. 

Milk  foods  go  up  from  25  to  271/2  per  cent,  under 
the  general  tariff,  and  171/2  to  20  per  cent,  under  the 
British  preferential. 

Sugar,  Candy,  and  Chocolate. 

Raw  sugar  is  increased  from  57i/^  cents  to  $1,371/2 
per  hundred  pounds  under  the  general  tariff,  and  from 
40%  cents  to  $1.0334  under  the  British  preferential. 

Sugar  candy  and  confectionery  retains  its  present 
ad  valorem  duties,  but,  in  addition,  there  is  imposed  a 
specific  duty  of  i/^  cent. 

Cocoa  or  chocolate  paste,  sweetened,  general  tariff 
raised  from  4  to  ii'o  cents;  preferential  tariff 
from  31/2  to  4  cents.  Preparations  of  cocoa  or 
chocolate  in  powder  form,  general  tariff  raised  from 
25  per  cent,  to  27%  per  cent. ;  preferential  tariff,  up 
from  20  to  221/^  per  cent.  Cocoa  or  chocolate.  N.O.P., 
and  chocolate  confectionery  increased  from  half  cent 
to  1  cent  per  pound  in  all  tariffs. 
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Winnipeg  Convention  Postponed  Indefinitely 

On  account  of  the  dhturhed  conditions  caused  by  the  outbreak 
of  War  —  Postponement  decided  on  by  telegraphic  plebiscite 


ONE  month  ago  the  members  of  the  Canadian  Phar- 
niacfutieal  Association  were  looking  forward 
with  enthusiasm  to  the  big  convention  dated 
to  open  at  Winnipeg  on  August  17,  and  which  was  ex- 
pected to  be  one  of  the  most  successful  yet.  Both  the 
Dominion  and  local  executives  had  been  working  with 
this  as  their  ideal,  but  even  the  best  laid  plans  are  some- 
times upset  by  unexpected  developments.  The  unex- 
pected in  this  ease  came  in  the  form  of  an  outbreak 
of  war  in  Europe  that  aflPeeted  the  entire  world. 

Telegraphic  Plebiscite  Taken. 

With  the  rising  of  the  war  cloud,  the  executive  of  the 
0.  Ph.  A.  were  confronted  with  a  difficult  question  that 
had  to  be  decided  in  short  order.  That  question  was: 
"Is  it  advisable  to  postpone  the  convention?"  The 
rapidity  with  which  hostilities  developed  gave  no  time 
for  consultation  between  members  of  the  executive, 
and  yet.  with  the  convention  rapidly  approaching, 
prompt  action  was  necessary.  A  telegraphic  plebiscite 
of  the  executive  and  newly-elected  delegates  was  taken 
by  the  president,  with  the  result  of  an  almost  unani- 
mous vote  to  postpone  the  convention.  On  instructions 
from  President  Nesbitt,  the  secretary  notified  the  mem- 
bers throughout  Canada  that  the  Winnipeg  convention 
had  been  postponed  indefinitely. 

The  Official  Notification. 

The  notification  sent  out  by  C.  W.  Campbell,  secre- 
tary of  the  local  executive  was  as  follows : 

"Owing  to  the  very  serious  situation  that  has 
arisen  in  our  country  through  the  war  now  in  pro- 
gress, it  has  been  decided  by  the  general  executive 
to  postpone  the  convention. 

"It  has  been  deemed  the  wisest  course,  not  only 
possibly  because  it  is  the  right  attitude  to  take  at 
this  time,  but  it  is  felt  to  be  in  the  very  best  inter- 
ests of  our  association.  All  the  delegates  from  the 
Eastern  provinces  have  stated  their  inability  to 
-  attend,  as  have  also  the  delegates  from  British 
Columbia. 

"The  local  executive  sincerely  regret  that  this 
has  been  made  necessary,  but  regret  far  more  ex- 
ceedingly the  causes  that  have  made  this  course 
imperative.  Announcement  as  to  convention  date 
will  be  made  later." 

Postponement  is  Indefinite. 

The  postponement  is  indefinite.  It  is  impossible  to 
tell  at  this  juncture  when  it  will  be  held.  President  E. 
Nesbitt  sends  the  following  message  to  The  Retail 
Druggist  from  Winnipeg: 

"Until  the  atmosphere  is  somewhat  cleared,  our  ex- 
ecutive will  not  be  in  a  position  to  decide  upon  a  date." 

Regarding  the  papers  submitted  in  the  prize  com- 
petition conducted  by  the  local  executive.  Secretary 
C.  W,  Campbell  sends  word  that  "prizes  will  not  be 
awarded  until  the  general  executive  has  convened, 
which  will  be  prior  to  the  sitting  of  the  convention  when 
it  is  held." 

No  Other  Course  Open. 

It  is  regrettable  that  the  convention  had  to  be  called 
oflf,  after  all  the  preparations  were  complete,  but  under 


the  circumstances,  there  was  no  other  course  open.  A 
good  deal  of  work  in  regard  to  arrangements  will  have 
to  be  done  over  again,  when  another  date  is  decided 
on. 

The  lost  labor  in  this  regard  is  not  alone  confined 
to  the  executive.  The  Retail  Druggist,  for  instance, 
had  made  extensive  arrangements  for  the  covering  of 
the  convention,  so  as  to  give  readers  a  complete  report 
shortly  after  the  convention  closed.  The  Western 
Canadian  Pharmacist,  of  Winnipeg,  was  also  badly 
hit  by  the  unexpected  developments,  having  to  "kill" 
their  July  convention  edition,  which  was  already  pre- 
pared when  postponement  was  decided  on,  and  re-edit 
it.  We  extend  our  regrets  to  J.  Werner,  the  editor. 
It  was  from  him  that  the  first  message  came  through 
to  The  Retail  Druggist  regarding  the  postponement. 
It  read: 
"W.  J.  Bryans,  Editor,  The  Retail  Druggist: 

"Canadian  Pharmaceutical  convention  called  off  on 
account  of  war.  Do  not  know  when  it  will  be  held. 
Sorry  after  all  the  hard  work  we  did. ' ' 

One  thing,  however,  can  be  depended  on — that  the 
executive  and  the  trade  papers  when  another  date  is 
selected  for  the  convention  will  take  up  the  work 
again  with  enthusiasm  and  continue  their  aim  to  make 
the  Winnipeg  convention  the  most  successful  yet  held. 


NO  GERMAN  RIGHTS  EXIST  IN  CANADA 

A  court  judgment  of  considerable  significance  was 
given  in  Toronto  on  August  27,  when  Judge  Morson, 
in  a  Division  Court  suit,  ruled  that  German  firms  have 
absolutely  no  status  in  this  country. 

"We  are  at  war  with  Germany,  and  by  the  law,  so 
long  as  a  state  of  war  exists,  no  German  firm  has  any 
status  in  a  Canadian  court,"  he  stated,  in  refusing  to 
give  judgment  in  a  case  in  which  a  German  firm  sued  a 
Canadian  firm  for  $59.77. 


The  way  to   develop  confidence  is  to   assume  that 
you  are  competent  to  handle  any  class  of  trade. 


CASH   REGISTER   USED   AS   ADDING   MACHINE. 

BEVERLY  Mcdonald,  of  Plcton,  Ont.,  finds  his 
cash  register,  which  is  a  total  adding  one,  useful 
and  valuable  in  many  ways.  He  frequently  uses 
it  as  an  adding  machine.  The  sums  that  it  is  required 
to  add  are  punched  on  the  register,  which  keeps  track 
of  the  totals  as  it  goes  along.  The  register  may  he 
set  for  this  purpose,  so  that  it  is  not  necessary  for  the 
cash  drawer  to  go  in  and  out  each  time  an  amount  is 
punched. 

The  register,  of  course,  has  to  he  used  for  this  pur- 
pose after  the  day's  business  is  over,  and  the  day's 
business,  in  so  far  as  the  cash  register  is  concerned,  has 
been  totalled  up.  It  is  found  of  immense  value  In 
making  up  totals  of  cash  or  credit  sales,  amount  receiv- 
ed on  account,  etc.,  for  any  period,  and  especially  be- 
cause it  can  be  depended  on  as  to  accuracy.  It  is  ex- 
tremely useful  in  making  up  totals  in  stocktaking,  and 
in  other  additions  of  figures  that  are  tedious,  or  where 
accuracy  is  demanded. 
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NEWS  OF  THE  BUSINESS  WORLD 


Comment  on  Current  Events,  by  W.  L.  Edmonds 


Effect  of  the  War 
on  Drugs  and 
Chemicals. 


There  is  naturally  a  good  deal 
of  pertui^ation  in  Canada  over 
the  ultimate  effect  of  the  war 
on  her  supply  of  drugs  and 
chemicals. 

Under  the  elassifieation  of  drugs,  chemicals,  and 
dyes,  the  total  importations  last  year  were  valued  at 
.$16,500,000.  Of  this  amount  .$13,363,871  came  from  five 
countries,  namely,  the  United  States,  $8,721,953 ;  Great 
Britain,  $3,157,729 ;  'Germany,  $749,905 ;  France,  $597,- 
159 ;  and  Belgium,  $137,225. 

The  only  country  among  this  group  from  which  our 
imports  of  drugs  and  chemicals  is  likely  to  cease  is,  of 
course,  Germany,  although  those  from  all  countries 
except  the  United  States,  will  in  all  probability  experi- 
ence a  decrease.  For  the  time  being,  therefore,  it  is 
our  supply  from  Germany  that  gives  us  the  most  con- 
cern. 

Our  chief  imports  from  Germany  under  the  general 
classification  of  drugs,  chemicals,  and  dyes  are  as  fol- 
lows: Acids,  $21,800;  alum,  $15,540;  aniline  and  coal 
tar  dyes,  $228,468 ;  antimony  salts,  $2,197 ;  sulphide  of 
arsenic,  $2,068 ;  cyanide  of  potassium,  etc.,  $12,196 ;  dex- 
trine, $5,360;  gelatine  and  isinglass,  $13,465;  glycerine, 
crude,  $17,050;  indigo  and  indigo  paste,  $28,600; 
medical,  chemical,  and  pharmaceutical  preparations, 
$55,000 ;  potash  in  various  forms,  $128,512 ;  salts  of 
quinine,  $4,405;  sal  ammoniac,  $14,056;  bichromate  of 
soda,  $4,917;  nitrate  of  soda,  $15,371;  sulphide  of 
sodium,  $4,696;  sulphuric  ether,  chloroform,  and  solu- 
tion of  peroxides  of  hydrogen,  $2,438;  tartaric  acid 
crystals,  $125,000. 

Indirectly,  Germany  plays  even  a  more  important 
part  in  our  drug  and  chemical  trade  than  the  trade 
returns  above  quoted  indicate,  for  it  must  be  remem- 
bered that  into  the  manufacture  of  many  of  the  lines 
imported  from  other  countries  have  entered  materials 
imported  from  Germany. 

There  is  probably  no  line  of  merchandise  upon  which 
the  war  will  have  such  a  world-wide  effect  than  that 
appertaining  to  the  drug  and  chemical  trade. 


Other  Lines  Besides    drugs    and    chemicals, 

Affected  by  there  are  many  other  lines  import- 

the  War,  ed  from  Germany  in  which  drug- 

gists throughout  Canada  are 
more  or  less  interested. 

Among  these  lines,  and  the  value  of  each,  may  be 
mentioned:  Toys,  $1,127,726;  bottles,  etc,  $66,248; 
cutlery,  $400,000;  surgical  and  dental  instruments, 
$31,396 ;  phonographs,  $5,789 ;  oils,  $42,900 ;  optical  in- 
struments, $92,800;  paints  and  colors,  $231,478;  photo- 
graphic paper,  $23,713;  pencils,  $74,759;  perfumery, 
$22,560;  satchels  and  card  cases,  purses,  etc.,  $78,693; 
seeds,  $81,000 ;  soap,  $7,662 ;  tobaccos,  $186,500 ;  tobacco 
pipes,  cigar  cases,  and  smokers'  supplies,  $25,868;  wax 
and  manufactures  of,  $12,296. 

The  aggregate  value  of  all  our  imports  from  Ger- 
many is  nearly  $15,000,000.  This  the  war  has  put 
hors  dte  combat.  It  is  to  be  hoped  that  the  Germans 
themselyes  will  soon  be  placed  in  a  similar  position. 


Our  Drug  and  In  the  opinion  of  the  Canadian 

Chemical  Exports  to  Trade  Commissioner  in  Birming- 
United  Kingdom.  ham,  a  branch  of  industry  in 
which  Canada  is  steadily  ad^ 
vancing  is  that  of  drugs.  "Her  sales  to  the  United 
Kingdom,"  he  says,  "were  valued  at  £3,024  in  1909; 
last  year  they  had  advanced  to  £6,306.  The  value  of 
Canada's  exports  is  certainly  small  in  relation  to  the 
total  annual  imports* — £1,302,860 — but  it  shows  that 
extension  of  sales  is  possible." 

According  to  the  Canadian  trade  returns;  our  exports 
last  year  to  the  United  Kingdom  under  the  general 
classification  of  drugs  and  chemicals,  were  valued  at 
$521,566;  distributed  as  follows:  Acetate  of  lime, 
$211,317;  calcium  carbide,  $1,337;  senega  root,  $15,609; 
phosphorus,  $62,543;  all  other  drugs  and  chemicals, 
$230,760. 

Our  total  exports  of  drugs  and  chemicals  to  all  cotin- 
tries  were  $1,746,567,  and  the  proportion  of  this  sent 
to  the  United  Kingdom  was  about  24  per  cent. 


The  End  Justifies 
the  Means. 


From  a  strictly  legal  standpoint, 
the  action  of  the  Finance  Minis- 
ter in  giving  permission  to  the 
chartered  banks  to  issue  at  this  time  emergency  cur- 
rency is  illegal.  From  the  standpoint  of  the  country's 
financial  and  commercial  welfare,  it  is  right  and  proper. 

According  to  the  Act,  the  period  when  a  bank  can 
issue  currency  beyond  the  amount  of  its  paid-up  capital 
is  confined  to  the  six  months  of  the  year  beginning 
with  October  1,  and  then  it  can  do  so  to  the  extent  of 
15  per  cent,  of  its  combined  capital  and  reserve. 

The  purpose  of  this  provision  is  to  give  the  cur- 
rency of  the  country  greater  elasticity  during  the  crop- 
moving  period,  when  it  undergoes  its  severest  strain. 
No  provision  was  made  for  any  other  eventuality, 
either  in  time  of  peace  or  war. 

War  is  now  an  actuality,  and  financial  stress  and 
strain  practically  a  certainty.  It  is  to  avert  this  as 
much  as  possible  that  the  Hon.  "W.  T.  "White,  the  Min- 
ister of  Finance,  has  taken  the  course  he  has.  True,  it 
may  not  be  strictly  "according  to  Hoyle." 

But  the  necessities  of  the  country  should  always  be 
held  superior  to  the  technicalities  of  the  law. 

"When  a  thing  ought  to  be  done,"  remarked  a 
prominent  public  man  to  the  writer  some  years  ago, 
"do  not  stop  to  split  hairs  over  technicalities,  but  do 
it  and  leave  the  task  of  splitting  hairs  to  the  law- 
yers." 

This  may  be  a  dangerous  doctrine,  but  when,  as 
with  the  recent  act  of  the  Finance  Minister,  the  end 
justifies  the  means,  few  there  are  who  will  venture  a 
disapproval  of  it. 

At  any  rate,  the  Finance  Minister  was  not  without  a 
precedent  for  his  action.  Seven  years  ago,  when  a 
plea  came  to  the  Government  from  the  West  for  assist- 
ance to  move  the  crops,  the  Hon.  W.  S.  Fielding,  the 
then  Minister  of  Finance,  unauthorized  by  the  law,  per- 
mitted the  banks  to  issue  emergency  currency.  It  was 
only  after  this  that  Parliament  amended  the  Banking 
Act  in  order  to  make  legal  such  practice. 
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Peppermint  Among  the  industries  which  have- 

Production  been   coming   to   the     front     in 

in  Japan.  Japan  of  late  years  is  that  ap- 

pertaining to  peppermint.  In  its 
early  stages  its  growth  was  intermittent,  but  during 
the  last  two  or  three  years  there  has  been  marked  de- 
velopment, there  being  a  doubling  of  acreage  and  pro- 
duction in  two  years.  The  production  has  now  reached 
the  substantial  figure  of  8,500,000  lbs. 

The  exports  of  peppermint  oil  last  year  were  valued 
at  over  half  a  million  dollars.  Of  this  amount,  Germany 
purchased  $128,500  worth,  England  $115,000,  and  $106,- 
500  worth  was  credited  to  China,  India,  France  and 

America. 

•     •     •     •    . 

Canadian  Salt  Won.  The  experts  of  the  Ontario  Agri- 
cultural College  at  Guelph  have 
been  conducting  a  series  of  tests  in  order  to  determine 
the  relative  merits  of  English  and  Canadian  salt  for 
butter-making  purposes. 

Two  years  ago,  when  the  test  was  first  made,  it  was 
determined  that  there  was  very  little  difference  as  to 
the  relative  merits  of  the  two  descriptions  of  salt.  The 
manufacturers  of  the  English  salt  used  were  not,  how- 
ever, satisfied.  They  contended  that  the  salt  of  their 
make  used  had  been  in  stock  for  some  time,  and  that 
with  a  fresher  article  better  results  would  be  obtained. 

Last  year  the  tests  were  continued,  and  while  the  re- 
sults showed  that  there  is  very  little  difference  between 
the  two  descriptions  of  salt,  the  little  difference  there 
was  again  favored  the  Canadian-made  article. 

Except  for  the  use  of  the  fisheries,  practically  all  the 
salt  imported  by  Canada  last  year  came  from  the  Unit- 
ed States.  The  quantity  was  635,178  cwt.,  and  the 
value  $149,043.  Only  $102  worth  came  from  other  coun- 
tries. Of  the  total  imports  461,961  cwt.  were  in  bulk 
and  173,217  cwt.  in  bags,  barrels  and  other  packages. 

In  view  of  the  absence  of  their  salt  from  the  Can- 
adian market  for  ordinary  purposes,  it  is  not  surprising 
that  the  English  manufacturers  would  be  anxious  for  a 
favorable  decision  on  their  product,  particularly  for 
use  in  the  great  dairying  industry. 

When  it  comes  to  salt  for  the  fisheries,  the  British- 
made  article  predominates  over  all  imported  descrip- 
tions, no  less  than  1,185,153  cwt.  out  of  a  total  of  2,291,- 
230  cwt.  which  passed  through  the  Canadian  Customs 
being  from  Great  Britain.  The  order  of  other  coun- 
tries was :  United  States,  308,489  cwt. ;  British  West 
Indies,  236,577  cwt. ;  Spain,  343,689  cwt. 

Salt  of  all  kinds,  when  imported  from  Great  Britain, 
is  free.  When  from  the  United  States  it  is  free  only 
when  for  use  in  the  sea  fisheries ;  when  in  bags,  barrels 
and  other  packages,  it  is  7i/^c  per  cwt.,  with  an  addi- 
tional 25  per  cent,  on  the  containers. 


THE  COST  OF  ADVERTISING. 

Is  advertising  an  expense  or  an  investment  ?  This 
question  arises  from  the  argument  put  forth  by  a  dealer 
that  he  could  sell  his  goods  cheaper  because  he  had  no 
advertising  expense.  Let  us  see  whether  his  argument 
was  well  founded. 

Advertising  Reduces  Cost  of  Distribution. 

In  manufacturing  we  have  seen  all  kinds  of  progress ; 
we  have  seen  a  certain  product  made  entirely  by  hand, 
then  we  have  seen  certain  parts  of  the  work  done  by 
machinery,  and  later  see  one  machine  doing  several 
parts  of  the  work  at  once.  This  brought  the  cost  down, 
even  though  these  machines  may  have  cost  thousands 
of  dollars  for  the  first  outlay. 


Distribution  is  a  part  of  the  legitimate  cost  of  an 
article.  If  then,  we  reduce  the  cost  of  this  distribu- 
tion, can  it  be  said  that  the  consumer  is  paying  for  that 
which  causes  this  reduction,  any  more  than  it  could  be 
said  that  the  consumer  was  paying  for  these  other  cost- 
cutting  machines  ?  Advertising,  well  done,  means  that 
where  one  article  was  sold  before,  from  five  to  ten  are 
sold  as  a  result  of  the  investment  in  publicity.  This 
brings  the  cost  of  distribution  down  proportionately, 
just  the  same  as  the  use  of  the  machine  brings  down 
the  manufacturing  cost. 

Advertising  means  also  that  the  salesman  will  not 
have  to  spend  the  time  in  making  sales  that  he  did  be- 
fore. His  goods  are  introduced,  so  to  speak,  before  he 
reaches  the  buyer.  The  salesman  bears  the  same  re- 
lation to  advertising,  or  should,  as  the  operator  does 
to  the  machines.  A  man  may  build  a  machine  that 
will  do  the  actual  work  of  making  his  product,  but  it 
takes  the  skilled  operator  to  bring  the  cost-cutting  re- 
sults out  of  the  machine.  So  it  is  with  the  salesman, 
whether  he  is  selling  to  the  dealer  or  to  the  consumer. 
Advertising  is  the  machine  which,  if  the  salesman  does 
his  part,  will  cut  the  cost  of  distribution  and  thus  cut 
the  average  cost  for  the  end  of  the  year. 


SEMI-CENTENNIAL  AT  ST.  LOUIS  COLLEGE. 

The  St.  Louis  College  of  Pharmacy  will  celebrate 
its  semi-centennial  early  in  November,  and  is  anxious 
to  hear  from  every  living  person  who  ever  matriculated 
in  the  school.  Dean  II.  M.  Whelpley  asks  us  to  so 
inform  readers  of  The  Retail  Druggist.  Those  who 
have  ever  attended  the  college  should  send  their  name 
and  address  at  once  to  Fred  W.  Sultan,  chairman,  112 
North  Second  street,  St.  Louis. 


A  NATIONAL  CIGAR  DAY. 

Oetober  12  of  this  year  has  been  set  on  as  National 
Cigar  Day  in  the  United  States,  when  all  those  inter- 
ested in  the  sale  of  cigars  will  make  a  grand  effort  to 
boost  their  sale.  It  is  suggested  that  an  effort  be  made 
to  induce  social  clubs,  lodges,  and  societies  in  all  sec- 
tions to  hold  smokers  in  tihe  evening  of  that  day. 


Passing  Business  Thoughts 

Bt  W.  L.  E. 

If  you  cannot  get  all  the  business  you  "want  get  all 
that  ingenuity  and  industry  will  bring. 

■  It  is  only  stock  that  is  pushed  which   turns  over 
quickly. 

It  may  be  wise  to  wait  for  your  best  girl,  but  it  is 
foolishness  to  wait  for  business. 

Don't  knock  your  competitor  in  order  to  coax  busi- 
ness from  a  customer. 

While  advertising  possesses  great  potency,  it  will 
scarcely  save  a  badly  managed  business  from  sinking. 

Service  counts  more  than  price  with  the  average 
customer ;  and  yet  there  are  business  inen  who  seem 
to  think  the  order  is  reversed. 
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AU-Night  Service  Maintained  by  Calgary  Druggist 

Jas.  Findlay,  a  druggist  located  on  one  of  the  main  streets  of  Calgary,  Alberta, 
inaugurated  an  all-night  service  two  years  ago  and  states  it  is  a  profitable  proposition 

Br  A  STAFF  EDITOR 


A  FEATURE  of  the  business  of  Jas.  Findlay,  of  Cal- 
gary, Alberta,  is  that  an  all  night  service  is 
maintained.  He  is  one  of  a  few  Canadian  drag- 
gists  who  have  inaugurated  this  idea  in  their  business. 
Of  course,  we  would  not  expect  to  see  the  open-all-night 
plan  become  very  widespread,  because  there  is  not  a 
demand  for  this  service  in  every  locality — at  least  not 
sufficient  to  make  its  inauguration  profitable  for  the 
dealer.  Mr.  Findlay  states,  however,  that  for  him  it  is 
proving  a  good  business  proposition,  both  from  the 
amount  of  trade  secured  as  a  result  and  from  a  profit 
standpoint.  In  addition,  the  very  fact  that  he  main- 
tains an  all  night  service  has  a  certain  advertising  value 
that  has  to  be  taken  into  consideration. 

Where  Night  Trade  Comes  From. 

The  Findlay  store  has  been  keeping  open  all  night 
for  over  two  years,  and  an  opportunity  has  thus  been 
afforded  of  a  real  test  of  the  merits  of  the  idea.  Mr. 
Findlay 's  opinion  of  it  is  summed  up  in  his  statement 
that  he  finds  it  good  business.  He  points  out  that  in  a 
large  centre  like  Calgary,  there  is  always  a  certain 
number  of  pedestrians  on  the  street  during  the  entire 
night.  In  addition,  the  prescription  trade  is  a  worth- 
while feature.  The  doctors  are  all  acquainted  with  the 
fact  that  the  store  is  open,  and  so  direct  people  who  se- 
cure prescriptions  during  the  iiight  to  it.  The  trade 
of  people  going  to  and  coming  from  night  trains  forms 
a  no  small  section  of  this  night  business,  this  store  being 
located  not  far  distant  from  the  depots. 

As  to  Its  Profitableness. 

Is  the  trade  secured  large  enough  to  really  warrant 
keeping  open  all  night?  When  expenses  are  taken  into 
consideration,  is  it  really  profitable?  These  are  ques- 
tions which  will  at  once  suggest  themselves  to  the 
reader. 

As  to  the  first  question,  records  kept  over  a  consider- 
able length  of  time  showed  an  average  business  of  over 


$30  per  night,  while  sometimes  sales  run  as  large  as 
$50. 

Mr.  Findlay  states  that  it  does  not  mean  much  extra 
expense,  the  clerk's  salary  and  lighting  being  the  prin- 
cipal items.  The  net  profit  on  the  night  business  is, 
therefore,  quite  large  because  rent  and  similar  items 
which  would  have  to  be  paid  anyway,  do  not  have  to  be 
taken  into  consideration  in  reckoning  the  expenses  in 
connection  with  the  night  trade. 

Clerk  on  Duty  Puts  Store  in  Shape. 

The  clerk  on  the  night  shift  comes  on  at  11  o'clock 
and  works  until  8  in  the  morning.  He  is  never  kept 
real  busy  all  the  time,  and  so  has  an  opportunity  of  fix- 
ing up  the  store  and  bringing  required  stock  to  the 
front.  Some  of  the  night  men  who  have  a  taste  for 
window  trimming  arrange  the  window  displays.  This 
is  a  good  idea^ — changing  displays  when  the  streets  are 
less  frequented.  Loss  of  selling  power  while  changing 
is,  in  this  way,  reduced  to  a  minimum. 

Mr.  Findlay  points  out  the  need  of  getting  men  for 
night  duty  who  can  be  depended  on.  Some  men  may 
even  be  honest  in  the  fact  that  they  would  not  think  of 
eheatmg  their  employer,  and  yet  dishonest  in  the  fact 
that  they  would  not  put  in  their  time  to  advantage  dur- 
ing the  night.  The  choice  of  a  night  man  is,  therefore, 
a  matter  of  importance. 

A  dependable  clerk  will  find  time  every  night  to  do 
considerable  work  in  arranging  displays,  fixing  silent 
salesmen  and  in  other  ways  putting  the  store  in  shape 
so  that  when  the  staff  of  day  clerks  arrives  in  the  morn- 
ing everything  is  in  shape  for  them  to  start  the  day's 
business  in  earnest. 

Editorial  Note. — There  are  a  few  other  druggists  in 
Canada  who  run  all  night  stores,  and  there  are,  no 
doubt,  many  others  who  have  opinions  on  the  idea.  We 
would  like  to  hear  the  experiences  or  opinions  of  any 
such  on  this  question.    Send  them  along. 


Tfoor>o 


T?oor\-\ 


k- 


OFFfce 


D  6  L  '  V  Fl  ?  V 


A 


Te/\     Ko  o  rvA 


OOuq   i 


OlSPeiV  ^iix  J 


A 


50  D  A 


<i  f-t  \  e  A  L, 

D  e  p  T, 


Layout  of  the  rear  section  of  the 
main  store  of  the  Jas.  Findlay 
Drug  Company  at  Calgary,  Al- 
berta, a  description  of  whicii  is 
(riven  in  the  two  following  pages. 
The  fountain  and  tea  room  are 
big  departments  all  the  year 
round.  The  rest  room,  special 
truss  room  and  dispensary  open 
to  plain  view  of  customers  are 
features  of  the  store. 
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Has  Increased  Business  to  Six  Times  First  Year's  Trade 


Jas.  Findlay,  Calgary,  Alta.,  has  increased  business  to  six  times  the  figures 
of  his  first  year  in  business — Features  of  his  store  and  business  methods 


By  A  STAFF  EDITOR 


THIRTEEN  years  ago  Jas.  Findlay,  an  eastern 
druggist,  hailing  from  Pembroke,  Ont.,  arrived 
in  Calgary,  Alberta,  and  purchased  a  drug  store 
on  the  main  street  of  that  town — for  it  was  only  a  town 
at  that  time,  with  a  population  of  some  7,000  people. 
It  was  destinetl  for  better  things,  however,  and  to-day 
we  find  it  developed  into  a  city  of  75,000.  This  is  a  re- 
markable increase  for  such  a  short  period  of  time,  but 
the  business  of  Mr.  Findlay  has  not  been  lagging  be- 
hind by  any  means.  It  started  off  with  a  good  spurt  the 
first  year,  showing  an  appreciable  increase  over  the 
sales  of  his  predecessor.  Record  increases  have  been 
made  from  year  to  year,  and  to-day  the  yearly  sales 
are  six  times  larger  than  the  figures  for  the  first  year 
in  business. 

The  Arrangement  of  the  Store. 

The  store  has  been  maintained  in  the  same  favorable 
location  on  the  main  street,  but  expansions  have,  of 
course,  been  made  to  care  for  the  increasing  trade  and 
reach  out  for  moi*e.  The  adjacent  store  has  been  t-aken 
in  and  their  present  premises  extends  back  to  what 
used  to  be  the  rear  of  the  back  yard.  The  store  has 
developed  into  an  extensive  and  well-arranged  estab- 
lishment. The  arrangement  and  layout  are  shown  in 
the  two  cuts  reproduced  here — one  being  of  the  front 
section  of  the  store  and  one  of  the  rear.  There  are 
two  large  show  windows  with  entrances  to  the  street  on 
both  sides. 

Extensive  Use  of  Silent  Salesmen. 

A  cigar  department  extends  across  the  front  of  the 
store.  Wall  cases  extend  down  both  sides,  with  two 
mirrors  indented  on  each  side.  The  counters  down  each 
side  are  silent  salesmen.  Those  down  the  right  side  dis- 
play leather  goods,  brushes,  tooth  brushes,  sponges, 
shaving  accessories  and  rubber  goods.  The  range  down 
the  other  side  includes  leather  goods,  perfumes,  shaving 
preparations,  toilet  articles,  brushes  and  fountain  pens. 


The  store  is  plenty  wide  enough  to  accommodate  two 
rows  of  silent  salesmen  down  the  centre.  The  lines  fea- 
tured in  these  are  indicated  on  the  plan  of  the  front 
section  of  the  store  reproduced  here. 

Glass  Front  to  Dispensing  Room. 

All  the  important  features  are  not  in  the  front  sec- 
tion of  the  store  by  any  means.  On  one  side  to  the  rear 
of  the  main  section  is  the  dispensing  room,  arranged  on 
the  square  plan,  so  as  to  give  compactness.  A  feature 
of  the  dispensing  room  is  that  it  has  a  glass  front  so 


HAVE  OPENED  NEW  DRUG  STORE. 

A  SECOND  drug  store  has  been  opened  in 
Calgary  by  the  James  Findlay  Drug 
Company  at  the  corner  of  First  street 
west  and  Eighth  avenue.  It  is  a  particularly 
well  arranged  establishment,  with  many  out- 
standing features,  and  a  description  of  it  will 
be  given  in  a  coming  issue  of  The  Retail  Drug- 
gist. 


that  people  in  the  store  can  see  right  into  it  and  note 
the  cleanliness  and  orderly  arrangement  maintained, 
because  it  is  kept  attractive  and  bright.  The  dispensers 
all  wear  white  coats.  Behind  the  dispensing  room  is 
the  surplus  drug  stock  arranged  on  shelves  with  the 
delivery  counter  adjacent.  There  is  also  a  private  office 
in  this  section  as  well  as  a  special  truss  room,  while 
the  space  farther  back  is  used  for  general  storage. 

A  Rest  Room  and  Optical  Department. 

At  the  entrance  to  the  fountain  and  tea  room  depart- 
ment there  is  a  rest  room  arranged  which  customers  are 
invited  to  make  use  of.    It  is  equipped  for  their  con- 
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Arrangement  of  the  front  sec- 
tion of  the  main  store  of  the  Jas, 
Findlay  Drug  Co.,  Calgary.  The 
counters  down  each  side  are  si- 
lent salesmen,  as  are  also  the 
double  row  of  counters  down  the 
centre.  The  cigar  department 
at  the  front  is  not  conducted  by 
by  the  Arm,  the  space  merely  be- 
ing rented  out. 
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venienee.  It  is  in  a  splendid  location,  for  any  person 
using  it  would  naturally  be  inclined  to  patronize  the 
fountain  or  tea  room. 

Close  to  it  is  located  the  optical  department,  which 
Mr.  Findlay  finds  a  good  side  line  for  the  drug  business. 
It  is  not  only  a  profit  maker  in  itself,  but  it  is  valuable 
from  the  fact  that  it  brings  a  considerable  number  of 
people  to  the  store  who  otherwise  probably  might  not 
visit  it.  It  is  in  charge  of  a  competent  man — a  neces- 
sity in  the  conduct  of  an  optical  department. 

Soda  Fountain  and  Tea  Room  Big  Feature. 

The  soda  fountain  and  tea  room  prove  big  features 
of  their  business  during  both  the  winter  and  summer 
During  the  cold  weather  the  patronage  of  the  tea  room 
is  the  largest,  light  lunches  being  served.  In  addition 
to  the  regular  lines  like  sandwiches,  etc.,  such  lines  as 
soups  are  also  served.  Being  located  at  the  rear,  peo- 
ple visiting  this  department  have  to  pass  a  long  range 
of  display,  and  this  assists  materially  in  bringing  many 
lines  to  their  notice. 

The  soda  fountain  is  an  attractive  one,  with  a  row 
of  serving  tables  extending  along  the  wall  in  the  same 
room.  There  is  an  archway  at  the  entrance  to  the  tea 
room  and  at  one  side  the  cashier's  office  is  located, 
there  being  a  cash  carrier  system  in  use  in  the  store. 

The  Tale  the  Cash  Carriers  Tell. 

It  is  scarcely  necessary  to  state  that  the  sidelines 
'  are  recognized  as  the  important  features  of  the  busi- 
ness. The  arrangement  of  the  store  indicates  the  ex- 
tent to  which  they  are  featured. 

"Watch  the  cash  carriers,"  said  Mr.  Findlay  to  a 
representative  of  The  Retail  Druggist,  "f^nd  you  will 
see  what  departments  are  doing  the  business.  It  is  the 
so-called  sideline. 

"In  these  days."'  he  continued,  "the  druggist  finds  it 
necessary  to  push  the  many  sidelines.  All  the  purely 
drug  business  in  the  city  wouldn't  make  any  great 
amount  of  money  for  a  druggist.  It  is  necessary  to  sell 
other  lines  in  order  to  pay  expenses." 

Must  Go  Aggressively  After  Trade. 

The  man  in  any  line  of  trade  who  secures  the  biggest 
share  of  business  is  the  one  who  pushes  strong  for  it. 
As  Mr.  Findlay  puts  it:  "The  man  who  would  succeed 
in  the  drug  business  to-day  must  go  aggressively  after 
trade.  He  must  not  wait  for  it  to  come  his  way.  He 
must  be  up  and  doing  all  the  time,  and  continually 
working  out  new  plans  to  attract  more  customers  to 
the  store  and  sell  more  goods. 

"We  find  our  location  a  material  help  to  business, 
but  location  of  itself  will  not  bring  success.  It  is  neces- 
sary to  make  use  of  the  best  possible  methods  of  trade 
getting." 

Some  Features  of  the  Store. 

The  cigar  department  is  not  conducted  by  the  store. 
The  space  for  it  is  rented  out.  It  assists  in  bringing 
people  into  the  store. 

There  are  two  entrances  to  the  store,  one  on  each 
side.  Mr.  Findlay  helieves  this  is  an  advantage  over 
one  entrance,  there  being  really  two  appeals  to  the 
passerby  instead  of  one. 

Customers  appreciate  the  special  truss  room  at  the 
rear.  It  is  fitted  up  with  lounge  and  other  conveni- 
ences. 

Mr.  Findlay  believes  that  good  service  to  customers  is 
one  of  the  best  advertisements  a  store  can  have.  He 
picks  out  good  clerks  and  tries  to  use  them  in  a  way 
that  will  cause  them  to  stay  with  him. 


Some  Tips  for  the  Dealer  on 
Buying 


IT  takes  backbone,  and  plenty  of  it  to  be  a  successful 
buyer. 
The  man  who  cannot  say  "no"  to  his  best  friend 
has  no  business  to ,  be  buying  goods.     He  would  do 
better  to  employ  someone  to  do  his  buying  for  him. 

A  buyer  should  be  able  to  withstand  all  sorts 
of  pressure — from  the  innocent  tender  of  a  cigar 
to  that  shrewder  diplomacy  which  seeks  to  manipulate 
his  judgment  through   claims  of  intimate  friendship. 

When  you  do  not  like  a  man  personally  it  is  easy  to 
"turn  him  down."  But  the  man  whom  you  sincerely 
like— the  splendid  fellow  whom  you  value  as  a  friend — 
it  is  a  different  matter  when  he  asks  an  order  or  would 
persuade  you  that  your  policy  is  to  buy  more  goods 
than  your  own  judgment  sanctions. 

The  safe  buyer  is  he  who  settles  for  himself  what 
goods  and  what  quantities  he  wants,  and  refuses  to  per- 
mit his  cool  judgment  to  be  overruled  by  anything 
except  hard  fact. 

Give  ear  to  every  seller,  man  or  catalogue,  that  comes 
to  you,  and  your  heart  strings  to  none. 

The  Question  of  Dating 

When  you  get  an  offer  of  long  dating  on  goods,  look 
into  it.  No  house  can  afford  to  lay  out  its  money  with- 
out being  paid  for  it.  Probably  a  shorter  dating 
would  mean  a  discount  that  it  would  be  profitable  for 
you  to  take. 

One  great  danger  of  long  dating  lies  in  the  tempta- 
tion to  overbuy.  When  the  payment  time  is  several 
months  off  and  the  alluring  inducements  held  out  that 
you  can  sell  the  good.s  before  you  pay  for  them,  the 
buyer  is  more  than  human  that  is  not  tempted  to  buy 
more  than  he  should.  Thus  he  will  have  loaded  down 
the  shelves  with  idle  stock  which  ties  up  dollars  that 
ought  to  be  working. 


CARE  OF  CHOCOLATE  CANDY 

The  carelessness  of  retailers  in  the  treatment  of 
candy,  especially  chocolate,  after  it  reaches  their 
stores,  is  often  responsible  for  a  great  deal  of  complaint 
and  prejudice  against  his  goods.  Many  dealers  give 
no  attention  to  th.e  fact  that  chocolates  without  a  wrap- 
per quickly  lose  their  aroma  and  absorb  the  aromas  of 
other  articles  set  near  it.  Uncovered  boxes  and  trays 
of  goods  are  exposed  in  windows  sometimes  for  too 
many  days. 

For  the  sake  of  the  trade  in  general  and  his  own  in 
particular,  the  retailer  should  be  careful  not  to  expose 
his  goods  to  dust,  air  and  foreign  odors.  The  idea 
among  storekeepers  is  that  the  display  of  the  naked 
chocolate  attracts  customers  and  induces  them  to  buy. 
The  idea  is  correct,  but  the  very  fact  that  candy  is  un- 
covered might  offset  any  inclination  to  buy,  especially 
these  days  when  the  cry  against  germs  and  contamin- 
ation is  heard  on  all  sides.  Package  goods,  of  course, 
are  not  subject  to  exposure  to  other  odors  or  "smells," 
as  they  might  be  more  aptly  termed,  but  they  suffer 
mightily  from  exposure  to  the  sun. 


A  sale  is  not  a  sale  until  the  customer  is  satisfied. 
Don't  stop  with  merely  getting  the  money  and  get- 
ting rid, of  the  goods.  Continue  your  interest  inde- 
finitely. 
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Druggists  of  Glasgow,  N.S.,  Have  Weekly  Half-Holiday 

During  May,  June,  July,  August  and  September  all  stores  close  except  one 
— Druggists  like  the  plan  well  and  there  are  no  complaints  from  customers 


WHILE  most  lines  of  business  in  recent  years  have 
adopted  a  weekly  half -holiday  during  a  por- 
tion of  the  year  at  least,  and  while  many  lines 
now  observe  a  weekly  half-holiday  all  the  year  round, 
the  druggists  in  most  sections  have  continued  to  labor 
on  from  week  end  to  week  end  without  a  stop  for  rest 
or  recreation. 

"All  work  and  no  play  makes  Jack  a  dull  boy,"  is 
a  proverb  that  has  undergone  and  needs  no  change 
with  the  passing  of  time,  and  the  dealer  who  expects 
to  do  the  best  work,  and  wishes  his  clerks  to  give  him 
the  best  service,  would  do  well  to  provide  for  a  period 
of  rest  from  work  some  time  during  the  week.  Especi- 
ally during  the  summer  months,  a  person  feels  the 
need  of  some  relaxation  from  work  and  business  cares. 

Other  Lines  of  Trade  Have  Half -holiday. 

While  the  weekly  half-holiday  has  gradually  been 
gaining  ground  in  most  lines  of  business,  it  has  made 
little  headway  in  the  drug  trade.  The  druggists  have 
somehow  figured  that  it  is  essential  that  they  remain 
open,  even  if  the  greater  percentage  of  business  men 


1914  NOTICE. 

During  the  months  of  May,  June,  July,  Au- 
gust and  September,  only  one  drug  store  will 
be  open  on  Wednesday  afternoon  and  evening. 
The  stores  will  keep  open  in  the  following 
order : 

May. 

Grant  Bros May  6 

Carew  &  Fraser May  13 

T.  H.  Cocliran May  20 

A.  C.  Bell May  27 

June. 

R.  M.  Jackson June     -3 

Grant  Bros June  10 


The  foi'Hi  of  schedule  gotten  out  by  New  Glasgow  diuggists  to  ac<iuaint 

the  public  with  the  stoles  open  each  Wednesday 

afternoon  and  evening. 

find  it  possible  to  close  one  afternoon  during  the  week. 
Men  in  other  lines  of  business  also  thought  at  one  time 
that  to  close  for  a  half  a  day  would  mean  ruin  to  their 
trade,  but  are  now  finding  out  that  the  weekly  half- 
holiday  has  little  or  no  effect  on  the  week's  sales. 

One  Drug  Store  Keeps  Open  on  Holiday. 

It  will  be  admitted  that  there  is  probably  more  need 
for  the  services  of  the  druggist  to  be  available  at  all 
times  than  for  other  business  men  to  be  continuously 
on  hand.  This  was  taken  into  consideration  by  the 
druggists  of  New  Glasgow,  N.S.,  in  making  arrange- 
ments for  a  weekly  half-holiday,  and  a  plan  was  ar- 
rived at  by  which  the  public  are  given  a  good  service, 
and  yet  the  druggists  are  able  to  enjoy  a  Wednesday 
half-holiday,  that  is,  all  the  druggists  except  one.  The 
different  dealers  take  their  turn  at  keeping  open  on 
Wednesday  afternoon,  and  as  there  are  five  druggists 


in  New  Glasgow,  each  one  has  only  to  keep  open  one 
Wednesday  afternoon  in  five. 

New  Glasgow  is  a  town  of  over  6,000.  It  was  aJbout 
five  years  ago  that  the  druggists  decided  to  close  on 
Wednesday  afternoon  (after  12  o'clock)  during  July 
and  August,  one  store  keeps  open.  Each  year  the 
period  has  been  extended,  until  this  year  they  close 
during  May,  June,  July,  August,  and  September,  and 
it  is  probable  that  in  time  it  will  be  extended  to  cover 
the  entire  year. 

In  order  that  the  public  may  be  made  acquainted 
with  the  store  that  is  open  each  Wednesday  afternoon 
and  evening,  a  schedule  is  made  up  and  printed  on 
cards  at  the  beginning  of  the  season,  and  these  are 
hung  up  on  the  closing  day  in  the  stores  that  are 
closed. 

Would  Not  Like  to  Give  It  Up 

The  druggists  of  New  Glasgow  included  in  the  half- 
holiday  arrangement  are  A.  0.  Bell,  The  Jackson  Phar- 
macy, Grant  Bros.  Carew  &  Fraser,  and  T.  H.  Cochran. 
Some  of  these  were  approached  to  secure  an  idea  of  the 
workings  and  their  opinion  as  to  its  merits. 

"We  began  the  first  year  with  July  and  August." 
states  John  Bell,  "and  have  now  extended  the  period 
to  five  months.  Possibly  we  will  have  it  all  the  year 
round  in  time.  It  is  very  simple.  One  drug  store  re- 
mains open,  and  all  the  others  close  on  Wednesday 
afternoons  and  evenings.  The  list  is  made  up  at  the 
beginning  of  the  season,  and  is  printed  on  cards,  which 
are  hung  up  on  the  closing  day  in  the  stores  that  are 
closed.  The  arrangement  does  not  seem  to  injure 
business.    We  would  not  like  to  give  it  up. "  , 

Would  Like  Same  Plans  for  Sundays. 

"We  like  the  arrangement  fine,"  says  F.  R.  Free- 
man, manager  of  Jackson's  Pharmacy.  "There  are  five 
well-e(|uipped  drug  stores  in  the  town,  and  as  far  as 
I  know  all  like  the  arrangement,  and  eventually  it 
will  be  extended  to  the  whole  year.  T  am  in  hopes  the 
same  plan  will  soon  be  extended  to  Sundays.  T  do  not 
think  that  it  financially  affects  the  year's  business. 
At  any  rate,  it  has  an  indirect  effect  for  good,  as  we 
all  feel  better  for  the  rest,  and  do  our  work  with 
greater  enthusiasm.  We  are  moving  as  fast  as  we  can 
towards  shorter  hours  of  confinement. 

"The  druggists  of  New  Glasgow  have  always  lived 
in  apparent  perfect  harmony,"  states  J.  J.  Fraser,  of 
Carew  &  Fraser,  who  has  knowledge  of  conditions  for 
some  17  years  back. 

"I  do  not  know  of  any  jealous  feelings  existing, 
and  for  my  own  part,  and  no  doubt  It  is  the  case  with 
all  the  others,  I  think  we  can  do  better  by  being  friend- 
l.v.  Our  worst  enemy  is  the  overly-ambitious  grocer 
and  other  cut-rate  chaps,  who  are  not  content  to  mind 
their  own  particular  line  and  try  to  improve  condi- 
tions therein.  Although  working  well  together,  we 
have  no  agreement  about  prices.  We  hold  no  meet- 
ings, and  there  is  no  trust  whatever. 

No  Complaint  Prom  Customers. 

"About  six  years  ago  we  agreed  to  close  on  Wed- 
nesday afternoon  (after  twelve)  for  July  and  August, 
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one  store  keeping  open.  There  were  four  then.  Now 
we  have  five,  and  each  year  we  extend  the  time  so 
that  this  year  we  close  May,  June,  July,  August,  and 
September,  and  every  year  it  is  becoming  more  popu- 
lar with  us,  and  there  is  no  complaint  whatever  from 
our  customers. 

"We  work  it  in  this  way:  There  are,  as  I  said,  five 
of  us — Bell,  Jackson,  Grant  Bros.,  Carew  &  Fraser, 
and  Cochran.  The  first  year,  I  think.  Bell  was  open 
on  the  first  Wednesday,  his  store  being  at  one  end  of 
the  town.  The  following  Wednesday,  Jackson  was 
open,  whose  store  is  the  next  up  the  street,  and  so  on. 
Then,  providing  that  Grant  Bros,  are  the  last  to  be 
open  when  the  holiday  season  expires,  Carew  &  Fraser 
will  be  the  first  to  be  open  next  year. 

"We  have  never  heard  one  complaint  from  any  of 
the  physicians. 

"I  think  the  druggists  of  Stellarton  and  Westville 
(towns  in  this  county)  follow  the  same  plan. 

No  Effect  on  Business. 

"Personally,  I  am  very  well  pleased  with  the  ar- 
rangement. It  gives  me  a  splendid  opportunity  to 
have  the  outing,  not  to  say  anything  of  my  clerks, 
who  no  doubt  long  for  the  afternoon  off  more  than 
myself." 

"From  a  financial  standpoint,  our  loss  is  very  small, 
if  any,  as  the  people,  being  aware  of  our  closing,  do 
their  shopping  Tuesday  evening  and  Wednesday  morn- 
ing, and  our  sales  are  somewhat  improved  on  the 
Wednesday  that  ours  is  the  only  store  open." 

If  the  druggists  of  New  Glasgow  have  found  it  pos- 
sible to  adopt  a  weekly  half-holiday,  and  are  well  sat- 
isfied with  it  after  some  years'  trial,  there  seems  no 
reason  why  dealers  in  other  places  cannot  similarly 
arrange  to  secure  a  weekly  rest  from  business  cares. 
The  question  warrants  earnest  consideration. 


Prize  Competition  Conducted  By 
Toronto  Druggist 

Some  Features  of  It 

WITH  a  view  to  interesting  people  in  his  store, 
Wesley  R.  Hoar,  a  Toronto  druggist,  is  offer- 
ing a  prize  of  a  $400  piano  to  the  customer  who 
secures  the  most  votes. 

Mr.  Hoar,  whose  shop  is  at  the  comer  of  Roncesvalles 
and  Howard  Park  avenue,  set  the  ball  a-rolling  by  the 
issue  of  a  circular  in  which  he  explained  the  conditions 
of  the  contest  in  these  words: 

"We  will  issue  trade  certificates  with  every  purchase 
at  our  store.  These  certificates  represent  one  vote  for 
each  one  cent  of  purchase,  and  the  person  holding  cer- 
tificates representing  the  largest  number  of  votes  at  the 
end  of  contest,  will  receive  this  beautiful  instrument 
(the  circular  contained  a  photograph  of  the  piano),  ab- 
solutely free  of  cost.  The  certificates  are  transferable, 
and  if  you  are  not  interested  in  securing  the  piano  your- 
self, you  can  assist  a  friend." 

Object  of  the  Contest. 

Mr.  Hoar  also  explained  in  the  circular  the  object  of 
the  contest  as  follows : 

"Our  object  is  to  interest  you  in  our  store.  We  want 
a  chance  to  show  you  that  you  can  do  better  here  than 
elsewhere.  We  do  not  expect  to  recover  the  heavy  ex- 
pense of  this  contest  through  a  greater  percentage  of 
profit,  but  through  the  difference  in  volume  of  business 


— we  expect  to  increase  to  more  than  repay  us,  and  in 
the  future  we  shall  endeavor  to  give  you  even  more 
for  your  money  than  we  have  in  the  past.       i 

"We  solicit  your  patronage  solely  through  the  merits 
of  our  goods  and  lower  prices." 

Having  ascertained  from  customers  if  they  them- 
selves or  a  friend  were  to  compete  for  the  piano  or  not, 
Mr.  Hoar  sent  a  nomination  notice  paper  to  the  address 
of  each  of  the  contestants  in  which  the  rules  were  fur- 
ther explained,  and  in  which  the  contestant  was  given 
a  number.  The  letter  also  asked  the  competitor  to  call 
for  postal  cards  to  give  or  send  to  friends,  every  card 
turned  in  by  the  recipients  to  be  worth  1,000  votes. 

This  letter  read  as  follows : 

Nomination  Notice  Number. 

We  take  pleasure  in  announcing  your  nomination  as 
a  contestant  for  the  beautiful  upright  parlor  grand 
piano  which  will  be  on  exhibition  at  our  store,  and 
which  we  will  give  ab.solutely  free  to  the  holder  of  the 
largest  number  of  votes.  We  have  assigned  you  nomin- 
ation number  91.  A  number  is  given  so  that  no  one 
will  know  except  you  and  your  friends  that  you  are  in- 
terested in  this  contest. 

Ask  us  for  particulars.  We  are  full  of  ideas  to  help 
you  win  this  beautiful  instrument. 

Rules  of  Contest. 

1.  No  name  of  contestant  will  be  known.  2.  No  name 
of  contestant  will  be  published.  3.  Every  contestant 
gets  2,000  votes  to  start  with.  4.  Every  contestant  gets 
a  number.  5.  Standing  of  contestants'  numbers  pub- 
lished weekly.  6.  All  votes  must  be  brought  in  Wed- 
nesday for  recording.  7.  Votes  cannot  be  solicited  in  or 
about  the  store.  8.  Tie  votes  in  packages  with  your 
number  and  amount  on  top  slip  only.  9.  Color  of  votes 
will  be  changed  monthly  and  must  be  recorded  weekly 
to  count.  10.  Votes  are  transferable  only  before  re- 
cording. 11.  Contestant  having  largest  number  of 
votes  on wins  piano.  12.  Candidates  not  bring- 
ing in  personal  votes  will  be  dropped. 

All  parties  to  a  tie  shall  participate  equally.  No 
member  of  the  firm,  employe  or  relative  of  either,  can 
be  a  contestant. 

Feature  of  the  Competition. 

The  feature  of  the  contest  is  that  the  prize  is  likely  to 
go  to  the  candidate  who  can  bring  most  new  customers 
to  the  store,  for  each  new  customer  means  1,000  votes, 
while  the  customer's  own  purchases  are  only  value  one 
vote  one  cent.  At  the  same  time  the  competitor  must 
come  to  the  store  once  a  week  to  have  her  votes  record- 
ed. This  will  enable  the  druggist  to  issue  bulletins 
showing  how  the  contest  is  going  and  will  thus  stimu- 
late the  interest  of  any  candidates  who  may  be  inclined 
to  rest  on  their  oars.  It  is  natural  the  conditions  should 
be  of  this  nature,  as  the  whole  benefit  of  any  competi- 
tion a  druggist  may  conduct  is  the  additional  custom  it 
brings  to  his  store.  That  is,  the  competition  must  bring 
mOre  people  to  the  store  and  must  induce  regular  cus- 
tomers to  make  more  visits  and  buy  more.  It  is  doing 
SO  for  Mr.  Hoar. 

Editorial  Note. — While  some  druggists  do  not  ap- 
prove of  the  use  of  prize  competitions  of  this  nature  for 
the  promotion  of  business.  Mr.  Hoar  expressed  himself 
as  satisfied  with  the  business  it  is  bringing  him,  and  for 
this  reason  the  manner  in  which  it  is  conducted  is  given 
to  readers.  We  would  be  pleased  to  receive  expressions 
of  opinions  on  this  question  from  our  readers. 
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HOW  TO  EXTEND  PHOTOGRAPHIC  BUSINESS. 

PIIOTOORAPHIC  supplies  are  so  profitable  a  line 
that  the  druggist  should  push  them  to  the  ut- 
most, both  summer  and  winter.  Summer,  of 
course,  is  the  busy  season,  but  good  business  can  be 
done  all  the  year  round  if  proper  advertising  methods 
are  used.  And  chief  of  these  is  window  display.  Photo- 
graphic goods  must  have  a  portion  of  the  window  re- 
served for  them  at  all  seasons  of  the  year. 

Push  Photo  Albums. 

With  the  holiday  season  drawing  to  a  close,  it  is 
time  for  the  druggist  to  push  snapshot  albums  to  hold 
the  pictures  which  the  holiday-maker  has  taken.  It 
is  advisable  to  bring  them  to  the  front  at  once,  before 
the  amateur's  interest  in  his  "snaps"  has  subsided. 
The  albums  should  be  given  window  display,  and  if 
they  can  be  shown  filled  with  the  photos  of  some  in- 
dividual holiday-maker,  they  will  attract  more  atten- 
tion. Do  not  forget  a  sihow  card  stating  that  the  photos 
were  taken  by  "John  Jones,  of  this  town,  on  his  recent 
trip  to  the  lakes."    It  is  a  fault  of  too  many  store  win- 

A  Suggestion 

»  To  Amateur  « 
Photographers 

Christmas  seems  a  long  way  off  yet, 
doesn't  it,  but  you  know  how  it  seems 
to  come  with  a  rush  at  the  end,  and 
finds   a   lot   of  us  unprepared. 

Now.  our  suggestion  is  this: — For 
those  whom  you  wish  to  remember 
without  sending  a  regular  present,  a 
pretty  photographic  view  is  the  very 
thing.  Why  not  get  busy  now  and 
get    a    few    good    negatives 

Cameras    and    supplies   at 

MARSHALL'S 
STORES 

Pleasant    street,    corner    Morris;     135 
Argjrle   and   107   Oottingen   streets. 


Art.  of  Halifax.  N.S..  Rtore  siierccs'  ing  tiiat 
piiotograpiiic  views  can  be  made  very  use- 
ful for  Xmas  gifts. 

dows  that  they  do  not  contain  enough  reading  matter 
to  keep  the  passer-by  interested  long  enough  to  take 
notice  of  unfamiliar  goods  displayed. 

Perhaps  sales,  however,  will  be  best  secured  by  sug- 
gesting the  purchase  of  albums  to  customers,  and 
pointing  out  their  advantages.  Albums  permit  the  ar- 
rangement of  snapshots  in  series,  which  will  tell  a  story 
as  interesting  as  any  novel.  There  is  no  fear  of  photo- 
graphs being  lost  if  they  are  kept  in  an  album,  and 
there  is  no  method  which  will  make  them  easier  to 
refer  to. 

If  a  list  of  names  of  photographic  customers  is  kept, 
circulars  may  be  mailed  to  them,  explaining  the  value 
of  snapshot  albums. 

Fall  Gives  Pretty  Settings  for  Pictures. 

The  fall  of  the  year,  with  its  changing  tints  of  field, 
grass  and  foliage,  is  the  best  time  for  taking  landscape 
photographs,  and  this  fact  should  be  used  to  entourage 


amateurs  to  snap  in  this  direction.  Tell  them  how  the 
manifold  colors  of  the  trees  will  make  photographs 
beautiful  in  light  and  shade.  Remind  them  of  how 
useful  a  pretty  photographic  view  will  come  in  for  a 
Christmas  card  or  other  Christmas  purpose.  An  ad- 
vertisement of  Marshall's  stores,  Halifax,  which  we 
reproduce,  is  very  appropriate  to  this  subject.  It  is 
topical  because  the  new  season  is  at  hand.  It  is  at- 
tractive and  effective,  because  of  its  apt  relation  to  a 
future  date  which  is  looked  forward  to  with  pleasant 
and  joyful  feelings. 

Enlarging  Will  Be  Indulged  In. 

The  time  is  also  approaching  when  the  photographer 
will  devote  his  time  to  enlarging  and  making  lantern 
slides  of  his  summer's  pictures,  and  the  druggist 
should  now  be  considering  if  he  should  go  in  for  sell- 
ing the  necessary  supplies  for  these  lines,  and  what' 
plans  he  should  adopt  to  bring  his  goods  before  the  no- 
tice of  those  interested.  He  may  get  an  enlarging 
lantern  of  his  own  and  make  enlargements  for  cus- 
tomers. In  such  a  case,  the  best  way  to  build  up  busi- 
ness is  excellence  of  workmanship  at  a  moderate  price. 
One  dealer,  at  least,  gives  a  free  enlargement  of  the 
best  photograph  submitted  to  him  for  development 
each  day. 

If  there  is  a  society  or  institution  in  town  which  has 
an  enlarging  lantern,  indeed,  if  there  is  any  camera 
society  at  all,  the  druggist  may  think  it  worth  while 
to  send  to  the  secretary  samples  of  photograohic 
goods  whose  use  should  be  demonstrated  to  members. 
All  that  is  often  needed  to  make  a  person  buy  photo- 
granhic  goods  is  that  that  person  should  be  got  to  look 
at  them. 

"Do  you  take  snaoshots?"  is  the  heading  on  an 
advertisement  of  the  Warne  Drug  Co..  Ltd..  of  Peter- 
borough, Ont.  "Have  your  results  been  satisfactory?" 
it  continues.  "Let  us  develop  and  nrint  your  next  roll, 
and  show  you  a  vast  improvement." 


NEW  OFFICERS  OF  BRITISH  PHARMACEUTICAL 
CONFERENCE. 

The  51st  annual  meeting  of  the  British  Pharmpc-u- 
tical  Conference  was  held  at  Chester,  Eng.,  in  July. 
The  officers  elected  for  the  ensuing  year  were  as  fol- 
lows: 

President— E.  Saville  Peck.  M.A.,  Cambridge. 

Vice-Presidents — The  Past  Presidents;  F.dwu'^d 
White,  B.Sc,  F.T C.  London:  J.  P.  Gilmour.  Glasgow; 
D.  M.  Watson.  Dublin;  E.  F.  Harrison.  B  Pc  FTC. 
London;  Dr.  F.  B.  Power,  London:  G.  Whitfield,  Scar- 
borough. 

Honorary  Treasurer— D.  Lloyd  Howard,  F.C.S..  Lon- 
don. 
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Western  Canada :    Past  Progress,  Present  Conditions  and 
Future  Prospects  :  :  :  : 


By  WM.  J.  BRYANS 
IN  TWO  PARTS-PmiI 


Some  facts  regarding  the  progress  that  has  been  made  by  the  West  in  the  past — Features 
of  present  business  conditions — Looking  forward  to  the  future  with  the  highest  degree  of 
confidence  —  A   staff  art  cle  from    first -hand  observations  in  the    Western   Prooittces. 


FOR  a  number  of  years  now,  Western  Canada  has 
been  very  much  in  the  spotlight,  not  only  in 
regard  to  the  Dominion  itself,  but  in  a  world- 
wide way.  The  grain  fields  that  are  so  extensive  and 
yield  such  bountiful  harvests  have  won  for  the  Western 
provinces  a  no  uncertain  place  in  the  supplying  of  the 
world's  grain- — so  great  a  position  in  this  regard  as  to 
win  for  it  that  appropriate  appellation:  "Bread  basket 
of  the  world."  Producing,  as  it  does  now,  over  two  hun- 
dred million  bushels  of  wheat  alone,  and  a  total  of  about 
half  a  billion  bushels  of  grain  nearly,  there  is  no  won- 
der that  it  has  been  brought  prominently  before  the 
eyes  of  the  entire  world,  and  recognized  as  an  import- 
ant factor  in  the  world 's  grain  supply. 

Western  Conditions  Reflected  in  East. 

For  one  thing,  everyone  will  agree  that  the  Western 
provinces  form  an  exceedingly  important  part  of  the 
Dominion.  This  is  recognized  by  the  Eastern  business 
man  as  well  as  the  Western,  and  probably  never  so 
much  before  as  during  the  past  year  or  so.  It  has  been 
shown  that  good  or  bad  times  in  Western  Canada  re- 
flect themselves  to  no  little  extent  in  the  degree  of' 
activity  and  prosperity  in  the  East.  The  greater  pur- 
chasing power  the  West  has,  the  greater  is  the  demand 
from  that  direction  for  products  manufactured  in  the 


East.  This  is  felt  not  only  by  the  manufacturer,  but 
right  down  the  line,  for  if  manufacturing  plants  are 
busy,  the  laboring  man  will  have  more  money  to  pur- 
chase goods  from  the  local  retailer.  Thus,  the  situation 
in  the  West  reflects  itself  in  the  general  state  of  pros- 
perity of  the  country. 

Great  Interest  in  West  at  Crop  Time. 

All  Canada  is  interested  all  the  time  in  the  progress 
and  business  conditions  in  Western  Canada,  but  just 
at  this  time  when  the  harvest  is  again  looming  up  as 
an  important  factor  in  the  general  and  commercial  life 
of  the  country  for  the  twelve  months  ahead,  there  is  a 
keener  interest  in  that  great  stretch  of  country  which 
lies  west  of  the  Great  Lakes.  As  the  West  turns  out 
its  yearly  crop,  manufacturers,  wholesalers,  retailers, 
and  the  public  in  general,  become  much  more  interested 
in  it,  not  only  as  to  the  probable  size  of  the  current 
year's  crop,  but  also  a-s  to  the  progress  that  has  been 
made  in  the  past  as  well  as  what  the  future  may  hold 
forth  for  a  country  that  has  made  remarkable — yes, 
more  than  remarkable — progress  in  the  past  ten  years. 

"Booming"  of  Certain  Centres  Proved  Bad  Feature. 

Some  say  that  the  West  has  grown  too  fast,  but  that 
is  not  the  ease.    There  have  merely  been  some  circum- 


Good  Prices  Will  Be  Received  For  Grain 

A  FACTOR  of  a  great  deal  of  importance  in  sizing  up  the  Western  situation  is  the 
good  prices  which  the  Canadian  farmer  will  receive  for  his  grain  this  year.  The 
outlook  for  fair  prices  was  favorable  all  along,  but  with  the  opening  of  a  world's 
war  this  became  assured.  The  reason  for  this  is  obvious.  Not  only  will  grain  and  its 
products  be  needed  by  the  warring  nations  while  hostilities  are  being  carried  on,  but 
harvesting. of  the  crop  in  the  European  countries  will  be  seriously  interfered  with,  and 
there  will  naturally  be  a  greater  demand  on  this  continent  for  grain.  This  will  assure 
the  Canadian  farmer  a  good  price  for  his  crops. 

Thus,  although  there  have  been  reports  of  damage  to  the  grain  crops  of  Western 
Canada  through  drought,  the  farmer  will  have  the  advantage  of  higher  prices  for  the 
grain  he  does  harvest  and  also  the  advantage  of  a  larger  supply  of  labor,  at  less  cost, 
than  has  been  the  case  in  past  years.  Every  person  who  gives  the  subject  consideration 
will  realixe  the  important  bearing  which  these  factors  will  have  on  the  general  situation. 

There  is  no  doubt  that  the  Western  crop  is  not  as  promising  as  earlier  in  the  season, 
on  account  of  lack  of  sufficient  rain  in  certain  sections.  The  average  yield  will  be  below 
last  year,  and  how  far  that  will  be  made  up  by  the  inereascid  acreage  remains  to  be 
seen.  However,  it  is  realized  that  the  higher  prices  of  this  year  are  the  big  factor  in  the 
situation.  I 
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stances  connected  with  its  growth  that  might  have 
been  better  otherwise,  and  which  would  be  avoided 
if  it  was  to  be  done  over  again,  and  which  will  be 
eliminated  to  a  large  extent  in  the  development  of  those 
portions  of  the  country  which  still  remain  to  be  opened 
up.  One  of  these  things  was  the  "booming"  of  certain 
towns,  and  the  inflation  of  real  estate  values  in  certain 
sections  to  figures  that  meant  reaction  should  a  period 
of  financial  stringency  strike  the  country.  Led  on  by 
the  big  profits  that  had  been  made  by  many  people  by 
increases  in  their  real  estate  holdings,  people  in  every 
walk  of  life  began  putting  their  surplus  cash  into  real 
estate.  In  many  instances  they  incurred  liabilities  for 
large  amounts,  believing  from  the  past  experiences  of 
themselves  or  other  people  that  they  would  be  able  to 
sell  before  called  upon  for  payment,  or  that  they  would 
be  able  to  borrow  on  the  property  sufficient  to  meet  pay- 
ments. 

Bankers  Call  Halt  in  Speculation. 

With  heavy  buying  of  real  estate,  values  at  some  cen- 
tres were  naturally  inflated.  This  was  helped  along  by 
"wildcat"  speculation  in  subdivided  lands  in  and  near 
cities,  towns,  and  possible — and  in  some  cases,  impos- 
sible— commercial  centres.  Then  came  a  period  of  de- 
pression. This  was  not  alone  confined  to  the  West  nor 
to  Canada,  but  was  a  worldwide  financial  stringency, 
but  it  has  probably  been  felt  more  in  Western  Canada 
than  elsewhere,  for  the  reasons  already  set  forth,  and 
because  it  is  only  natural  in  a  new  and  necessarily  a 
borrowing  country.  In  addition,  the  bankers  who  saw 
that  there  was  need  of  curbing  the  wild  speculation 
that  was  taking  place  in  the  West,  made  the  world- 
wide money  tightness  an  excuse  for  shutting  down  on 
real  estate  loans. 

"Screws"  Applied  Effectively. 

The  halt  thus  called  in  over-speculation  in  land  and 
the  floating  of  subdivisions  near  towns  and  cities  was 
certainly  a  good  thing,  because  the  longer  delayed,  the 
greater  would  have  been  the  ill  effects  on  the  country. 
The  "screws"  have  certainly  been  applied  in  an  effec- 


tive manner — some  say  with  a  vengeance.  At  any  rate, 
the  real  estate  business  all  over  Western  Canada  is 
certainly  quiet.  Prices  in  many  instances  have  fallen 
off  materially,  and  sales  of  property  are  exceedingly 
few  as  compared  with  the  wild  rush  of  a  few  years 
ago.  The  floating  of  "wildcat"  propositions  in  subdi- 
visions many  miles  removed  from  cities  is  an  impos- 
sibility. Hundreds  of  men  who  were  engaged  in  the 
real  estate  business  during  the  flowery  period  have 
been  forced  to  seek  other  means  of  earning  a  livelihood. 

Credit  Was  Extended  Too  Recklessly. 

While  the  curbing  of  over-speculation  is  a  commend- 
able thing,  and  could  probably  only  be  brought  about 
by  the  curtailing  of  loans,  it  is  contended  that  in  some 
cases  bankers  have  been  too  strict  in  the  matter  of  ex- 
tension of  loans,  and  that  in  many  cases  legitimate 
business  concerns  have  been  materially  handicapped 
by  the  refusal  of  the  banks  to  advance  money  even  on 
the  very  best  of  security.  There  is  no  doubt  that  many 
business  concerns  have  a  real  grievance  in  this  regard, 
but  there  is  no  denying  that  the  curtailment  of  loans 
by  the  bankers  has  done  much  to  cut  down  the  reck- 
less extension  of  credit  that  was  taking  place  in  the 
West.  The  several  years  of  marked  activity  and  pros- 
perity in  the  West  had  caused  manufacturers  and 
wholesalers  to  be  very  liberal  in  extending  credit  to 
retailers,  many  of  whom  were  trying  t;o  operate  big 
businesses  on  little  or  no  capital.  The  retailers  in  turn 
gave  easy  credit  to  farmers,  and  so  all  down  the  line 
was  a  reckless  extension  of  credit  that  was  bound  to 
have  its  evil  effects  when  the  day  of  reckoning  came. 

Not  Taking  Any  Chances  Now. 

This  day  did  come  with  the  general  financial  string- 
ency and  the  tightening  up  by  the  bankers.  Manufac- 
turers and  wholesalers  found  it  necessary  to  press  for 
payments  on  the  demand  of  their  bankers,  and  retailers 
in  turn  were  confronted  with  the  problem  of  collecting 
outstanding  accounts — this  being  a  difficult  problem 
because  everyone  had  their  funds  tied  up  in  real  estate. 
Profiting  by  their  experiences,  business  men  are  giving 


A  view  of  the  wholesale  district  in  Kdnionton.    Note  how  the  walk  for  pedestrians  is  laid  down  the  centre  of  the  street,  allowing 
the  wagons  to  be  driven  up  to  the  doors  of  the  warehouses  without  interfering  with  traftic. 
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much  greater  care  to  the  matter  of  credit — are  being 
forced  to,  in  fact,  on  account  of  the  present  scarcity  of 
funds.  Many  orders  are  being  turned  down  daily  by 
manufacturers  and  wholesalers,  because  they  are  un- 
willing to  take  chances  on  any  long-term  accounts  or 
on  unreliable  purchasers.  Some  houses  are  requiring 
their  travelers  to  collect  all  money  due  from  the  retail- 
ers on  whom  they  call  before  taking  any  more  orders 
from  them.  Two  years  ago,  such  firms  would  never 
have  thought  of  turning  their  travelers  into  collection 
men.  Their  work  then  was  to  sell  each  man  just  as 
large  a  quantity  of  goods  as  possible. 

Looking  Forward  to  Future  With  Confidence. 

During  the  past  year  the  "West  generally  has  felt  the 
business  depression  to  no  little  extent.  That  is  generally 
agreed.  Business  men,  while  realizing  the  value  of  giv- 
ing out  optimistic  reports,  admit  that  business  has  been 
quiet.  There  are  exceptions,  of  course,  but  in  most 
businesses  the  past  year  has  not  been  so  rosy  as  the 
couple  of  years  preceding.  But  out  of  the  reports  of 
quiet  times,  one  fact  stands  out  prominently — the  busi- 
ness men  of  the  country  are  looking  forward  to  the 
future  with  confidence,  and  believe  that  as  soon  as  the 
present  financial  stringency  is  past  and  trade  blossoms 
forth  again,  that  it  will  be  upon  a  much  steadier  and 
more  solid  basis.  Men  are  now  looking  forward  to  the 
time  when  the  tide  will  turn  and  conditions  will  begin 
to  swing  back  to  normal.  They  feel  that  the  West 
will  not  be  long  getting  back  into  its  old  stride,  and 
that  it  will  soon  regain  its  old  activity  and  prosperity. 

New  Crop  Big  Factor  in  Immediate  Future. 

"What  is  the  outlook  as  to  the  immediate  future?" 
is  naturally  an  expected  question  at  this  time.  As  to 
this,  the  outcome  of  the  present  crop  in  Western  Can- 
ada will  prove  an  important  factor.  It  will  decide  to 
what  extent  conditions  will  immediately  begin  to  swing 
back  to  normal.  The  importance  of  a  good  crop  lies 
mainly  in  the  probability  that,  if  a  failure,  the  depres- 
sion   will  not  be  relieved.    If  a  success,  the  depression 


should  gradually  lift.  Business  men  are  apt  to  make 
the  mistake  of  thinking  that  a  good  crop  will  lead  to 
an  instant  revival  of  business  on  the  large  scale  of  past 
years.  It  is  probably  more  accurate  to  estimate  that  a 
good  crop  will  be  the  first  step  in  a  gradual  but  sure 
improvement  that  should  gain  force  as  it  proceeds. 
With  the  stimulus  of  a  good  crop  will  come  a  certain 
amount  of  expenditure  on  the  part  of  the  railroad 
companies,  and  this  will  be  valuable  in  overcoming  the 
inertia  of  the  industrial  machine.  Once  started,  the 
momentum  of  the  machine  in  motion  tends  to  carry  it 
forward. 

Much  Depends  on  Price  Received. 

With  regard  to  the  effect  that  this  year's  crop  will 
have  on  existing  commercial  conditions  in  this  coun- 
try, it  must  be  patent  to  every  student  of  economics 
that  the  prices  that  the  agricultural  section  receives 
for  its  products  will  play  a  very  important  part.  If 
good  prices  are  received,  it  will  mean  a  much  larger 
aggregate  sum  in  the  pockets  of  the  farmers.  It  is 
contended  that  the  present  condition  of  affairs  is.  to  a 
large  extent,  the  result  of  the  strict  economy  which 
the  farming  population  has  been  practising,  whether 
voluntarily  or  involuntarily,  during  the  past  nine 
months.    The  reference  here  is  to  the  West  particularly. 

If,  then,  this  fall,  the  farmers  receive  what  they  con- 
sider to  be  profitable  prices  for  their  offerings  of  grain 
and  other  commodities,  they  will  no  doubt  relax  to  a 
greater  or  less  degree  the  stern  frugality  which  hns 
marked  their  attitude  during  the  period  of  depression. 
With  this  relaxation  will  come  a  better  demand  foi 
goods  in  all  lines  of  manufactures.  It  is  only  a  suffieieni 
quantity  of  ready  money  that  can  restore  the  West  to 
anything  of  its  old-time  activity. 

Larg'er  Acreage  This  Year. 

The  estimate  of  the  Census  and  Statistical  Depart- 
ment of  the  Dominion  Government  for  the  three  North- 
West  Provinces  of  Manitoba,  Saskatchewan,  and  Al- 
berta gives  the  wheat  acreage  as  10,063,500  acres,  as 


View  of  th«  Winuipug  InduHtriivl  Bureau  where  a  permunent  exposition  of  local  mauufactured  productH  and  natural  rexources 

ofithe  Canadian  West  is  maintained. 


September,  1914 


THE  RETAIL  DRUGGIST  OP  CANADA. 


27 


compared  with  10,036,000  acres  last  year,  an  increase 
being  shown  in  Saskatchewan  and  Alberta,  but  a  de- 
crease in  Manitoba.  Oats  in  the  three  provinces  occupy 
6.106,000  acres,  as  compared  with  5.792,000  acres  in 
1913,  and  barley  1,038,000  acres,  as  compared  with 
1.025,000  acres.  The  net  increase  in  the  three  provinces 
for  the  three  crops  is:  Wheat.  27,500;  oats,  314,000; 
and  barlev.  13,000  acres;  a  total  of  354,500  acres  for 


The  new  liuiil  w  hich  the  Grand  Trunk  Pacific  is  erecting  at  Regina,  Sask. 

It  is  being  built  near  their  station  in  that  city  and  close  to 

the  Provincial  Govcrnuieut  Buildings. 

the  three  crops.  The  largest  increase  of  area  in  the 
three  provinces  is  for  oats,  314,000  acres,  which  appar- 
ently shows  that  increased  attention  is  being  given  to 
mixed  farming. 

The  acreages  under  the  later  sown  cereal  crops  of 
1914  are  estimated  as  follows :  Buckwheat,  354,000,  as 
against  380,700  in  1913 ;  flax,  1,163,000,  as  against  1,552,- 
800  ;  corn  for  husking,  256,000,  against  473,500 ;  turnips, 
etc.,  175.000,  against  186,400;  .sugar  beet,  15,500,  against 
17,000 ;  and  corn  for  fodder,  317,000,  against  303,650. 
It  will  be  noted  that  the  area  under  flaxseed  is  389,800 
acres  less  than  last  year,  the  decrease  being  principally 
in  Saskatchewan,  where  the  area  sown  to  flax  is  1,030,- 
000  acres,  or  356,000  less  than  in  1913. 

Revival  Leading  to  Years  of  Prosperity. 

In  connection  with  the  country's  crops,  some  interest- 
ing estimates  have  been  made  by  the  Oepartment  of 
Trade  and  Commerce  as  to  onr  future  capacity  in  agri- 
cultural production.  Of  the  total  land  in  the  Dominion 
of  (Canada,  amounting  to  about  a  billion  and  a  half  acres, 
the  possible  farm  l;ind  is  estimated  at  440,000,000  acres, 
or  .-ibout  onc-tliird.  Of  this  all  that  is  occupied  at  thi' 
present  time  is  about  109,000,000  acres,  or  about  otu"- 
quarter.  Of  the  land  occupied,  only  about  35,000,000 
acres,  or  one-third,  is  under  cultivation.  In  other 
words,. there  is  twelve  times  as  much  land  capable  of 


producing  crops  in  this  country  as  is  now  under  culti- 
vation. 

These  estimates  have  been  very  carefully  made,  and, 
considering  that  only  31  per  cent,  of  the  total  area  is 
estimated  to  be  possible  farm  land,  must  be  considered 
highly  conservative.  No  account  has  been  taken  of  for- 
ests and  swamp  lands,  which  may  ultimately  be  tilled, 
nor  of  northern  areas  of  which  the  agricultural  possi- 
bilities are  at  present  unknown,  because  unexplored 
and  unsurveyed. 

The  facts  as  to  Canada's  position  towards  the  rest  of 
the  nations,  so  far  as  the  world's  food  supply  is  con- 
cerned, were  set  forth  in  an  analysis  made  by  the  Tenth 
International  Congress  of  Agriculture  at  Ghent.  At 
this  congress  it  was  stated  that  the  world's  supply  of 
grain  was  not  keeping  pace  with  the  demand,  and  that 
in  years  to  come  the  world  would  look  mainly  to  Can- 
ada for  their  supply  of  wheat.  In  other  words,  we  still 
have  eleven-twelfths  of  our  agricultural  development 
ahead  of  us,  and  we  are  sure  of  a  market  for  all  that 
it  may  produce.  And  agricultural  development  is  first 
and  always  the  basis  of  other  development  and  endur- 
ing prosperity. 

The  Development  in  Grain-Growing. 

Although  the  farmers  of  Western  Canada  are  fast 
taking  up  mixed  farming,  grain  is,  and  for  some  time 
will  be,  the  crop  that  is  raised  to  the  greatest  money 
value  each  year.  Figures  in  regard  to  Western  Can- 
ada, by  comparison  with  the  average  yields  of  the  lead- 
ing grain-producing  States  of  the  American  Uuion, 
establish  the  claim  of  Western  Canada  to  be  classed  as 
the  finest  grain-producing  section  of  the  continent,  if 
not  of  the  whole  world. 

Some  idea  of  the  increase  in  grain  production  in  the 
three  Prairie  Provinces  may  be  gained  from  the  follcw- 


FINE  STOBES  IN  THE  WEST 

There  are  some  fine  retail  establishments  in  Western 
Canada,  and  many  of  them  are  the  outcome  of  a  com- 
paratively short  period  of  endeavor  by  the  owners. 
Those  who  have  been  fortunate  enough  to  locate  in 
the  right  centres  at  the  right  time  have  in  many  cases 
ex^ierienced  a  rapidity  of  growth  that  those  in  the 
more  settled  districts  of  Canada  would  never  even 
expect.  The  West  has  demonstrated  itself  as  a  coun- 
try where  big  things  are  done  in  short  order,  and 
thus,  although  a  young  country,  it  has  many  fine  retail 
stores. 

Being  newly  erected,  the  majority  of  them  are  built 
on  modern  principles  and  extensive  use  made  of  the 
latest  fixtures  and  appliances  that  assist  in  giving  the 
store  an  attractive  appearance,  showing  goods  up  to 
the  best  advantage,  and  allowing  the  work  in  the  store 
to  be  carried  on  with  the  greatest  rapidity  and  eflS- 
ciency. 

Not  only  is  this  true  with  the  departmental  stores, 
of  which  all  the  larger  centres  have  their  full  share, 
but  there  are  also  many  creditable  smaller  establish- 
ments. 


ing  approximate  figures  for  the  year  1903  and  1913, 
showing  the  development  in  a  ten-year  period.  Figures 
shown  are  bushels: 

Year.  Wheat.  Oats.         Barley.  Flax. 

1903  ...  56,146,021  47,215,479  10;448,461  884,000 
1913   ...   188,018,000  244,125,000  28,156,000  15,056,000 

The  second  part  of  this  article  on  Western  Canada  wm  appear  In  the 
next  iaaue  of  The  Retail  Druggist. 
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Special  'PreparatioTU  for  the  T)ruggiit 


Disguising  the  Taste  of  Epsom  Salt 

A  reader  asks  for  a  way  of  disguising  the  taste  of 
Epsom  salt. 

Here  is  the  formula  suggested  by  Dr.  W.  T.  Swindle, 
writing  in  the  Medical  World : 

Epsom  salt V2  pound 

Saccharin 12  grains 

Extract  of  vanilla 1  ounce 

Glycerin 2  ounces 

Water enough  to  make  1  pint 

Use  carmine  to  color  and  filter. 

It  is  said  that  15  grains  of  citric  acid  to  each  ounce 
of  the  salt  in  solution  renders  the  taste  of  the  latter 
less  objectionable,  especially  if  the  draught  be  taken 
when  it  is  at  a  temperature  of  about  40  degs.  F. 

Here  is  another  formula  : 

Magnesium  sulphate 1  ounce 

Solution  of  saccharin 1  drachm 

Oil  of  peppermint 2  drops 

Oil  of  anise 2  drops 

Water enough  to  make  2  ounces 

After-Shave  Lotion 

An  enquiry  has  also  been  received  for  an  after-shave 
lotion.    Here  is  one : 

Menthol,  5  grains ;  tannic  acid,  20  grains ;  phenol,  10 
grains;  glycerin,  3  drams;  bay  rum,  1^/2  ounces;  water, 
to  make  6  ounces.  Dissolve  the  menthol  and  tannic 
acid  in  the  bay  rum,  and  add  the  mixture  to  the  phenol 
dissolved  in  the  water. 

Vanishing  Cream 

Stearic  acid  4  lbs.  12  ozs. 

Glycerin   8  lbs.     8  ozs. 

Distilled  water 14  pints 

Stronger  ammonia  water  ....     4  ozs.     6  drs. 

Cologne  spirit 1  pint 

Oil  of  hyacinth 6  drops 

Oil  of  jasmine  (artificial)   ....     4  drams 

Artificial  musk  (crystal) 20  grains 

Terpineol 2  ounces 

Melt  the  stearic  acid  on  a  waterbath  at  75  degs.  to 
80  degs.  C.  Heat  2  pounds  of  glycerin  with  12  pints 
of  water  to  the  same  temperature;  add  the  ammonia 
water,  and  pour  slowly  into  the  melted  stearic  acid, 
with  constant  stirring.  Mix  the  rest  of  the  glycerin 
and  water,  and  heat  to  80  degs.  C. ;  pour  this  into  the 
first  mixture,  with  constant  stirring ;  maintain  the  tem- 
perature and  continue  the  stirring  for  about  15  min- 
utes. Remove  from  the  heat  and  beat  until  cold.  Mix 
the  perfuming  materials  with  the  spirit  and  slowly  add 
this,  with  constant  beating,  to  the  cream. 

Non-Greasy  Massage  Cream 

Tragacanth,  whole  pieces 4  drams 

Boric  acid 12  drams 

Water .3  pints 

Glyeerin 8  fl.  ounces 

Alcohol   8  fl.  ounces. . .  . 

Dissolve  the  boric  acid  in  the  water  by  the  aid  of 
heat;  to  the  hot  liquid  add  the  tragacanth,  stir  occa- 


sionally until  the  gum  is  thoroughly  softened.  Then 
add  the  alcohol  and  glycerin,  strain  the  mixture  forc- 
ibly through  a  cheesecloth,  and  pass  enough  water 
through  the  cloth  so  that  the  li(|uid  will  measure  64  fl. 
ounces.    If  too  thick,  dilute  with  more  water. 

Glycerin  of  Cucumber 

Yolk  of  one  egg 

Glycerin   1  ounce 

Tincture  of  quillaja 120  minims 

Oil  of  almonds 1  ounce 

Essence  of  cucumber 1  ounce 

Rose  water,  enough  to  make 8  ounces 

Mix  the  glycerin  and  yolk  of  egg.  add  the  ticture  of 
quillaja,  then  gradually  the  essence  of  cucumber 
previously  mixed  with  2  ounces  of  rose  water.  Mix 
thoroughly,  and  make  up  to  8  ounces  with  rose  water. 


Helpful  Hints  for  Druggists 

A  DRUGGIST  reports  that  for  the  cleaning  of  spat- 
ulas, pill  tiles,  mortars,  etc.,  he  finds  a  roll  of 
ordinary  toilet  paper  both  cheap  and  eflfective. 
He  keeps  a  roll  on  a  fixture  near  his  dispensary  coun- 
ter and  sink. 

To  Paste  Labels  on  Tin. 

To  make  labels  stick  on  tin  boxes,  one  method  that 
has  been  used  with  considerable  success  is  to  rub  two 
or  three  drops  of  tincture  of  myrrh  or  tincture  of  ben- 
zoin on  the  surface  of  the  container.  Many  druggists 
use  a  piece  of  common  sandpaper,  rubbing  the  tin  sur- 
face before  applying  the  label,  but  this  does  not  always 
prove  satisfactory. 

Labeling  on  Wood. 

One  authority  states  that  for  sticking  paper  to  wood 
that  there  is  nothing  better  than  a  thin  washing  starch 
paste  made  the  same  as  is  used  for  starching  clothes, 
provided  the  proper  manipulation  is  followed.  This 
consists  in  wetting  a  dozen  labels  or  more  with  the 
paste,  letting  it  soak  into  the  paper  and  also  soaking  the 
surface  of  the  wood  with  the  paste. 

Waterproofing  Labels 

Labels  are  usually  waterproofed  by  covering  them 
with  a  coating  of  varnish.    Here  are  some  formulas: 

(1) 
A  very  satisfactory  varnish  is  made  with  equal  parts 
of  Canada  balsam  and  oil  of  turpentine.     The  labels 
should  first  receive  a  thin  coating  of  mucilage,  which 
must  be  dried  before  the  varnish  is  applied. 

(2) 
Dissolve  20  parts  of  dammar  in  180  parts  of  acetone, 
and  to  the  solution  add  150  parts  of  clear  collodion  solu- 


A  QUALITY  EEPUTATION. 

THE  merchant  who  steadil.y  aims  to  get  a  reputa- 
tion for  quality  and  insists  on  truthful  state- 
ments regarding  goods  by  his  men,  has  many 
advantages  over  the  one  who  wants  sales,  no  matter 
how  obtained.  Young  men  starting  in  business  want 
to  remember  that  a  reputation  for  quality  may  come 
slowly,  but  as  an  asset  it  has  few  equals. 
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tion.     Apply  with  a  soft  brush.     This  formula  is  said 
to  produce  a  varnish  that  does  not  penetrate  paper. 

(3)    • 

White  Lac   1  ounce 

Lead  carbonate V^  ounce 

Ether i^  pint 

Place  the  shellac  in  a  mortar  and  reduce  it  to  a  fine 
powder;  then  transfer  to  a  bottle  containing  the  ether 
and  set  aside,  shaking  the  bottle  occasionally  until  dis- 
solved, and  add  the  lead  carbonate  in  fine  powder; 
shake  well  and  filter  through  paper,  returning  the  first 
portions  of  the  filtrate  two  or  three  times  until  it  be- 
comes perfectly  clear.  Ordinary  shellac  may  be  used, 
but  it  imparts  a  brownish  color  to  the  labels.  Paste 
the  labels  on  the  bottle,  smooth  as  usual  (it  is  not 
necessary  to  wait  until  it  is  dry),  then  apply  the  varnish 
with  a  soft  brush. 


OUR  QUESTION  BOX 

T'Ae  Retail  Dr  ggist  solicih  your  inquiries.    This 
column  is  for  i/our  use.    IVe  are  at  i/our  service 


FORMULAS  FOR  FIRE  EXTINGUISHER 

Editor,  The  Retail  Druggist: 

Could  you  kindly  mail  me  a  formula  for  fire  extin- 
guishers in  (a)  powder  form,  (b)  licptid  form.  I  have 
not  anything  of  this  nature  at  my  disposal.  Thanking 
vou  in  anticipation. 

W.  M.  Treadwell. 

Assiniboia,  Sask. 

Fire  Extinguisher,  Liquid 

Common  salt    1  ounce 

Sodium  nitrate   1  ounce 

Ammonia  chloride 2  ounces 

Magnesium  chloride 4  ounces 

Water 1  pint 

Dissolve  and  put  into  a  bottle.  When  wanted  for 
use  throw  the  bottle  into  the  fire. 

Fire  Extinguisher,  Dry 

Sodium  chloride   4  ounces 

Sodium  bicarbonate   3  ounces 

Sodium  sulphate 1  ounce 

Calcium  chloride 1  ounce 

Sodium  silicate 1  ounce 

Mix  and  preserve  in  a  pasteboard  box,  which  is  to  be 
thrown  into  the  fire. 

Fire  Extinguisher,  Dry 

Sodium  chloride   3  ounces 

Ammonium  chloride 3  ounces 

Sodium  bicarbonate   4  ounces 

Mix  and  preserve  in  a  pasteboard  box,  which  is  to  be 
thrown  into  the  fire. 

HOW  TO  WATERPROOF  DUCK 

Editor,  The  Retail  Druggist : 

Please  inform  us  what  to  use  to  waterproof  duck.  We 
want  to  get  a  formula  to  waterproof  duck,  as  there  are  a 
number  around  here  intend  to  make  waders. 

Rocanville  Drug  Store. 

Rocanville,  Sask.  Per  C.  E.  Chase,  Mgr. 

Editorial  Note. — A  formula  given  for  waterproofing 
cloth  is  to  dip  it  alternately  in  a  .solution  of  lead  acetate 
with  a  little  gum  and  solution  of  alum. 


The  Era  formulary  gives  the  following  formula  for 
waterproofing  for  sailcloth : 

Grind  96  pounds  of  English  ochre  with  boiled  oil, 
and  add  to  it  16  pounds  of  black  paint.  Dissolve  1 
pound  yellow  soap  in  1  pail  of  water  on  the  fire  and 
mix  it.  while  hot,  with  the  paint.  Lay  this  composition, 
without  wetting  it,  upon  the  canvas  as  stiff  as  can  con- 
veniently be  done  with  the  brush,  s'o  as  to  form  a 
smooth  surface ;  the  next  day  or  the  day  after  (if  the 
latter,  so  much  the  better)  lay  on  a  second  coat  of  ochre 
and  black,  with  very  little  if  any  soap ;  allow  this  coat 
a  day  to  dry,  and  then  finish  the  canvas  with  black 
paint. 

WINDOWS  SHOW  CHARACTER  OF  STORE. 

By  Marsh  K.  Powers 

In  general,  there  are  three  main  classes  of  people 
whom  you  cannot  reach  by  live  window  displays — 
the  invalid  who  is  bedridden,  the  child  too  young  to 
understand,  and  the  people  who  never  pass  your  store. 
The  first  two  classes  never  buy  furniture,  and  the  third 
class  for  the  most  part  is  almost  altogether  out  of  your 
reach.  All  the  rest  can  be,  and  are  being,  reached 
every  day  by  live  window  displays. 

Buys  Not  on  Price  Alone. 

Live  customers  like  live  dealers.  No  one  has  con- 
fidence in  a  dead  one — no  one  cares  to  do  business 
with  him,  for  the  purchaser  cannot  put  faith  either  in 
his  advice  or  in  his  merchandise.  Remember,  too,  that 
it  is  the  live  customer  that  means  real  money  for  you. 
He  is  the  man  who  has  money  to  spend,  and  he  is  the 
man  who  spends  it  when  you  go  after  him  in  the  right 
way.  His  money  is  never  glued  to  his  pocket.  He  does 
not  buy  on  price  alone.  Best  of  all,  he  is  the  man 
who  is  always  on  the  lookout  for  new  things  to  buy. 

"On  the  lookout"  means  that  when  he  sees  an  at- 
tractive, interesting  window  display,  he  stops  to  ex- 
amine it.  Nine  chances  out  of  ten,  he  does  not  come  in 
and  buy  at  once.  Instead  he  thinks  to  himself,  "That 
man  is  a  live  merchant — his  stock  is  up-to-date — he 
knows  his  business." 

I  do  not  mean  to  say  that  he  actually  repeats  these 
things  to  himself,  but  I  do  mean  that  he  gains  real 
confidence  in  your  store,  because  through  your  win- 
dows you  have  proven  yourself  a  live  dealer.  Then 
when  the  time  arrives  that  he  needs  something  in  the 
hardware  line,  he  comes  to  you  to  ask  your  advice,  and 
he  buys  according  to  your  recommendation  because 
you  have  already  gained  his  confidence.  Your  window 
displays  have  made  him  your  customer. 

Take  an  actual  case  out  of  the  writer's  own  experi- 
ence. Two  miles  from  my  home  there  is  a  retail 
store  which  has  built  an  enviable  reputation  for  the 
careful  displays  in  its  show  windows.  As  it  is  in  a 
neighborhood  which  I  frequently  visit,  I  long  ago 
learned  to  watch  for  its  new  displays. 

Frequently  I  go  actually  out  of  my  way  in  order  to 
pass  this  store,  and  have  often  advised  other  people  to 
be  sure  to  see  special  displays.  Not  only  do  I  thus  ad- 
vertise this  store  for  its  owner,  but  two-thirds  of  my 
ordinary  purchases  are  made  at  this  inconvenient  place, 
merely  because  no  other  store  in  my  neighborhood  has 
yet  caught  my  eye. 

No — I  will  withdraw  that  last  phrase.  There  is 
another  store  three  blocks  from  my  home  which  I  pass 
several  times  a  week.  Its  window  is  always  carelessly 
filled.    Needless  to  add,  I  have  never  entered  that  store. 
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NEWS  OF  THE  TRADE 


From  Coast  to  Coast 


Quebec  and  Maritime  Provinces. 

A.  J.  Lawton,  druggist,  of  Shediae,  N.B.,  is  dead. 

L.  S.  Desautels,  Lattoratone  Central,  Montreal,  has 
registered. 

The  Ross  Drug  Company,  of  St.  John,  N.B.,  has  been 
incorporated. 

A.  P.  Portin  is  opening  a  new  drug  store  at  Park  ave- 
nue and  Mount  Royal,  Montreal. 

Nadeau  Pharmacy  will  move  on  Octofber  15th  from 
the  comer  of  St.  Denis  and  Rachel  streets  to  321  Rachel 
street  east,  Montreal. 

Mr.  J.  C.  A.  Broulette,  who  formerly  managed  Grey's 
Pharmacy,  198  St.  Lawrence  street,  Montreal,  has  gone 
into  business  at  70  Beaubien  street.  Montreal. 

The  International  Distributing  Company  of  Canada, 
with  head  office  in  Montreal,  has  been  incorporated  at 
$10,000,  to  deal  in  safety  razors,  razor  strops,  shaving 
brushes,  and  goods  of  a  similar  nature. 

Letters  patent  have  been  issued  incorporating  Hon. 
Geo.  A.  Simard,  Arthur  Mignault,  Jean  L.  P.  Lacasse, 
and  Aurelieu  Boyer,  of  Montreal,  to  acquire  the  pro- 
prietary medicine  and  drug  business  carried  on  by  Hon. 
Geo.  A.  Simard  and  Arthur  Mignault,  under  the  style 
of  the  Franco-American  Chemical  Company,  Lt4.  The 
capital  stock  of  the  new  company  is  set  at  $50,000. 

Ontario. 

G.  H.  Groves,  druggist,  of  Carp,  Ont.,  passed  away 
in  late  August. 

S.  Ridley,  formerly  of  Grimsby,  is  now  with  A.  J. 
Greenwood  &  Co.,  St.  Catharines.  Ont. 

R.  M.  Arbuthnot,  druggist,  Ottawa,  has  been  suc- 
ceeded by  the  West  End  Pharmacy,  Ltd. 

Dr.  McWilliams  has  purchased  the  Dean  Drug  Store 
at  Dundalk.  He  has  made  extensive  improvements  to 
the  building. 

The  death  of  John  T.  Morrow,  who  has  been  engaged 
in  the  drug  business  in  Mobertie,  Texas,  has  taken 
place.    Mr.  Morrow  was  a  native  of  Rockwood,  Ont. 

J.  H.  H.  Jury,  of  Bowmanville,  Ont.,  is  home  again 
after  an  extensive  tour  of  the  Old  World.  He  is  much 
improved  in  health  as  a  result  of  his  extended  jaunt. 

A.  Clubb  &  Sons,  Ltd.,  Toronto,  has  received  Do- 
minion incorporation  with  $250,000  capital  to  carry  on 
the  businesses  of  A.  Clubb  &  Sons  and  W.  H.  Clubb, 
tobacco  dealers. 

The  directors  of  the  newly  incorporated  A.  L.  Smith 
Co.,  Ltd.,  Port  Arthur,  Ont.,  are :  A.  S.  Smith,  R.  Hod- 
gins,  Jas.  A.  Crozier,  S.  D.  McGillivray,  G.  E.  Eakins, 
and  D.  J.  Cowan. 

Green's  Drug  Store,  Belleville,  Ont.,  was  one  of  the 
winners  in  a  window  display  contest  conducted  by  the 
Ladies'  Home  Journal  for  druggists  and  newsdealers 
in  Canada  and  the  United  States. 

The  Dominion  Cigar  Co.,  Ltd.,  Hamilton,  has  been 
incorporated  with  -$40,000  capital,  to  take  over  the 
business  of  the  Dominion  Cigar  Co.  The  provisional 
directors  include  J.  J.  Carty,  tobacconist;  F.  A.  Carty, 
salesman ;  and  D.  Carty,  manufacturer. 

Letters  patent  have  been  granted  in  Ontario  to  West 
End  Pharmacy,  Ltd.,  Ottawa.  The  capital  is  $20,000, 
and  the  provisional  directors  include  Malcolm  Cameron 
MacPherson,  druggist,  Ottawa,  and  Bernard     Leacy, 


merchant,  Pembroke.     Other  shareholders  are  E.  M. 
Ahearn  and  W.  H.  Iveson,  druggists,  Ottawa. 

F.  C.  Weber,  of  Peterborough,  has  opened  his  new 
drug  store  on  Charlotte  street.  It  is  a  most  finely 
equipped  store.  An  orchestra  was  engaged  for  open- 
ing day,  while  1,000  boxes  of  chocolates  and  500  bot- 
tles of  perfume  were  given  away  free. 

Manitoba. 

The  Norwood  Drug  Co.  has  opened  a  branch  at  St. 
Vital,  Man. 

W.  S.  Francis,  Winnipeg,  has  been  succeeded  in  his 
drug  business  by  W.  B.  Davis. 

The  Sargeant  Avenue  Pharmacy  has  been  opened  on 
Sargeant  avenue,  Winnipeg,  Man. 

R.  A.  McRuer,  of  St.  Boniface,  Man.,  is  opening  a 
branch  on  Marian  avenue,  Winnipeg,  Man. 

W.  II.  Morrison,  of  Dauphin,  Man.,  has  been  suc- 
ceeded by  W.  Robson,  recently  of  Winnipeg. 

J.  K.  Brown,  Winnipeg,  is  opening  a  branch  store  at 
the  corner  of  Kelvin  street  and  Redwood  avenue. 

Erzinger's  Wholesale,  Ltd.,  Winnipeg,  has  been  in- 
corporated in  Manitoiba,  with  $250,000  capital,  to  take 
over  the  tobacco  business  of  John  Erzinger  on  payment 
of  $135,000  in  shares. 

Saskatchewan. 

Jordan  &  Cummings,  Dummer,  Sask.,  have  taken  over 
the  drug  business  of  J.  R.  Dean. 

The  business  of  the  Battleford  Drug  Co.,  has  been 
purchased  by  M.  H.  Argue,  who  has  been  conducting  a 
store  for  the  company  at  Cut  Knife. 

B.  Glenn,  a  druggist,  from  Prince  Albert,  intends 
shortly  to  open  a  drug  store  in  Melfort.  The  Wild 
building,  on  Main  street,  lately  occupied  by  the  Star 
Grocery,  is  being  remodeled  for  that  purpose. 

E.  L.  Colling,  who  has  conducted  a  drug  store  at  36 
Main  street,  Moose  Jaw,  for  several  years,  has  moved  to 
No.  2  High  street  west,  just  west  of  the  Bank  of  Com- 
merce. 

The  Elliott  Drug  Co.,  of  Saskatoon,  have  opened  a 
fine  store  at  129  Second  avenue  north.  The  fittings, 
which  cost  $6,000,  include  an  elaborate  soda  fountain, 
a  handsome  fireplace,  and  attractive  cases  and  fixtures. 

Alberta. 

R.  M.  Wright  has  opened  a  new  business  in  Edmon- 
ton. 

J.  Carter  has  succeeded  to  the  Wilson  business  at 
Leduc. 

A  drug  business  has  been  opened  in  Westlock  "by  Dr. 
Geddes. 

S.  Cope  has  been  succeeded  in  his  drug  business  at 
Warner  by  W.  H.  Scott. 

Geo.  L.  Brown,  of  Empress.  Alta.,  is  now  settled  in 
tlie  new  store  recently  erected. 

The  Gaetz-CornettDrug  and  Book  Co.,  Red  Deer, 
Alberta,  are  conducting  a  piano  contest.  The  prize  will 
be  awarded  January  9,  1915. 

The  new  drug  store  of  the  James  Findlay  Drug  Co. 
at  the  corner  of  First  street  west  and  Eighth  avenue, 
Calgary,  has  been  opened. 

British  Columbia. 

G.  A.  W.  Laidlaw,  Vancouver,  has  been  succeeded  in 
his  drug  business  b.y  F.  G.  Brown  &  Co. 

Burns  <fe  Cairns,  druggists,  of  Vancouver,  B.C.,  have 
incorporated  as  the  Burns  Drug  Co.,  Ltd. 

M.  G  Robertson  has  purchased  the  Courtenay  branch 
store  of  A.  H.  Peaeey,  of  Cumberland,  B.C. 

Mr.  and  Mrs.  G.  Chadwick  (Shotbolt's  Drug  Store, 
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Victoria),  spent  two  weeks  on  a  holiday  trip  to 
Alaska. 

Dr.  Swenerton  and  0.  Cottingham  have  started  the 
New  Central  Drug  Store  at  Fort  George,  B.C. 

D.  Newall,  of  Vancouver,  has  moved  into  a  larger 
store  at  the  corner  of  Granville  and  Nelson  streets. 

L.  Pusey,  recently  with  W.  W.  Gardiner,  Victoria, 
has  taken  p.  position  with  Pharmacist  Campibell,  Coquit- 
1am. 

The  Capitola  Pharmacy,  corner  of  Dane  and  Thin- 
low  street,  Vancouver,  has  been  purebased  from  Allan 
Laidlaw  by  F.  G.  Brown,  recently  with  E.  S.  Knowlton, 
and  formerly  with  Terry,  of  Victoria. 

H.  W.  Brown  &  Co.,  druggists,  of  Esquimalt.  have 
opened  a  branch  at  the  corner  of  Head  street  and  Esqui- 
mau road.  H.  C.  Cook  Avill  manage  the  old  store,  while 
Pharmacist  Brown  will  take  charge  of  the  branch. 

On  July  20  Pharmacist  C.  C.  Chittenden,  of  the  firm 
of  Chittenden  &  McKeen,  Pentieton,  B.C.,  suffered  a 
sore  bereavement  in  the  death  of  his  wife.  Mrs.  Chit- 
tenden will  be  much  missed,  and  the  many  friends  ex- 
tend sincere  sympathy. 

Walter  D.  Truswell  has  entered  into  partnership 
with  C.  M.  Pineo  in  the  drug  and  stationery  business, 
conducted  in  Alberni  and  Port  Alberni,  B.C.,  by  Mr. 
Pineo  for  some  years.  The  firm  name  will  henceforth 
be  Pineo  &  Truswell.  Mr.  Pineo  will  concentrate  his 
attention  in  the  Alberni  branch,  and  Mr.  Truswell  in 
the  Port  Alberni  end. 


OPENINGS  FOR  DRUGGISTS  IN  WEST. 

According  to  the  last  quarterly  bulletin  of  business 
openings  in  Western  Canada,  issued  by  the  Grand 
Trunk  Pacific  Railway,  there  are  opening  for  druggists 
at  the  following  places: 

Saskatchewan — Atwater,  Coblenz.  Edenwold,  Griffin, 
Grandora,  Hubbard,  Kinley,  Meaeham,  Regina  Spy 
Hill,  and  Tate. 

Alberta — Chauvin. 

British  Columbia — Prince  Rupert,  Smithers,  Terrace. 

It  also  states  that  there  are  openings  for  a  wholesale 
druggist  at  Port  Edward  and  Prince  Rupert,  B.C. 


OFFICERS  OF  SASKATCHEWAN  ASSOCIATION. 

The  officers  of  the  Saskatchewan  Pharmaceutical  As- 
sociation, elected  at  its  annual  meeting  at  Prince  Albert, 
were  as  follows: 

President — W.  Pennington,  Moosomin. 

Vice-President — Chas.  McDonald,  Prince  Albert. 

Registrar-Treasurer — R.  Martin,  Regina. 

Auditors — Messrs.  Gorman  and  Kelly,  Regina. 

Examining  Board^ — W.  Pennington,   Moosomin  ; 
H.  Porteous,  Carlyle ;  A.  T.  Atkinson,  Saskatoon. 

It   was   decided   hereafter   all   examinations   will 
held  at  the  Saskatchewan  University  under  the  staff 
of  that  institution. 


R. 
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WRIGLEY  COMPANY  ERECTING  BIG  FACTORY. 

Wm.  Wrigley,  Jr.,  Company,  Ltd.,  Toronto,  manu- 
facturers of  Wrigley 's  Spearmint  gum,  bave  commenc- 
ed the  erection  of  a  big  factory  in  Toronto.  It  is  said 
tihat  it  will  be  the  largest  and  finest  chewing  gum  fac- 
tory in  the  British  Empire. 

Such  great  advances  have  been  made  in  the  Wrigley 
business  in  the  last  four  years  that  a  large  plant  was 
determined  necessary.  So  many  improvements  have 
been  made  in  the  process  of  chewing  gum  manufacture, 


such  as  air-tight  wax  wrappers,  that  special  construc- 
tion adils  greater  efficiency.  That  is  what  the  Wrigley 
concern  is  after.  The  building  is  to  be  an  all-steel  con- 
crete and  brick  structure  of  the  best  known  pattern, 
four  storeys  in  height,  with  quarter-cut  oak  trim. 

Contracts  have  been  let,  and  excavating  is  now  in 
progress. 


WILL  WAR  HELP  CANADIAN  PERFUME 
INDUSTRY? 

As  to  the  effect  the  war  will  have  on  the  Canadian 
perfume  industry,  there  is  a  difference  of  opinion. 
Supplies  from  European  sources  will  be  cut  off,  and 
this  should  mean  that  a  larger  percentage  of  the  per- 
fumes bought  will  be  Canadian.  One  perfumer  be- 
lieves he  sees  in  this  an  opportunity  for  the  extension 
of  the  Canadian  perfume  trade,  as  people  will  have 
to  buy  Canadian  perfumes  and  will  become  acquaint, 
ed  with  their  quality,  and  this  should  be  of  more 
than  a  temporary  benefit  to  the  Canadian  makers. 

Another  perfumer  thought  that  the  sale  of  perfume 
would  be  affected  by  the  financial  stringency  as  a 
result  of  the  war,  as  it  is  one  of  the  lines  that  comes 
under  the  head  of  luxuries.  He  reported  that  orders 
for  the  Christmas  trade  were  much  smaller  than  last 
year,  when  most  druggists  ordered  their  stock  early 
in  the  year. 

Still  another  maker  expressed  the  opinion  that  the 
perfume  'business  should  be  fairly  good  this  year,  espe- 
cially in  the  smaller  centres,  as  farmers,  with  higher 
prices  for  grain,  should  have  plenty  of  money  for 
Clfristmas  purchases. 


TOYS  MADE  IN  CANADA. 

Regarding  the  possihility  of  a  scarcity  of  Christmas 
toys,  it  is  pointed  out  by  the  Dominion  Toy  Manufac- 
turing Co.  of  Toronto  that  there  is  already  a  consider- 
able percentage  of  these  goods  made  in  Canada.  This 
firm,  according  to  their  statement,  employs  one  hundred 
and  ten  people  the  year  around.  "And  we  do  not  in- 
tend to  advance  our  prices,"  they  say. 


How  He  Used  Them. 

"Did  you  kill  the  moths  with  the  moth  balls  I  recom- 
mended?" asked  the  druggist. 

"No,  I  didn't,"  said  the  customer,  truculently.  "I 
sat  up  all  night,  and  didn't  hit  a  single  moth." 


CHANCE  FOR  CANADA  TO  MANUFACTURE 
GERMAN  DRUGS 

GERMAN  patents  have  beeii  cameeUed  by  the 
British  Government,  so  that  the  manufacture  of 
patented  German  articles  may  proceed  as 
though  the  German  patents  were  non-existent. 

A  desipatch  from  England  says  that  dyes,  drugs  and 
medicines  are  the  articles  chiefly  affe<'ted  in  which 
a  British  shortage  threatens  to  heooine  serious.  Ger- 
man aspirin,  which  a  German  trust  has  been  forcing 
uipon  British  doctors,  will  now  be  replaced  by  equally 
effective   English   equivalents,   it  adds. 

This  seems  a  great  opportunity  for  Canadian  drug 
manufacturers  to  find  out  those  secrets  which  have 
been  the  Germans',  and  manufacture  the  goods  in 
Canada  upon  which  formerly  Germany  had  a  mon- 
oii>oly. 

Drug  men  are  discussing  the  situation,  and  it  is 
thought  that  before  long  they  will  be  doing  some- 
thing to  relieve  the  scarcity  of  chemicals  caused  by 
t'he  war. 
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THE  STATIONERY  DEPARTMENT 


=1      A  dtparlmcnl  devoted  to  ttatlonery,  book',  post  cardt  and  associated  lines      p 


GOOD   OPPORTUNITIES  IN  STATIONERY. 

There  was  a  time — and  it  is  not  so  very  long  ago, 
either — when  the  average  drug  store  carried  only  a 
miscellaneous  assortment  of  sheets  of  writing  paper, 
frequently  of  none  too  high  quality,  supplemented  by 
a  limited  stock  of  commercial  envelopes.  Quite  often 
the  entire  stationery  stock  was  contained  in  a  single 
drawer,  and  generally  was  kept  there  until  an  enquiry 
was  made  for  it  by  a  would-be  customer. 

Expect  Stationery  in  Drug  Store. 

Conditions,  however,  have  materially  changed  with 
the  years,  and  the  one-drawer  stationery  department 
of  old  has  given  way  to  a  department  of  extensive  pro- 
portions and  considerable  profit.  The  change  has  not 
come  all  at  once  by  any  means,  but  at  any  rate  to-day 
we  tind  that  the  public  expect  to  find  in  almost  any 
well-conducted  drug  store  a  line  of  stationery  of  suf- 
ficient size  to  meet  their  every  requirement.  The  drug- 
gist is  finding  this  department,  when  properly  handled, 
a  highly  satisfactory  one  in  regard  to  profit. 

Feature  It. 

The  druggist  who  is  not  selling  stationery  should 
get  the  fact  firmjy  impressed  on  his  mind  that  it  is 
one  item  that  everybody  uses,  and  that  every  customer 
is  a  prospective  buyer.  The  druggist  who  is  already 
handling  stationery  wants  to  awake  to  the  fact  that 
if  he  would  secure  the  greatest  results  he  must  fea- 
ture this  line  by  window  display  and  other  methods. 
Customers  should  be  impressed  with  the  fact  that  you 
are  not  only  handling,  but  featuring,  the  line. 


when  publishers  push  their  new  magazine  features  and 
new  tales  and  you  want  to  have  these  magazines  when 
people  are  on  the  lookout  for  them. 

The  best  results  in  selling  magazines  and  books  are 
obtained  where  the  druggist  has  himself  read  them  and 
writes  a  brief  show  card  noting  the  feature  of  their 
contents.  Such  a  card  should  be  affixed  to  each  maga- 
zine or  book.  If  the  druggist  hasn't  time  to  read  him- 
self, let  him  get  someone  else  to  do  it  for  him.  In  the 
case  of  a  book  an  extract  from  a  newspaper  review  will 
suit  the  purpose  admirably.  When  a  new  magazine  ar- 
rives, a  note  should  be  made  of  the  most  striking  article 
it  contains  and  a  show  card  made  referring  to  this. 

How  to  Promote  Sales. 

It  will  be  found  this  practice  of  making  show  cards 
and  the  proper  display  of  magazines  and  cards,  will 
boost  sales  considerably.  It  is  to  be  remembered  maga- 
zines and  books  are  a  line  that  can  be  pushed  to  any 


The  Sale  of  Books  and  Magazines 

HAVE  you  a  magazine  and  book  department  in  your 
store?  Light  literalure  is  a  good  thing  in  the 
drug  store  from  many  points  of  view.  It  can  be 
stocked  and  displayed  without  much  space,  and  sales 
are  quick.  It  is  good  for  brightening  up  a  window  by 
adding  a  little  interesting  reading  matter  to  a  dry  dis- 
play, and  will  draw  people  to  a  window  from  a  longer 
distance  than  an  array  of  bottles'  only.  Everybody 
reads  every  day,  but  doesn't  necessarily  buy  soap  or 
toilet  requisites  or  candy  or  any  of  the  innumerable 
things  a  drug  store  sells.  It  is  also  pointed  out  in  an- 
other part  of  this  paper  how  customers  who  come  for 
prescriptions  will  wait  for  these  prescriptions  being 
filled  if  there  is  some  book  or  magazine  which  they  can 
pick  up  and  read.  The  druggist  is  thus  saved  the  cost 
of  having  to  deliver  these  prescriptions,  and  there  is 
also  no  doubt  the  waiting  customer  will  often  see  some- 
thing else  in  the  store  which  he  or  she  is  in  need  of  and 
will  purchase. 

Fall  and  Winter  Good  Season. 

So  "books  and  magazines  are  worth  going  in  for,  and 
this  is  the  season  to  do  so.  People  read  more  in  the 
winter  than  in  the  summer,  and  you  want  to  get  their 
trade  at  the  beginning  of  the  season.    This  is  the  time 


HINTS  FOE  THE   STATIONERY  DEPARTMENT 

ARE  you  pushing  the  sale  of  initial  correspondence 
paper?  Some  druggists  are  getting  a  much 
larger  trade  in  this  than  others — and  merely 
because  they  are  pushing  it. 

With  the  coming  of  the  long  evenings,  more  read- 
ing is  indulged  in  by  the  average  person.  Get  ready 
to  care  for  this  trade. 

The  children  also  have  to  be  interested.  Push  the 
sale  of  toy  and  fairy  story  books. 

Don't  let  other  merchants  send  out  of  town  for 
office  supplies  when  you  can  care  for  their  needs.  Fre- 
quently the  reason  they  do  send  elsewhere  is  that  they 
don't  know  you  handle  the  line.  Better  advertise  the 
fact. 

Don 't  forget  to  continue  your  bid  for  the  school 
children 's  trade.     It  is  certainly  worth  while. 

The  cover  is  a  big  factor  in  the  sale  of  scribblers 
to  children.     Give  attention  to  your  selections. 

Aicquaint  customers  with  the  best  selling  books  and 
get  them  interested. 


limits  for  only  a  small  proportion  of  the  population 
reads  books  to  any  extent.  There  is  much  room  for  ex- 
tension. 

In  selling  books  it  will  pay  to  feature  the  sale  of  one 
particular  one  each  month  throughout  the  year.  If  half 
a  dozen  books  of  equal  selling  merit  are  stocked,  that 
one  that  is  advertised  will  sell  faster  than  any  of  the 
others.  So  the  druggist's  policy  is  to  decide  on  a  book 
to  push  and  advertise  it  by  show  cards  and  window  dis- 
play without  any  other  volumes  in  the  neighborhood  to 
distract  the  eye. 

Whatever  magazines  the  druggist  keeps,  he  should 
let  people  know  that  he  has  them  the  instant  of  their 
arrival  each  week  or  month.  A  placard  display  outside 
the  store  or  a  card  display  on  the  window  announcing 
that  "So-and-So  magazine  for  September  arrived  to- 
day," is  the  best  advertisement.  Some  druggists  are 
inclined  to  neglect  and  undervalue  such  placards,  and 
fewer  are  seen  in  Eastern  than  in  Western  Canada,  but 
there  is  no  doubt  that  the  druggist  who  shows  the  pla- 
cards gets  the  magazine  trade. 
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THE  ROYAL 
PLAYING  CARD 


BEST  25c.  PACK 


Ivory  finish,  gold  backs,  in  two  colors, 
large  indexing,  and  put  up  in  leather- 
ette boxes,  printed  in  gold. 

One  doz.  packs,  asst.,  in  box,  $1 .90 

Complete  range  of  styles,  and  prices 
listed  in  our  new  catalogue.  If  your 
copy  has  not  reached  you  —  write 
us  to-day. 

Warwick  Bros.  &  Rutter 

TORONTO  ^'^''"^ 
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MAKE    SUCCESSFUL    PROTEST    AGAINST    PRO- 
POSED TOILET  WATER  REGULATIONS. 

A  deputation  of  Canadian  perfumers  went  to  Ottawa 
on  August  25  and  protested  successfully  against  a  new 
regulation  proposed  by  the  Inland  Revenue  Depart- 
ment, which,  if  put  into  force,  would  put  Canadian 
manufacturers  out  of  the  running  with  foreign  firms  in 
the  manufacture  of  Florida  water  and  all  the  cheaper 
lines  of  toilet  waters.  The  department  proposed  to 
stipulate  the  minimum  cost  per  ounce  of  these  prepara- 
tions— this  being  done  because  of  the  fact  that  certain 
manufacturers  had  abused  the  privileges  extended  to 
them  under  the  regulations  that  have  existed  for  some 
time. 

Old  Regulations  Will  Continue. 

The  Hon.  Mr.  Nantel,  when  the  deputation  put  their 
case  before  him  on  the  subject,  agreed  that  the  Cana- 
dian manufacturers  had  reason  for  protest,  and  assur- 
ed them  that  the  old  regulations,  under  which  they  have 
been  operating,  would  be  allowed  to  continue. 

The  deputation  which  went  to  Ottawa  represented 
fifteen  Canadian  perfumers — practically  all  the  manu- 
facturers in  Canada.  It  was  composed  of  the  follow- 
ing: 

D.  W.  Bole,  president  of  the  National  Drug  &  Chemi- 
cal Co.,  and  Mr.  Skinner,  of  the  same  firm. 

R.  R.  Corson,  of  Sovereign  Perfumes,  Limited,  To- 
ronto. 

R.  J.  W.  Barker,  of  Jones  Bros.  &  Co.,  Toronto. 

Mr.  Leonard,  of  the  Seeley  Mfg.  Co.,  "Windsor. 

T.  J.  Maher,  of  the  Henry  K.  Wampole  Co.,  Perth. 

WiUForm  Canadian  Perfumers'  Association. 

The  deputation  to  Ottawa  was  the  result  of  a  meet- 
ing of  Canadian  perfumers  called  at  the  King  Edward 
Hotel,  Toronto,  on  July  30,  by  R.  R.  Corson,  of  Sove- 
reign Perfumes,  Ltd.,  to  discuss  the  proposed  regula- 
tions of  the  department. 

As  a  result  of  their  recent  experiences,  it  is  probable 
that  a  Canadian  Perfumers'  Association  will  be  formed 
in  the  near  future  to  safeguard  the  interests  of  manu- 
facturers and  also  to  co-operate  with  the  Inland  Reve- 
nue Department  in  preventing  any  infractions  of  the 
regulations. 


NEWS  NOTES  OF  DRUGGISTS. 

Miss  E.  Coughlin,  a  graduate  of  the  1913-14  class  of 
the  Ontario  College  of  Pharmacy,  is  manager  of  F.  C. 
Weber's  new  store  at  Peterboro,  Ont. 

George  G.  Brant,  of  Smithville,  Ont.,  has  purchased 
the  drug  business  of  R.  J.  Crosby,  of  that  town. 

H.  J.  Overend,  of  the  1913-14  class  of  the  O.C.P.,  is 
now  managing  director  of  the  store  of  the  Internation- 
al Drug  Co.,  on  Bay  street.  Port  Arthur,  Ont. 

G.  J.  Reilly,  with  a  store  on  King  street  west,  To- 
ronto, has  opened  a  branch  at  the  corner  of  McCaul 
and  Anderson  streets.  F.  J.  Williams,  formerly  with 
the  estate  of  J.  W.  Cinnamon,  Agnes  street,  is  in  charge 
as  manager. 


DRUGGISTS  AWAY  TO  THE  WAR. 

John  A.  McDonald,  of  Sarnia,  Ont.,  sergeant  in  the 
Ambulance  Corps,  has  left  with  the  Toronto  contin- 
gent. 

Major  W.  R.  Ryerdon,  of  the  34th  Field  Battery  of 
Belleville,  Ont.,  is  going  to  the  front  with  his  regiment. 


Mr.  Ryerdon  was  president  of  the  1911-12  class  of  the 
Ontario  College  of  Pharmacy. 

Percy  Haste,  of  Welland,  Ont.,  left  for  Valcartier 
with  the  Toronto  Medical  Corps.  He  had  reserved  a  seat 
at  the  Ontario  College  of  Pharmacy  for  the  coming  ses- 
sion, but  cancelled  it  to  go  to  the  war. 

Frederick  Crawford  Curry,  of  Brockville,  Ont.,  is  a 
lieutenant  in  the  41st  Regiment  of  that  city,  which  is 
on  its  way  to  the  front.  He  is  a  graduate  of  Toronto 
University,  where  he  took  his  Phm.B.  He  has  always 
taken  a  deep  interest  in  military  affairs,  and  is  also  a 
short  story  writer  of  considerable  ability.  He  is  a  son 
of  Frederick  R.  Curry,  druggist,  of  Brockville. 

Col.  J.  T.  Fotheringham,  of  the  staff  of  the  O.C.P.,  is 
very  busy  these  days  with  military  affairs.  He  was 
prominent  in  the  formation  of  a  rifle  corps  at  the  Uni- 
versity of  Toronto,  and  is  chairman  of  the  medical  com- 
mittee appointed  by  the  physicians  of  Toronto  who  have 
signified  their  willingness  to  give  free  medical  treat- 
ment to  the  families  of  those  who  go  to  the  front. 


CIGAR  STORE  ADDS   FOUNTAIN.    CANDY,  AND 
GENTS'  FURNISHINGS. 

The  United  Cigar  Stores,  Ltd.,  have  opened  a  new 
store  on  Yonge  street,  near  Queen,  Toronto,  in  which 
they  are  not  only  selling  cigars  and  tobaccos,  but  in 
which  they  also  have  a  soda  fountain,  candy  counter 
and  have  even  extended  their  line  to  include  gents'  fur- 
nishings. This  latter  line  is  carried  at  the  rear,  and 
no  doubt  has  been  included  with  the  idea  of  attracting 
more  men  to  the  store,  opening  up  possibilities  for 
greater  sales  in  tobacco.  The  tobacco  department  ex- 
tends along  one  side  and  fountain  and  candy  down  the 
other.  The  three  lines,  including  furnishings'  are  shown 
in  the  windows  which  are  built  with  a  long  inward 
slope. 

ONTARIO  COLLEGE  OF  PHARMACY  NOTES. 

Dr.  Paul  L.  Scott,  of  the  staff  of  the  O.C.P.,  Toronto, 
spent  his  holidays  at  Lake  of  the  Bays,  Ont. 

Inspector  Boyd  has  recently  obtained  convictions  for 
breaches  of  the  Pharmacy  Act  against  two  drug  stores 
in  Ottawa,  two  drug  stores  in  Lakefield  and  a  general 
store  at  Russell. 

Recent  callers  at  the  Ontario  College  of  Pharmacy 
included  C.  J.  Jones,  of  the  class  of  '98,  now  with  the 
Nyal  Co.,  of  Detroit ;  Cecil  R.  Brown,  of  1907  class,  now 
representative  of  the  Burroughs,  Wellcome  Co.,  of  St. 
Louis;  R.  F.  Fraser,  of  the  People's  Drug  Co.,  Renfrew, 
Ont. ;  Jno.  A.  McDonald,  of  Sarnia ;  Asa  M.  Findlay,  of 
Detroit,  and  Roy  Lutz  and  wife,  of  London,  Ont. 

This  year's  class  at  the  Ontario  College  of  Pharmacy 
will  be  considerably  larger  than  last  year.  Up  to  a 
late  date  in  August  100  students  had  already  been  en- 
rolled. Under  the  new  regulations  which  go  into  effect 
this  session,  chemistry,  Latin  and  physics  are  substi- 
tuted for  arithmetic,  grammar  and  history  in  the  ma- 
triculation requirements.  Those  who  are  recorded,  but 
who  are  lacking  in  arithmetic,  grammar  or  history, 
have  the  option  of  substituting  chemistry,  geometry  or 
physics.  It  is  pointed  out  that  the  aggregate  is  not 
considered,  but  that  it  is  necessary  to  obtain  the  per- 
centage in  each  subject. 


We  are  successful,  not  in  accordance  with  our  luck 
in  meeting  with  exceptional  opportunities,  but  in  ac- 
cordance with  our  readiness  to  seize  such  opportunities 
as  we  meet. 
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SHOP  FITTINGS 


Call  at  our  Factory,  181-199  CarlawAve. 

(Corner  Queen  Street  East) 

Or  wiite  for  illustrations  and  particulars 


KENT-McCLAIN,  limited 


(Toronto  Show  Case  Co.) 

TORONTO 
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SHOW  CASES 


Good  Value  for   Your  Money 

means  first  quality  fixtures  at  a  reasonable  price. 
Inferior  fixtures  are  not  good  value  at  any  price. 


KENT- McCLAlN,  LIMITED 

(Toronto  Show  Case  Co.) 
181-199  Carlaw  Ave.  (corner  Queen  St.  East) 
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How  Mr.  Glass 
Increased  His 
Business  60% 


Mr.  Glass  secured  this  increase  in  his  business 
by  using  a  business-getting,  sales-making,  trade- 
extension  campaign  plan  that  is  put  out  by  the 
Brenard  Mfg.  Co.,  Iowa  City,  Iowa. 

Here  is  What  He  Says: 

Brenard   Mfg.  Co.,   Iowa  Oity,   Iowa: 

Gentlemen — .\m  more  than  pleased  with  the 
plan  and  final  results.  Nothing  like  it  for  busi- 
ness. Last  day's  sales  a  numth's  cash  business 
itself.  Increase  to  us  about  60  per  cent.  The 
last  month's  sales  over  same  month  a  year  ago 
show  an  increase  of  about  300  per  cent.,  which 
we  consider  great. 

What  can  you  offer  us  now  in  another  world 
beater  We  are  live  wires  and  want  to  keep  the 
current  up.  Trulv  your  friends, 

FRED  GIASS   DRUG  CO. 

This  plan  will  add  a  score  or  more  of  en- 
thusiastic salespeople  to  your  store — add  sales- 
people who  will  actually  go  out  among  their 
friends  and  neighbors  and  solicit  business  for 
you,  bringing  you  the  money. 

In  this  plan  the  Brenard  people  co-operate 
with  you  so  closely  that  you  can  tell  them  what 
section  of  your  territory  you  want  extra  busi- 
ness from  and  they  will  i)ut  to  work  forces  that 
will  get  it  for  you.  Or,  if  you  have  a  particular 
line  of  goods  you  wish  moved,  tell  them,  and 
they  will  move  it  for  you,  and  move  it  at  your 
regular  retail  price,  too. 

Besides,  it  will  stop  your  loss  of  business  to 
your  competitor  in  your  town  and  near -toy  towns 
— stop  your  loss  of  business  to  wagon  jieddlers, 
catalog  and  premium  houses,  and  department 
stores. 

Just  One  Druggist  in  a  Town 
Can  Get  This  Service 

The  Brenard  people  will  grant  the  exclusive 
use  of  this  trade-extension  campaign  to  just  one 
druggist  in  a  town,  and  they  will  protect  that 
druggist  as  long  as  he  remains  their  customer. 

Granting  exclusive  use  of  their  jilan,  it  will  be 
necessary  for  you  to  write  immediately.  Any 
delay  on  your  i)art  may  mean  that  your  compet- 
itor will  already  have  closed  a  deal  with  them. 

Write  to-day  to 

BRENARD  MFG.  CO. 

Iowa  City,     Iowa. 

Br  \Xf  A  I?  F  ^^  salpsmen  who  come  to  you 
Hi  VV  J-\.  rv  ILi  claiming  to  ropresc-t  thp  Brenard 
Mfg-  ("o-,  or  flaiTiiing  tti  rcprcstint  a  cioni]  any  Iluit  is  a 
branch  of  it.  We  have  no  branches — we  do  luisiness 
under  the  firm  nanu-  of  the  Brenard  Mfg.  ("o.,  Iowa  City, 
Iowa, 

It  has  come  to  us  that  scrap  unsf'rui)uloiis  fialesmen 
from  ftn<jther  company  have  been  going  about  claiming 
to  be  connected  with  us.  Beware  Of  them!  Our  sales- 
men carry  proper  credentials.  Yt  u  can  get  the  famous 
Brenard  plan   from  Brenard  Mfg.  Co.,  Iowa  Oity,  Iowa. 


War!  War!  War! 

The  War  may  cause  you  disappointment  in  the 
delivery  of  your  g'oods  but  do  not  foiget  the 
SUTCUFFE  COMPANY  are  fully  armed  to 
meet  all  emergencies  and  are  prepared  to  fill 
all  orders  for  Xmas  and  Holiday  Trade  in 

Things    Different    in    Stationery   Lines 

comprising  our  Catchy  Card  Creations  with  the 
"Me-to-you"  wordings  in  Greeting  Cards, 
Folders,  Calendars,  Post  Cards  and  Novelty 
Pictures,  all  with  the  usual  Sutcliffe  Sentiment. 
Let  us  pick  you  out  an  open  assortment ;  you 
are  under  no  obligation,  and  may  return  any  or 
all  .series  should  you  not  like  them  as  well  as 
we  feel  you  will. 

Things    Different    in    Drug    Sundries 

Brushes  of  all  kinds  in  Ebony,  etc.,  etc. 

Toilet  Articles  of  every  description  in  Grained 

Ivory  make  beautiful  gifts  tor  'My  Lady." 
Military  Brushes  at  all  prices  for  your  Soldier 

Boy. 
Do  not  forget  our  usual  line  of  Whisks,  every 

one  of  them  a  Soldier,  from  85c.  a  dozen  up. 

No  Advance  in  Prices  and  the  usual  Sutcliffe  Quality 


The  Sutcliffe  Co. 

Importers  tmi  CenunMiion  Merchantt 

77  York  St.,  Nordheimer  Building 
TORONTO 


Store   Management 
Complete 


16  Full-Page 
Illustrations 


store 


ANOTHER  NEW  BOOK 

By  FRANK  FARRINGTON 

A  Companion  Book  to 

Retail  Advertising  Complete 

$1.00  POSTPAID 

"Store  Management — Complete  " 
tells  all  about  the  management  of  a 
store  so  that  not  only  the  greatest 
sales  but  the  largest  profit  may  be 
realized. 

THIRTEEN  CHAPTERS 

Here  is  a  sample : 

CHAPTER  v.— THE  STORE  POUCY- 

What  it  should  be  to  hold  trade.  The 
money-backplan.  Taking  back  goods.  Mectingcutrates.  Selling 
remnants.  Delivering  goods.  Substitution.  Handling  telephone 
calls.    Courtesy.  Rebating  railroad  faro.  Courtesy  to  customers. 


272  Pages 
Bound  in  Cloth 


Absolutely  New 


Just  Publahed 


Commercial  Press,  Limited 

32  Colborne  Street 
Toronto,  Ontario 


38 


THE  RETAIL  DRUGGTST  OP,  CANADA. 


September,  1914 


SMOKERS'  SUPPLIES,  CIGARS  and  TOBACCO 


The  Deparlmenl  that  Atlracts  )he  Men  to  the  Drug  Store     p 


Hints  on  the  Cigar  Department 

By  George  Vachan 

THE  smokers  of  cigars  encountered  in  a  day  have 
various  tastes  and  fancies,  but  the  one  item  of 
greatest  interest  to  them  and  which  is  an  import- 
ant factor  in  the  success  of  the  cigar  department,  is  its 
accessibility.  Most  druggists,  and  especially  those  who 
are  smokers,  will  agree  that  should  they  pass  any  num- 
ber of  places  where  cigars  are  retailed,  they  will,  in 
most  cases,  be  impelled  toward  a  certain  place  because 
of  the  little  time  lost  in  being  able  to  procure  a  good 
smoke.  This  is  a  pointer  to  those  entering  the  field  or 
those  maintaining  a  cigar  department  which  does  not 
pay  its  part  of  the  rent.  Next  to  this  item,  the  person 
who  is  attending  to  the  department  should  be  versed  in 
the  goods  in  stock,  as  to  what  brands  are  favorites,  and 
the  method  of  manufacture,  etc. 

Value  of  Promptness. 

It  may  seem  to  some  that  this  would  be  hard  to  as- 
certain, but  by  simply  asking  the  salesman  a  question 
or  two  the  information  will  be  forthcoming.  In  addi- 
tion to  this  one  should  be  able  to  offer  suggestions  to 
smokers  who  do  not  smoke  regularly,  as  to  which 
brands  are  light  or  heavy,  and  whether  domestic  or 
imported  tobaccos  are  used.  Prompt  attendance  at  the 
cigar  counter  means  business — for  a  smoker,  as  a  rule, 
carries  away  a  good  or  bad  impression  of  the  store  in 
general  by  the  service  given  in  this  department.  After 
the  selection  of  a  cigar  is  made  the  customer  should  not 
be  kept  waiting  for  his  change.    Be  prompt. 

The  Location  of  Department. 

The  location  having  been  disposed  of,  it  goes  without 
saying  that  a  line  of  good  cigars  is  necessary  to  hold 
trade  or  to  even  get  a  share  of  the  transient  trade.  The 
cigars  should  be  arranged  neatly  with  regard  to  sizes 
and  prices,  and  with  regard  to  their  make,  whether  do- 
mestic, Havana  or  other  importations,  giving  due  at- 
tention to  the  distance  they  are  placed  from  the  humi- 
dor. This  can  be  judged  either  by  constant  study  of 
the  action  of  the  moisture  on  each  separate  cigar  or  by 
knowledge  of  the  manufacture  of  them.  Special  at- 
tention should  be  given  to  small  cigars  and  cigars  of 
slender  shape. 

Enquiries  for  Brands  Not  Carried. 

Another  problem  confronting  the  cigar  salesman  is, 
what  brands  to  carry.  After  studying  his  needs  and 
placing  on  sale  those  cigars  which  are  popular  in  most 
localities,  there  are  always  a  few  customers  who  may 
want  just  certain  brands.  Should  these  preferences  ne- 
cessitate your  keeping  extra  brands  or  a  private  box 
for  their  use,  a  good  plan  is  to  ask  these  customers  from 
time  to  time  to  try  a  new  brand,  or  a  better  selling  one 
so  that  you  may  be  able  to  replace  the  private  box  with 
a  more  profitable  one.  This,  however,  should  be  done 
cautiously. 

The  salesman  must  not  make  the  cigar  department  a 
"hang-out."    He  can  be  polite  and  friendly,  but  must 


give  due  consideration  to  the  welfare  of  the  rest  of  the- 
store  on  account  of  the  patronage  of  ladies. 

With  these  few  suggestions  in  mind  the  cigar  depart- 
ment of  the  drug  store  will  pay  good  dividends. 


STICK  TO   QUALITY  IS  ADVICE    OP   VETERAN 
CIGAR  DEALER. 

SUCCESS  in  the  cigar  business  depends  upon  the 
quality  of  the  goods  the  dealer  offers,  in  the  opin- 
ion of  Fred  Lederman,  of  Kansas  City,  one  of  the 
best  known  tobacco  men  in  the  United  States. 

"It  takes  more  than  a  lifetime  to  learn  the  cigar  busi- 
ness," said  Mr.  Lederman.  "T  am  no  chicken,  and  1 
have  been  in  the  business  over  thirty  years.  But  I  still 
figure  that  I  have  a  good  deal  to  learn.  However,  we 
all  form  impressions,  and  I  have  formed  mine. 

"One  of  my  impressions  is  that  there  are  more  good 
judges  of  tobacco  among  smokers  than  there  are  among 
dealers.  The  cigar  storekeeper  who  thinks  he  can  make 
a  success  by  fooling  the  smoker,  is  reasoning  from  a 
false  premise.  Almost  anybody  can  stay  in  the  retail 
cigar  business  a  year  or  two,  but  if  you  intend  to  be 
in  the  business  twenty  years  or  thirty  years,  and  at  the 
end  of  that  time  to  have  something  to  show  for  your 
labor,  you  must  give  value  for  value. 

Consumer  Wants  Quality. 

"It  has  often  been  said,  and  T  have  made  the  state- 
ment m.vself,  that  the  average  man  smokes  with  his 
eyes,  and  this  is  true.  But  do  not  think  for  a  moment 
that  this  contradicts  m.y  claim  that  the  consumer  is  a 
connoisseur.  It  is,  undoubtedly,  a  fact  that  the  smok- 
er judges  bv  appearance  as  well  as  with  his  palate,  but 
it  is  all  quality  just  the  same.  A  sinoker  will  not  con- 
tinue to  use  a  cigar  merely  because  the  cigar  looks  good. 
He  may  try  it  once  or  twice  on  appearance,  but  if  it  has 
not  the  taste,  and  flavor,  and  burn  and  the  general  char- 
acter which  accord  with  his  views  of  what  a  cigar 
should  be,  he  will  not  stick  to  the  brand. 

"A  smoker  may  like  a  certain  kind  of  cigar  without 
knowing  what  the  cigar  is  made  of,  or  why  he  likes  it. 
If  it  happens  to  be  a  cigar  made  of  choice  Havana  to- 
bacco, then  you  may  know  that  that  smoker  loves  good, 
clear  Havana  cigars,  and  if  you  want  to  keep  him  on 
j'our  books  you  must  make  it  your  business  to  sell  him 
only  good,  clear  Havana  cigars. 

"If,  in  addition  to  the  fine  Havana  taste,  aroma  and 
flavor,  he  wants  also  a  smooth,  silky  Havana  wrapper, 
it  is  to  your  interest  to  carry  a  brand  of  cigars  which 
answers  to  all  of  those  requirements,  and  to  offer  him 
only  that  class  of  goods. 

"The  way  to  hold  a  smoker's  trade  is  not  only  to  give 
him  his  money's  worth,  but  give  him  exactly  what  he 
wants  for  his  money.  Don't  think  that  because  he  has 
never  seen  the  inside  of  a  cigar  factory  you  can  pull  the 
wool  over  his  eyes.  Almost  any  man  can  be  fooled  once 
or  twice,  but  there  are  mighty  few  men  who  can  be 
fooled  all  the  time. 

"Ajiy  person  can  go  into  the  cigar  business,  but  if 
you  want  to  stay  in  the  cigar  business  you  have  got  to 
stick  to  the  quality  proposition." 
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See  Here,  Mr.  Druggist 


^^TIAf^ 


TURKISH 
CIGARETTBS^^ 


M.NUrACTORCO    B»  ^^^ 


-Os 


IMPERIAL  TOBACCO  COM" 


It's  all  right  to  cater  to  the 
women.  But  don't  over- 
look the  men. 

The  kind  of  men  who 
smoke  "FATIMA"— men 
of  means  and  discrimina- 
tion— are  mighty  good  cus- 
tomers for  you  to  have. 

If  you  don't  handle  "FA- 
TIM  A"  Cigarettes  now— 
order  a  box  or  two — and 
FEATURE  THEM. 


FATIMA 

TURKISH  BLEND  CIGAREHES 

are  absolutely  unique,  both  in  flavor 
and  package.  The  exquisite  blend 
appeals  to  those  of  taste  and  refine- 
ment. And  "Fatimas"  give  you  an 
excellent  profit. 


20  in  a  package 


Handled  by  all  the  Wholesale  Trade 
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Fancy  Goods,  Novelties  and  Photographic  Supplies 

A   department  of  m^ar-s  and  methods  of  incfeasing  business  in  photographic  sup- 
piins,   pennants,  pLuing  cards,    pens,  ink,  sporting   goods,    novelties,  china,    etc. 

1 

WAR'S  EFFECT  ON  GLASS  AND  CHINA. 

About  35  per  cent,  of  the  importations  of  pottery  for 
this  year's  trade  was  in  the  hands  of  the  importers 
and  their  customers  when  the  great  European  conflict 
put  a  quietus  on  further  deliveries  that  may  extend 
over  a  period  of  at  least  two  years,  says  the  China, 
Glass  and  Lamp  Journal  of  Pittsburg.  The  situation 
in  the  china  trade  can  hardly  be  grasped  until  one 
enters  the  sample  rooms  of  the  larger  importing  estab- 
lishments and  has  the  tale  of  woe  unfolded  by  the  vic- 
tims of  this  stupendous  world  conflict  in  arms.  During 
the  past  week  there  has  been  a  busy  time  among  im- 
porting companies,  notifying  customers  of  a  reduction 
of  their  orders,  perforce,  or,  worse  still,  a  cancellation 
of  their  orders  entirely  because  of  the  war. 

A  total  suspension  of  the  German,  French,  and  Aus- 
trian manufacturers  has  unquestionably  taken  place. 
The  workmen  of  those  nations,  and  especially  in  the 
ehina  and  glass  trades,  have  gone  into  the  armies,  and 
many  will  never  return.  Skilled  mechanics  are  to  be 
lost  to  the  trade  forever;  designers,  both  of  goods 
and  coloring  eflFects,  many  of  whom  will  carry  their 
unfinished  pattern  designs  with  them,  will  go  and 
new  men  with  new  ideas,  some  undeveloped  and  in- 
experienced, compared  with  the  old  hands,  must  take 
their  place.  Open  stock  designs  in  high-grade  china 
alone  represents  a  most  serious  feature,  and  will  be- 
come a  heavy  loss. 


WAR  TERMS  USED  IN  ADS. 

Interest  in  war  is  now  at  high  tide,  and  many  retail 
firms  are  making  good  use  of  war  terms  in  their  adver- 
tising. They  help  to  attract  attention.  Especially  are 
many  of  the  terms  appropriate  when  special  prices  are 
being  quoted. 

Ammunition  for  Snap  Shooters. 

This  is  the  heading  on  an  ad.  of  D.  A.  Cameron  & 
Co.,  The  White  Front  Drug  Store,  Owen  Sound,  Ont., 
the  ad.  reading: 

"You  will  find  picture-making  mere  play  when 
everything  works  right.  The  chance  of  disappoint- 
ment is  slight  when  everything  works  right.  We  have 
handled  photo  supplies,  and  know  just  what  is  re- 
quired. In  chemicals,  papers,  films,  etc.,  freshness  is 
an  essential.  We  handle  only  fresh  and  reliable  goods 
— the  kind  that  gets  results." 

Avoid  High  Prices. 

This  is  the  heading  on  another  Owen  Sound  adver- 
tisement, that  of  Jury  &  Leslie,  which  reads:  "Now 
that  the  war  is  on,  the  price  of  eggs  will  no  douht  in- 
crease. Before  they  do  so,  pack  your  winter's  supply 
in  water  glass.  This  is  a  preparation  guaranteed  to 
keep  eggs  fresh  for  one  year." 


ing  throughout  the  year.  The  resolution  may  be  per- 
severed with  or  it  may  not.  The  druggist,  however, 
should  not  let  the  opportunity  slip  of  pushing  the  sale 
of  sprays,  sponges,  and  brushes,  and  if  by  advertising, 
by  personal  suggestion,  and  by  show  card  the  attention 
ojf  the  returned  holiday-maker  to  the  articles  of  the 
bath  can  be  secured  the  druggist's  business  in  sprays 
and  sponges  is  likely  to  benefit. 


KNOW  THE  GOODS  YOU  SELL. 

A  great  many  druggists  lose  photographic  business 
through  ignorance  of  the  goods  they  sell.  A  customer 
asks  the  difference  between  rival  brands,  and  the  deal- 
er cannot  tell,  and  sometimes  even  if  he  does  advise 
he  makes  a  statement  which  is  not  true,  and  which 
the  customer  knows  is  not  true.  Folks  don't  like  deal- 
ing with  a  storekeeper  who  doesn't  know  the  goods 
he  sells.  Every  druggist  who  deals  in  nhotographic 
supplies  should  be  a  photographer  himself.  It's  easy 
to  learn,  and  a  little  experience  with  the  study  of 
manufacturers'  catalogues  will  give  all  the  knowledge 
needed  to  assist  and  satisfy  the  average  customer. 


FILMS  CALLED  FOR  AND  DELIVERED. 

A  number  of  dealers  are  now  finding  it  desirable 
to  call  for  and  deliver  photographic  films.  One  Hali- 
fax store  advertises:  "Any  film  of  six  exposures  de- 
veloned  and  printed  and  delivered  in  one  day  for  25 
cents."  Also,  "Films  developed,  any  size  of  six  ex- 
posures, ten  cents.  Prints  made  at  lowest  prices.  Fin- 
ished in  one  day.  Phone  and  we  will  call  for  and  de- 
liver your  work."  Cairncross  &  Lawrence,  of  London, 
Ont.,  go  a  step  further,  and  advertise  that  they  mail 
films  sent  for  development  without  extra  charge.  "Bet- 
ter pictures,  that's  what  you  want.  TJhen  mail  your 
films  or  plates.  We  are  prompt.  We  guarantee  to 
produce  perfect  pictures.  We  do  not  charge  post- 
age." 


PUSH  BATH  SUPPLIES. 

At  this  season  of  the  year  many  holiday-makers  who 
have  been  en.ioying  themselves  bathing,  come  home 
with  the  intention  of  taking  a  cold  bath  every  morn- 


HINTS  FOR  MORE  TRADE. 

Many  more  people  would  buy  fountain  pens 
if  an  attempt  was  made  to  sell  them.  Make  an 
effort  to  get  this  business. 

How  is  your  stock  of  leather  goods  for  the 
fall  trade?  The  list  inchides  hand  bags  and 
purses,  card  and  ticket  cases,  music  rolls,  wal- 
lets, writing  portfolios,  etc. 

The  pen  point  is  a  little  thing,  but  mightily 
important  in  writing.  Sell  more  by  impressing 
this  on  customers. 

People  indulge  more  in  card  playing  during 
the  fall  and  winter.  Begin  now  to  feature 
playing  cards. 

If  you  sell  wall  paper,  now  is  the  time  to 
push  this  line. 
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Suggest 
Enlargements 
to  Your  Customers 


p\RUGGISTS  who  sell 
*-^  Photographic  Supplies  can 
greatly  increase  the  profits  of 
this  department  with  little  effort 
by  suggesting  to  their  customers 
the  desirability  of  having  their 
good  snapshots  enlarged  and 
framed. 

You  Take  the  Order, 
We  Do  the  Rest 


Our  enlargements  are  more 
artistic  and  life-like  than  the 
originals,  while  our  prices  will 
surprise  the  average  amateur 
photographer. 

We  guarantee  satisfactory  work 
and  prompt  delivery. 

Write  for  a  sample  enlargement 
and  prices. 

Dominion  Photo  Supply  Co. 

Limited 


294  Yonge  St. 


Toronto 


Wellington  Goods 

sell  quickly  and  require 
no  handling:  except 
handing  out.  Attractive 
show  cards  with  order 
Photo  BooUeU 

Wellington 
&Warcl 

MONTREAL 

Also  obtainkble  from  the 
National  Drug  &  Chem- 
ical Co.    Ltd.    Montreal. 


Tou  can  improve  conditions  by  getting  behind 
Canadian  made  goods. 

Corson's  Charcoal  Tooth 
Paste 

is  of  such  quality  that  Canadian  Druggists 
can  proudly  recommend  it  as  a  "Made  in 
Canada"  product,  made  in  a  Canadian  owned 
laboratory,  worthy  of  Canadian   use. 

FROM  LABORATORIES  OF 

Sovereign  Perfumes,  Limited 

TORONTO 


ALWAYS  USE 


UCK^ 

XMAS  CARDS 
CALENDAPS 
POST  CARDS 

BIRTHDAY  CAPDS 
VALENTINE  CM 
EASTER  CARDS 
TOY  BOOKS 
ART  NOVELTIES 

tver/'Yl/Cft  Cord  ond  other  publication  bears  th» 
name  of  the  firm  andour  fdSe/iS-A/ff/yeTradtMark. 
00  NOT  BE  MISLED.  NONE  GENUINE  WITHOUT. 


RAPHAELTUCK&SONSCQLimiTD 

9  5^ANT01NE  STREET 
riONTRE:AL 


TRAM   HAKK 


WtLCOHC.  ARTISTIC 
»r>d     UP-TO-DATE. 

USED  BY  ROYALTY. 
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HINTS  TO  BUYERS 


Sharland  &  Co.,  27  Common  street,  Montreal,  are 
agents  for  A.  De  St.  Dalmas  &  Co.,  of  Leicester,  Eng- 
land, makers  of  all  kinds  of  medicated  plasters. 


DIXON,  WILSON,  LTD. 

Witrh  the  advent  of  cooler  weather,  there  will  be  a 
greater  demand  for  hot  water  bottles.  Now  is  the  time 
to  look  to  stocks.  Dixon,  Wilson,  Ltd.,  66  Spadina  ave- 
nue, Toronto,  handle  hot  water  bottles  of  quality  at  rea- 
sonable prices. 

WAMPOLE'S  COD  LIVER  OIL. 

It  is  none  too  early  to  arrange  for  your  season's  sup- 
ply of  cod  liver  oil.  Henry  K.  Wampole  Co..  of  Perth, 
Ont.,  are  giving  a  very  liberal  dating  on  this  line  and 
also  supply  a  handsome  cut-out  in  nine  colors  with  all 
orders.  It  is  the  most  elaborate  they  have  ever  gotten 
out,  and  can  be  made  good  use  of  in  window  displays. 


THE  MACEY  SIGN  CO. 

A  good  sign  is  a  material  help  in  attracting  trade  to 
the  store.  It  assists  customers  in  locating  your  store 
and  also  has  a  considerable  advertising  value.  There  is 
nothing  like  keeping  your  name  and  business  before  the 
public.  Those  interested  in  good  signs  should  get  in 
touch  with  the  Macey  Sign  Co.,  257  King  street  west, 
Toronto. 


,    THE  SUTCLIFFE  COMPANY. 

In  spite  of  the  war  the  Sutcliffe  Company,  of  77  York 
street,  Toronto,  are  well  fixed  to  meet  all  emergencies 
and  are  prepared  to  fill  all  orders  for  Xmas  and  holiday 
trade  in  "things  different"  in  stationery  lines.  In  ad- 
dition to  the  latest  creations  in  catchy  greeting  cards, 
they  have  a  fine  line  of  drug  sundries,  including  brushes 
in  all  kinds  of  ebony,  toilet  articles  of  every  descrip- 
tion, military  brushes,  whisks,  etc. 


DOMINION  PHOTO  SUPPLY  00. 

Too  many  druggists  handling  photographic  supplies 
overlook  a  most  profitable  part  of  this  business — the 
enlarging  of  customers'  snapshots  and  the  framing  of 
enlargements. 

Enlargements  of  photographs  are  more  artistic  and 
lifelike  than  the  original  small  snapshots  and  not  in- 
frequently is  it  tte  case  that  a  customer  who  has  one 
snapshot  enlarged  will  bring  in  several  more  for  en- 
largement. 

Then  again,  when  customers  have  enlargements  made, 
they  can  be  shown  how  inexpensive  it  is  to  have  them 
framed  so  as  to  form  a  decoration  for  the  house  or  a  gift 
for  a  friend.  This  makes  the  photo  supply  business 
worth  while,  and  also  helps  sales  in  other  lines. 

The  Dominion  Photo  Supply  Company,  of  294  Yonge 
street,  Toronto,  have  a  proposition  for  druggists  where- 
by they  can  easily  handle  the  enlarging  and  framing 
part  of  the  photo  supply  business.  Dealers  mail  them 
the  order  with  the  negative  and  the  enlargement  is 
promptly  made  and  returned.    Dealers  are  allowed  a 


substantial  discount  on  this  work.  The  photo  frame 
trade  can  be  handled  in  the  same  way,  but  in  order  to 
save  express  or  mail  charges,  they  deem  it  advisable  for 
dealers  to  carry  a  few  frames  on  hand.  Further  par- 
ticulars will  be  supplied  dealers  by  the  Dominion  Photo 
Supply  Company. 

PU6H  SPECIALTY  COMPANY,  LTD. 

During  the  strenuous  war  that  is  now  waging,  patri- 
otic lines  will  be  good  sellers  with  druggists,  and  when 
the  British  and  her  allies  win  some  great  victories,  as 
they  are  expected  to  do,  the  demand  will  be  enormous. 
Realizing  this,  the  Pugh  Specialty  Company,  Ltd., 
38  to  42  Clifford  street,  Toronto,  are  making  a  feature 
of  patriotic  pennants  and  buttons.  They  have  a  large 
assortment  and  can  ship  orders  the  same  day  as  re- 
ceived. 


DOMINION  TOY  MFG.  COMPANY. 

Since  the  war  in  Euroi)e  has  cut  off  shipments  of 
goods  from  Germany,  the  Dominion  Toy  Mfg.  Co.,  of 
161-165  Queen  street  east,  Toronto,  has  increased  its  fa- 
cilities so  as  to  meet  the  great  demand  for  Canadian- 
made  toys.  This  company  states  that  prices  will  not  be 
advanced  as  long  as  present  stocks  last,  but  they  can- 
not guarantee  present  prices  after  Oct.  1.  They  have  an 
exceptionally  fine  range  of  goods,  attractively  designed 
and  well  made.  Interested  dealers  should  write  for  sam- 
ples. 

KENT-McCLAIN  AGAIN. 

Druggists  who  are  contemplating  the  installation  of 
new  fixtures  or  show  cases  will  be  interested  in  new  fit- 
tings recently  installed  by  Kent-McClain.  Limited  (To- 
ronto Show  Case  Co.),  of  Toronto. 

The  Jas.  Findlay  Drug  Co.,  have  a  very  handsome 
new  drug  store  in  Calgary.  The  outfit  is  in  golden  oak, 
quarter-cut,  and  the  cases  are  of  the  "Roman"  pattern, 
an  all  glass  construction  with  marble  base.  These 
were  all  built  by  Kent-McClain,  Limited.  McKees,  Lim- 
ited, have  opened  a  very  fine  store  in  Hamilton.  The 
fixtures  are  in  quarter-cut  golden  oak.  The  show  cases 
are  of  special  design  with  green  marble  base.  The  out- 
fit was  built  and  installed  by  Kent-McClain,  Limited. 

In  the  Prince  George  Hotel  Drug  Store,  Toronto,  Mr. 
E.  J.  Rutherford  has  a  very  attractive  place  of  busi- 
ness. The  outfit,  which  was  supplied  by  Kent-McClain, 
Limited,  is  in  oak  with  "Minton"  show  cases.  Dr.  C. 
M.  Burroughs,  of  Sudbury,  has  opened  a  new  drug  store 
that  is  an  excellent  example  of  "Mission"  design  and 
finish  in  oak.  The  outfit  has  been  supplied  by  Kent- 
McClain,  Limited.  The  Thrasher  Drug  Co..  of  Edmon- 
ton, Alta.,  have  recently  made  extensive  improvements 
in  their  store.  These  include  a  line  of  five  all-glass  con- 
struction show  cases  of  the  Roman  design  in  Circassian 
walnut  with  white  Italian  marble  bases,  supplied  by 
Kent-McClain,  Limited. 

Druggists  interested  in  good  fixtures  should  get  in 
touch  with  this  firm. 


THE  MONTHLY  FIZZ. 

The  Monthly  Fizz  is  the  name  of  a  booklet  issued  by 
Hurty-Peck  &  Co.,  manufacturers  of  fountain  syrups 
and  extracts.  Indianapolis.  The  shape  is  unique,  being 
in  the  form  of  an  overfowing  glass  of  soda.  It  an- 
nounces in  its  first  issue  that  "we  are  going  to  come 
to  you  once  a  month  with  a  message  of  good  cheer  and 
optimism. ' ' 
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pAIRY  SOAP  is  just  as  much  needed  in  the  bath-room  as  any  food  article 
•I  you  sell  is  needed  in  the  dining-room,  and  our  heavy  advertising  has  made 
the  public  expect  to  find  it  in  YOUR  store. 

^  Make  a  display  of  FAIRY  SOAP  at  all  times  i  nd  showf  you  are  ready  to 
supply  the  demand  for  the  big,  white,  floating,  oval  cake  with  the  five-cent  price 
and  the  twenty-five  cent  value. 

"  Have  you  a  little   'Fair})'  in  your  home?  " 


MADE     BY 


I  ^"^  ^-  ^-   FAIRBANK  co'^pany  i 


LIMITED 

MONTREAL,     CANADA 


UMITED 


Toronto 


This 

Electric 
Sign 

Will  suit  your 
Store  Front 

Write  us  to-day  for 
QaotatiortM 

Special  Discounts  for 

August 

and 

September 

Sketches  on  Application 

257  KingW.,  Toronto 


A.  De  St.  Dalmas  &  Co. 


MAKERS  OF 


Adhesive  Plaster 

Belladonna  Plaster 
Hospital  Strapping 
Porous  Plasters 

Rubber  Adhesive  Plaster 

Menthol  Plasters 
Kidney  Plasters 
Mustard  Leaves 
Corn  Plasters 

and  all  kinds  of 

Medicated  Plasters 


Leicester  (England) 

Contractors  to  his  Majesty's  Government 

Agents : — Sharland  &  Co.,  27  Common  St.  Montreal 


ATKINSON  &  BARKER^S 

ROYAL 
INFANTS'  PRESERVATIVE 

Manufacturers:  R.  BARKER  &  SON 
MANCHESTER,  ENGLAND 


DOES 

NOT 

CONTAIN 

any 

SCHEDULED 

POISON 
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RHEUMATISM    CURED 

THE  BEST  REMEDY  IN  THE  WORLD  FOR 
RHEUMATISM,   GOUT,  LUMBAGO,   SCIATICA,   NEURALGIA. 

BLAIR'S    GOUT    PILLS 

If  you  suflet  from  any  of  these  complaints  try  these  celebrated  pills. 

Perfectly  safe,  sure  and  effectual.    Thousands  can  testify  to  this  statement. 

ProprimtoTM  —  Prout  &  Hartant,    229  Strandf  London,  Eng. 


GEHRIG  BROTHERS' 

Teething  Necklaces  for  Children 

are  since  many  years  among  tha  best  renowned  and  the  most  useful 
articles  for  babies  and  are  highly  recommended  to  all  careful  mothers 
for  their  little  darlings  by  Gehrig  Brothers:  Principal,  Oskar  Kust. 

Gehrig  Brothers'  Teething  Necklaces  Manufactory 

18  Koaniggraetzcr  Street  Berlin  W.  9.  Germanjr 


Send  Your 

WANT  ADS 

To  the  Retail  Druggist 


THE 


ERAformulary 

5.000  FORMULAS 
FOR  DRUGGISTS 


New  and  Enlarged  Edition 

NOW  READY 

Here  is  the  best  book  of 
the  kind  we  know  of.  Here 
are  the  best  formulas  avail- 
able, all  under  the  covers  of 
one  book. 


THE  ERA  FORMULARY 
5000   Formulas    for    Druggists 

The  contents  are  divided  into  nine  parts  as  follows : 
Part  1 — Unofficial  Pharmaceutical  Preparations  (800  formulas). 
Part  2 — Proprietary    Preparations,    Patent    Medicines,    etc.    (417 

formulas). 
Part  3 — Toilet  Preparations  (1013  formulas). 
Part  4 — Veterinary  Remedies  (456  formulas). 
Part  5 — Family  Medicines  (722  formulas). 

Part  6 — Household  Formulas,  Domestic  Receipts,  etc.  (495  formulas). 
Part  7 — Technical  Formulas,  Industrial  Processes  etc.  (389  formulas). 
Parts — Paints.  Varnishes.  Floor  Stains,  etc.  (202  formulas). 
Part  9 — Miscellaneous  and  Unclassified  (456  formulas). 


For  $5.00  you  can  have  a  good 
formula  for  anything  you   want. 


The  Retail  Druggist 

32  Colbome  St.,  Toronto 
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NuMiiER  Ten 


Opportunities  Instead  of  being  detrimental,  the 

Presented  by  war  is  beneficial   to  many  side- 

the  War.  lines  handled  by  the  drnggi.st.  if 

he  only  recognizes  and  takes  ad- 
vantagi'  of  the  opnortunities  presented.  This  is  a  time 
wlien  there  is  an  appreciable  business  to  be  secured 
by  the  dealer  who  concentrates  on  timely  books  and 
sidelines  of  a  patriotic  nature.  These  are  lines  that  are 
already  being  pushed  to  good  advantage  by  many 
druggists. 

Maps  and  atlases  have  already  been  benefited  to  a 
considerable  extent,  and  there  will  still  be  some  de- 
mand for  them.  Flags  and  patriotic  pennants  and 
nins  will  continue  to  sell  well,  and  should  be  featured 
by  window  and  interior  display.  Post  cards  with 
coats-of-arms,  flag  designs  and  patriotic  scenes  will  be 
in  demand,  while  school  children  will  favor  scribblers 
and  exercise  books  having  patriotic  covers. 

The  war  is  turning  attention  to  books  having  a  bear- 
ing on  the  situation,  and  the  druffwist  who  has  a  book 
d'M>artment  has  a  big  field  opened  iin  to  him.  ITistories 
of  the  countries  engaged  in  hostilities,  books  of  a  mili- 
tary nature,  and  even  books  about  imaginary  fights  and 
wars  should  all  be  good  sellers. 

There  are.  in  addition,  many  othi'r  lines  that  can  be 
featured  to  good  advantage  now.  These  include  news- 
papers and  magazines.  Boy  Scout  books  and  .supplies, 
patriotic  music,  war  picture  .stamps,  pictures  of  war 
scenes,  and  of  the  rulers  of  the  warring  nations.  Every 
dealer  will  admit  the  great  opportunities  at  hand.  It 
is  his  duty  to  proceed  to  take  advantage  of  them. 


Value  of 

Dena  rtmentizing 

a  Business. 


More  and  more  stores  are  every 
year  inaugurating  a  system  of 
'lenartmentizing  their  business. 
Bven  some  comparatively  small 
stores  have  been  doin.qr  so.  realizing  the  advantages,  if 
at  all  possible,  of  making  each  departm<Mit  staifd  out 
separately  in  regard  to  sales,  and.  if  possible,  in  regard 
to  profits  also. 

The  value  of  departmentizing  »  bu,sincss  is  that  the 
sales  in  each  of  the  various  depg  rt  iiients  are  kept  separ- 


ate, and  this,  of  course,  gi\es  a  gauge  of  the  progress 
that  is  being  made.  Tn  case  progress  is  found  to  be 
ujjsatisfactory.  the  cause  can  be  investigated  and  reme- 
died. If  all  the  departments  are  conducted  together, 
one  may  be  falling  behind,  and  yet  there  are  no  records 
to  indicate  just  what  line  is  lagging,  and  so.  unless  the 
dealer  is  in  very  close  touch  with  all  parts  of  his  busi- 
ness, he  is  liable  to  allow  the  lagging  department  to 
continue  so.  "Without  a  system  of  departmentizing,  he 
may  think  that  a  certain  department  is  doing  poorly, 
but  there  is  nothing  like  ready  records  to  convince  a 
man  of  the  fact  and  spur  him  on  to  take  some  action. 

De|)artrnentizing  a  business  is  valuable  in  the  fact 
that  it  allows  an  inventory  to  be  taken  in  the  various 
departments  at  frequent  intervals,  and  it  is  an  in- 
ventory that  shows  up  the  true  state  of  affairs.  Know- 
ing the  sales  in  the  different  lines  is  a  valuable  thing, 
but  knowledge  of  the  exact  profit  being  made  must  be 
admitted  as  a  good  deal  better.  There  are  certain  de- 
partments that  need  to  l)e  cheeked  frequently  because 
they  are  liable  to  be  non-profitable  if  not  properly  con- 
ducted. By  checking  the  various  departments  up  fre- 
quently, it  can  be  ascertained  if  the  line  is  paying  a 
sufficient  profit,  and  if  it  is  not,  a  search  can  be  made 
for  the  cause,  and  the  department  placed  on  a  profit- 

liaying  basis. 

•     •     •     • 

Increased  Use  Glycerine  was  for  many     years 

of  Glycerine.  treated  as  a  waste  product  in  the 

manufacture  of  soaps  and  can- 
dles, but  is  now  commercially  important  because  of  its 
wide  use  in  industries.  While  the  American  continent 
produces  a  considerable  tiuantity  itself,  large  imports 
are  made  yearly  from  England,  Prance,  Belgium,  Rus- 
sia. Spain,  and  Italy,  European  countries  that  are  im- 
portant manufacttjrers  of  soap.  Canada  last  year  ex- 
ported about  one  million  pounds  of  glycerine  into  the 
United  States,  where  it  is  used  very  widely  by  many 
industries. 

Large  (|uantities  are  used  in  the  preparation  of  medi- 
cines, aniline  colors,  formic  acid,  and  copying  inks. 
Soap  factories  refine  considerable  quantities  of  glyce- 
rine and   reincorporate  it  by   mechanical     admixture 
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with  soap,  thus  producing  the  glycerine  soaps  of  com- 
merce.   A  good  deal  is  also  used  in  the  manufacture  of 

explosives. 

•     *     «     • 

Business  Man  A  certain  amount  of  pride  in  the 

Versus  ethical. part  of  the  drug  business 

Professional.  is  to  be  commended,  but  the  man 

who  would  achieve  success  to- 
day must  first  and  foremost  be  a  business  man  and 
afterwards  a  pharmacist.  No  druggist  is  in  business 
for  the  love  of  the  thing.  He  is  in  business  to  make 
as  much  money  as  he  can,  which  is  simply  human 
nature,  and  in  the  attaining  of  success  he  must  swing 
into  play  the  very  latest  and  best  of  merchandising 
methods.  It  is  up  to  him  to  be  a  business  man — a  mer- 
chandiser— more  than  a  professional  man  or  a  shop- 
keeper. 

Some  druggists  still  seem  to  be  imbiied  with  the  idea 
that  they  are  strictly  ethical  and  professional  men.  If 
the  fellow  who  has  been  going  along  with  the  idea  that 
the  prescription  department  is  the  all-important  part 
of  his  business  will  put  a  check  on  it,  taking  into  ac- 
count the  money  invested  in  the  material  necessary,  the 
cost  of  each  prescription  put  up,  and  the  cost  of  labor 
in  this  department,  he  will  have  it  demonstrated  to 
him  that  it  is  not  much  of  a  i-evenue-produeer,  and  will 
realize  the  necessity  of  pushing  the  so-called  sidelines 
if  he  is  to  pay  expenses,  and  have  a  profit  left  for  him- 
self. 

It  is  not  the  intention  to  give  anyone  the  idea  that 
the  abandonment  of  the  prescription  department  is 
advocated,  for  it  is  not.  Every  eflPort  should  be  made 
to  bring  as  much  business  as  possible  to  it,  in  order  to 
bolster  up  the  percentage  of  profit,  but  at  the  same 
time  the  sidelines,  with  their  appreciable  profit,  should 
be  pushed  strongly.  They  are  the  lines  upon  which  the 
average  druggist  has  to  depend  for  a  net  profit  in  his 
business. 


A  Time  to 
Push  Collections. 


There  is  special  need  at  this  time 
for  retailers  to  make  a  strong 
effort  to  collect  in  all  available 
accounts.  Prices  are  advancing  in  many  lines,  and  it 
is  going  to  take  more  money  to  finance  every  dealer's 
business.  At  any  rate,  this  is  a  time  when  the  mer- 
chant should  attempt  to  clear  off  those  accounts  that 
have  been  collecting  on  his  books  during  the  past 
twelve  months. 

To  secure  the  best  possible  results,  the  dealer  does 
not  want  to  undertake  the  work  of  collection  in  a  half- 
hearted manner,  as  if  he  did  not  expect  to  secure  pay- 
ment of  accounts.  He  wants  to  give  the  impression  to 
his  debtors  that  he  really  does  want  the  money  that  is 
due  him,  and  he  wants  to  persistently  follow  them  up 
until  he  secures  payment. 

Collection  work  should  be  undertaken  in  a  system- 
'  atic  manner.  System  is  lacking  in  the  methods  of  too 
many  dealers,  who  select  accounts  for  collection  at 
random,  sometimes  overlooking  some  that  it  is  most 
urgent  that  should  be  collected,  because  of  the  possi- 
bility of  them  passing  into  the  "bad  debt"  class  if  col- 
lection is  delayed.  Then  again,  many  of  them  fail  to 
follow  up  demands  for  payment  in  the  manner  that 
they  should.  This  weak  point  is  a  bad  one,  because 
when  collection  is  taken  up  again,  the  debtor  remem- 
bers that  you  were  not  very  persistent  in  your  previous 
demand. 

Collection  work  should  be  systematic  and  should  at 
this  time  especially  be  given  more  than  ordinary  atten- 
tion. 


Trade  Paper  There  are    several    reasons    why 

Advertisements  the  advertisements    in    a    trade 

Should  be  Read.  journal  should  receive  just  as 
close  attention  from  readers  as 
the  editorial  matter.  The  advertising  pages  are  valu- 
able sources  of  news,  methods  and  information  that  the 
live  dealer  cannot  afford  to  neglect.  In  them  numerous 
writers — each  an  expert  on  the  particular  line  he  is 
featuring,  present  information  and  arguments  that 
should  prove  of  material  assistance  to  the  merchant 
and  his  clerk  in  selling  these  goods.  It  is  agreed  that 
the  more  a  salesman  knows  about  his  goods  the  greater 
quantity  he  will  be  able  to  sell.  The  trade  paper  ad- 
vertisement contains  a  good  deal  of  valuable  selling 
information. 

The  live  merchant  is  always  in  search  of  new  goods 
possessing  merit  because  they  offer  avenues  of  in- 
creased business.  This  is  another  reason  why  he  should 
read  the  advertisements,  for  in  them  he  will  find  in- 
formation about  new  goods  being  placed  on  the  market. 

In  addition,  not  a  few  dealers  get  from  the  adver- 
tisements catchy  phrases  and  convincing  arguments 
which  they  can  work  into  their  own  ads.  to  advantage. 

Many  merchants  give  as  much  time  to  reading  and 
studying  the  advertisements  as  the  editorial  matter, 
and  find  it  profitable  to  do  so.  The  ads.  prove  valuable 
reading  matter. 


SHORT  NOTES  FROM  THE  EDITOR'S  PEN. 

Be  cheerful  and  optimistic. 

•  *     * 

It  is  time  to  look  forward  to  the  Xmas  trade. 

•  *     * 

They  say  that  silence  is  golden,  but  failure  to  adver- 
tise is  folly. 

•  •     • 

"Business  as  usual  during  the  war"  is  a  good  slogan 
for  every  merchant. 

•  *     * 

Even  if  there  is  war  in  Europe,  every  dealer  should 
keep  on  sawing  wood  the  same  as  usual. 

•  *     • 

The  druggist  who  stands  in  the  shoes  of  his  father 
will  find  that  different  lasts  are  in  style  nowadays. 

•  *     • 

It's  all  right  to  work  along  the  line  of  least  resist- 
ance when  that  line  leads  to  more  business  and  better 

profit. 

•  «     « 

One  of  the  ways  in  which  a  clerk  can  make  himself 
valuable  is  in  learning  how  to  sell  people  goods  they 
didn't  come  to  buy. 

•  •     • 

The  dealer  who  goes  around  with  the  cry  that  "war 
hurts  business"  is  probably  hurting  business  more 
himself  than  the  war  is. 

•  *     • 

The  Retail  Druggist  is  in  receipt  of  the  proceedings 
of  the  annual  meeting  of  the  Missouri  Pharmaceutical 
Association,  gotten  out  in  book  form. 

•  •     • 

Many  people  think  that  an  intricate  knowledge  of 
photography  is  necessary  in  order  to  operate  a  camera, 
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and  therefore  refrain  from  purchasing  one.  A  good 
idea  is  to  put  a  card  in  the  window,  telling  them  how 
simple  it  is  to  operate  a  eamera,  and  your  willingness 
to  show  them  how. 

•  •     • 

The  publication  of  the  new  British  Pharmacopoeia, 
which  was  to  have  been  issued  in  October,  has  been  in- 
definitely postponed  on  account  of  the  war. 

•  •     • 

"Well,  anyway,  this  war  is  causing  us  to  brush  up  on 
geography.  The  average  pharmacist,  for  instance,  will 
soon  know  more  drug  geography  than  he  ever  did  be- 
fore. 

•  •     • 

Your  success  as  a  business  chemist  depends  on  know- 
ing the  proper  ingredients  to  use  in  your  solution  of 
business  methods,  and  mixing  them  so  as  to  give  a 
(irofit  precipitate. 

•  •     • 

While  war  may  liave  its  effect  on  some  lines  of  busi- 
ness, it  presents  excellent  opportunities  for  the  drug- 
gist to  sell  sidelines  of  a  patriotic  nature.  Ai'e  you 
taking  full  advantage  of  your  opportunities? 


There  is  no  time  like  dull  times  to  advertise,  for  then 
yon  need  the  business  more  than  ever.  The  last  thing 
a  progres.sive  dealer  should  do  is  to  cut  down  on  his 
advertising  expenditure  because  sales  are  falling  off. 


.\t  this  time  it  is  the  duty  of  every  member  of  the 
drug  trade  to  cultivate  a  spirit  of  toleration  and  rea- 
sonableness. Diflficulties  will  be  materially  lessened  by 
harmonious  relations  between  retailers  and  whole- 
salers. 

•  •     • 

For  the  first  time  in  its  history,  the  Missouri  Phar- 
maceutical Association  at  its  annual  meeting  endorsed 
a  drug  clerk  as  a  member  of  the  board  of  pharmacy. 
It  was  i)ointed  out  that  it  would  be  a  good  thing  to 
have  a  good  clerk  on  the  board  because  he  would  be 
able  to   appreciate   better  the   requirements     of     the 

clerks. 

•  •     * 

The  present  war  has  a  double  interest  to  the  drug- 
gist, for  the  southern  part  of  Belgium,  nearly  the  whole 
of  Germany,  and  many  parts  of  Prance  are  the  re- 
gions in  which  are  grown  many  of  the  plants  included 
in  the  materia  mediea,  and  popularly  known  as  "bot- 
anical drugs."  War  waged  in  a  district  like  this 
where  every  foot  of  the  ground  is  tilled  with  the  high- 
est skill  will  mean  an  unusual  waste,  and  tlie  destruc- 
tion likely  to  be  wrought  is  sure  to  cause  loss  for  some 
time  of  the  products  that  have  made  these  districts 
famous. 


Figuring  It  Out  on  Paper 

Frequent  miscalculations  in  paper  plam 


CHALK  TALK  WINDOWS. 

A  Buffalo  retailer  attracts  considerable  attention  by 
his  unique  windows.  He  has  a  local  cartoonist  work 
out  a  cartoon  in  chalk  or  whiting,  right  on  the  glass, 
changing  the  subject  each  week.  Sometimes  these  sub- 
jects are  devoted  to  certain  goods.  At  other  times  they 
are  of  historic  interest  or  appropriate  to  coming  holi- 
days. If  you  can  make  a  suitable  arrangement  with  a 
cartoonist  or  good  sign  painter  you  might  find  this  a 
good  suggestion  to  follow. 


WHEN  the  present  European  war  broke  out,  there 
were  many  people  who  had  it  figured  out  on 
paper  just  how  the  struggle  was  to  be  fought 
and  ended.  We  all  know  how  the  Kaiser  had  it  all 
|)lanned  that  he  was  to  be  in  Paris  two  weeks  after 
hostilities  began  and  having  crushed  the  French  Em- 
pire, would  be  able  to  return  in  plenty  of  time  to  guard 
the  eastern  frontier  of  Germany  against  the  Russian 
invasion.  His  plan  on  paper  was  all  right,  but  it  did 
not  work  out  in  actual  experience  in  the  way  he  cal- 
culated. Nor  was  his  the  only  "paper  plan"  that  did 
not  work  out  in  just  the  way  anticipated. 

And  in  business,  just  the  same  as  in  warfare,  we  can- 
not depend  on  paper  plans.  They  are  apt  to  be  sadly 
upset,  although  probably  not  so  much  in  business  as 
in  warfare,  if  the  proper  consideration  is  given  to  the 
preparation  of  plans. 

That  is  just  the  point,  however — the  proper  amount 
of  consideration  is  frecpiently  not  given  to  calcula- 
tions. We  have  the  case  of  the  man  who  is  intending 
to  open  a  store  or  bu.v  out  a  going  business.  He  figures 
out,  or  rather  estimates,  his  expenses  of  operation  at  a 
certain  amount,  probably  including  in  it  the  cost  of 
ren?,  salaries,  heat  and  lighting,  and  considering  that 
he  has  pretty  near  all  the  expenses  that  he  will  be 
called  u|)on  to  bear. 

With  his  expected  sales,  he  sees  ahead  of  him  a 
goodly  profit  on  his  investment — on  paper.  Alas! 
However,  how  frequentl.v  he  finds  the  calculations  that 
worked  out  so  beautifull.y  on  paper  do  not  figure  out 
so  well  in  reality.  The  huge  profits  that  were  his  on 
paper  dwindle  under  the  light  of  actual  experience  as 
the  winter's  snow  undei'  the  risiiig  spring  sun. 

He  finds  that  rent,  salaries,  heat,  and  lighting  do  not 
make  up  all  the  expenses  that  he  has  to  bear.  He 
neglected  just  a  few  items  in  his  calculations,  prom- 
inent among  them  being  insurance,  advertising,  deliv- 
ery, taxes,  telephone,  telegrams,  subscriptions,  dona- 
tions, cost  of  collections,  stamps  and  stationery,  allow- 
ance for  bad  debts,  and  other  iTicidental  expenses  in 
connection  with  the  conduct  of  every  business.  These 
few  items  that  he  neglected  in  his  paper  calculations 
make  an  exceedingl.v  wide  gap  between  the  expected 
and  actual  results. 

This  is  a  mistake  made  by  not  a  few  dealers— that 
of  not  including  all  the  expense  items  in  their  expense 
account.  Accordingly,  they  figure  an  exceedingly 
pleasing  profit  on  paper,  but  when  the  inventory  is 
taken  at  the  end  of  the  year,  the.v  find  that  there  has 
been  miscalculation  somewhere.  Careful  consideration 
is  necessary  in  paper  plans  if  ,vou  wish  results  to  work 
out  as  expected. 


A  RHYME  WITH  A  BEASON. 

The 

ponstant   drop   of  water  wears  away   the   hardest 

stone; 

The 

constant  gnawing  Towser  masticates  the  toughest 

bone; 

The 

I'onatant    poming   lover    carries    off   the   blushing 

maid; 

The 

constant    advertiser    is    the    man    who    gets    the 

trade. 
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What  Other  Retail  Druggists  are  Doing  to  Boost  Sales 


Ideas  and  methods   used  by  druggists  in  all' 
parts  of  Canada  told  in  a  short,  crisp  form 


The  Canada  Drug  &  Book  Company,  Regina,  Sask., 
sell  a  big  variety  of  sidelines,  including  wall  paper. 
«     *     • 

Caimcross  &  Lawrence,  of  London,  Ont.,  are  reach- 
ing out  for  business  by  advertising  in  the  papers  in 
neighboring  towns  and  cities. 

*  *     * 

Bingham's  Pharmacy.  Yonge  street.  Toronto,  adver- 
tise their  palm  garden  in  a  theatre  programme,  point- 
ing out  the  excellency  of  their  luncheon  service. 

*  •     « 

Pingle's  Drug  and  Book  Store,  of  Medicine  Hat. 
Alberta,  got  after  the  trade  in  office  supplies.  They 
sell  loose  leaf  ledgers  and  transfer  files,  typewriter 
paper,  ribbons,  and  carbon  paper. 

*  #     # 

Tamblyn's  store  at  44.3  Yonge  street,  Toronto,  make 
a  feature  of  some  one  "special"  daily.  The  article  is 
shown  in  one  corner  of  the  window  with  a  sign  "Spe- 
cial to-day." 

*  •     * 

A.  J.  Greenwood  &  Co.  conduct  two  drug  stores  in 
St.  Catharines.  Ont.  They  call  their  stores  the  "Greeco 
Drug  Stores."  and  this  name  is  used  in  their  advertis- 
ing and  on  their  letterheads. 

*  •     * 

Jury  &  Lovell,  Oshawa.  Ont.,  conducted  a  "Talcum 
Powder  Week,"  during  which  they  paid  five  cents  for 
any  empty  talcum  tin  wben  purchasing  a  new  can  of 

talcum  powder. 

«     •     ♦ 

R.  L.  Morgan,  of  Lindsay,  Ont.,  gave  six  picture  post 
cards  free  with  a  25-cent  purchase  in  drugs  or  station- 
ery. This  was  for  a  week  only,  and  the  cards  were 
given  with  the  object  of  introducing  them. 

*  •     • 

"Where  is  the  war?"  reads  the  ad.  of  a  Lethbridge. 
Alberta,  dealer.  "To  be  able  to  understand  the  ac- 
counts of  the  war  you  will  need  a  good  atlas.  We 
have  a  large  modem  atlas  at  $1.75.  and  a  small  size  at 

50  cents." 

*  •     • 

Wilkinson's  Drug  Store.  Amherstburg,  Ont.,  has 
been  making  a  feature  of  city  daily  papers  since  the 
outbreak  of  war,  as  the  public  interest  in  the  war  news 
offers  a  good  opportunity  for  the  sale  of  papers.  T. 
H.  Denike  is  the  manager  of  the  store. 

*  •     * 

The  Red  Cross  Drug  and  Book  Co..  of  Lethbridge, 
Alberta,  gave  a  complimentary  entertainm.ent  to  the 
pupils  of  the  city  school.  All  the  boys  and  girls  of  the 
city  were  invited  to  call  at  their  store  arid  secure  a 
free  ticket  to  one  of  the  local  moving-picture  shows, 
which  they  had  made  arrangements  with  for  the  occa- 
sion. The  plan  attracted  attention  to  their  store,  and 
proved  an  excellent  advertising  scheme. 

*  •     • 

Liggett's,  Limited,  of  Toronto,  conducted  a  "29-cent 
grab  bag  sale."  Various  assortments  of  drug  store 
lines  were  placed  in  paper  bags,  which  were  sold  at 
29  cents.    The  novelty  of  the  idea  appealed  to  many 


customers.  The  grab  bags  were  featured  in  the  win- 
dow, a  display  being  put  in  the  day  previous  to  the 
holding  of  the  sale.    It  was  held  only  for  one  day. 

•  •     * 

"Bedbugs"  is  the  heading  used  by  J.  D.  Higin- 
botham  &  Co..  of  Lethbridge,  Alberta,  in  an  ad.  "It 
may  not  sound  very  polite  to  hear  these  words,  but  we 
can  prevent  your  'saying  things'  not  half  so  polite. 
Higinbotham's  Bug  Finish   will   ensure  you  a  night's 

rest." 

•  *     * 

A.  E.  Le  Francois,  676  Pape  avenue,  Toronto,  issued 
a  hand  bill  with  a  puzzle  at  the  top  in  order  that  people 
would  take  more  interest  in  it.  It  showed  an  audience 
at  a  playhouse  calling  for  the  author.  The  puzzle  was 
to  locate  him  in  the  picture.  People  tried  the  puzzle, 
and  naturally  read  the  ad. 

•  «     • 

Waters'  Drug  Store.  Belleville,  Ont.,  sell  mops — the 
dry,  dustless  variety  that  Collect  dust.  Not  only  are 
they  displayed  in  the  store,  but  also  featured  in  the 
local  paper.  This  is  a  line  that  women  are  deeply  in- 
terested in.  and  women  form  the  greatest  percentage 

of  drug  store  patrons. 

•  •     • 

Wallace's  Drug  Store,  Limited,  of  Napanee.  Ont.. 
do  occasional  advertising  by  mears  of  readers  in  the 
local  paper.  "What  shall  T  write?"  was  the  heading 
of  a  recent  one,  which  continued:  "That  is  an  import- 
ant (piestion  when  writing  a  letter,  but  it  is  also  very 
important  what  you  write  on.  Remember  our  first- 
class  stock  when  needing  stationery." 

•  •     • 

Galloway's  Drug  Store,  Kamloops,  B.C.,  make  a  bia: 
feature  of  "goods  for  the  baby,"  and  find  it  good  busi- 
ness to  do  so.  Every  woman  with  an  infant  is  deepl.v 
interested  in  its  comfort.  Saleable  lines  include  nurs- 
ing bottles,  nipples,  soaps,  .sponges,  talcums,  and  toilet 
articles,   in    addition    to   the    medicinal   lines   that   are 

required. 

•  •     • 

A.  Higinbotham,  of  Lindsay.  Ont..  aims  to  impress  on 
country  customers  the  prompt  service  they  can  get  b.v 
parcel  post.  "We  are  constantly  sending  prescriptions 
and  drug  store  good.s  to  all  parts  of  the  surrounding 
country,"  he  says  in  his  ad.  "This  trade  has  come  to 
us  because  we  have  what  people  require — and  be- 
cause we  sell  at  right  prices.  Goods  can  usuall.v  be 
sent  by  first  mail  after  receipt  of  order.    Send  us  your 

prescriptions." 

•  •     • 

Best's,  of  Kamloops.  B.C..  call  theirs  "The  Satisfac- 
tory Drug  Store."  A  heading  on  an  ad.  of  theirs 
merely  contained  the  figures  "7673."  The  ad.  read: 
"During  the  past  year  this  vast  number  of  people  have 
had  their  films  developed  at  Best's.  This  makes  it 
clear  where  most  people  have  their  finishing  done,  and 
the  results  obtained  shows  that  it  makes  no  difference 
what  film  is  used.  We  get  good  prints  from  any  film 
providing  any  care  has  been  taken  in  exposing  the  roll. 
We  ourselves  sell  no  less  than  six  different  brands  of 
fine  film — the  best  on  the  market.  Do  not  forget  this 
when  you  need  supplies  or  finishing." 
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DRUG  STORE  LINES  AFFECTED  BY  WAR 


MANY  lines  have  been  affected  by  the  outbreak  of 
war  in  Europe,  and  the  photographic  supply 
business  is  no  exception  to  the  general  rule, 
although  there  is  no  present  cause  for  alarm  as  to  the 
effect  of  European  conditions  on  the  retail  photo- 
graphic business  of  .this  country.  Germany  has  held 
the  trade  in  photographic  developers  for  many  years. 
as  she  has  the  dye  trade,  but  now  that  patents,  etc.. 
are  in  the  hands  of  the  British,  there  should  be  no  rea- 
son why  the  Old  Country  and  Canada  should  not  get 
right  to  it  and  produce  such. 

Germany  and  France  Sources  of  Supply. 

"Regarding  the  interference  of  the  war  with  photo- 
graphic supplies."  state  Wellington  &  Ward,  of  Mont- 
real, "so  far  we  have  had  no  trouble  with  obtaining 
what  we  ref|uire  from  our  own  factory.  We  can  hardly 
sav  how  the  position  is  with  other  manufacturers  in 
England,  as  it  is  a  matter  of  what  stock  of  raw  paper 
they  have  on  hand.  The  paper  used  for  the  coating  of 
photographic  emulsions  is  made  principally  in  Ger- 
many and  France,  although  we  understand  that  there 
are  English  factories  now  making  the  baryta-coated 
paper  which  is  much  used  for  gaslight  papers.  The 
raw  paper  for  the  making  of  bromide  and  many  other 
high-class  photo  papei-s  comes  from  France,  but 
whether  supplies  are  obtainable  at  the  moment  we  are 
unable  to  say.  Our  factory  evidently  has  plenty  of 
stock  to  go  along  with,  as  we  have  no  news  to  the  con- 
trary. Glass  for  photographic  plates  has  for  many 
years  come  principally  from  Belgium,  but  we  under- 
stand that  there  are  now  at  least  two  English  houses 
making  same,  so  there  is  not  likely  to  be  any  shortage 
in  that  line. 

Some  Lines  Affected. 

"The  greatest  trouble  lies  in  the  German  chemicals 
used  in  the  fini.shing  of  photographs.  Metol.  hydroki- 
none,  and  like  products  are  of  German  origin  and  made 
under  German  patents  or  secret  processes.  However, 
we  hear  oft  good  authority  that  two  English  houses  are 
now  preparing  to  produce  .such,  but  for  the  time  being 
there  is  certainly  a  shortage  here.  The  .shortage  is 
even  worse  in  some  of  the  lines  in  England.  Metol 
and  hydrokinone  have  practically  ti-ebled  in  price  since 
the  war  commenced,  and  many  wholesale  houses  are 
right  out  of  stock.  This,  of  course,  reflects  on  the  photo 
trade,  as  one  cannot  purchase  plates,  etc..  when  there 
are  no  chemicals  for  developing  same.  Hyposulphite 
of  soda  has  not  inateriall.v  advanced  here,  but  in  Eng- 
land we  believe  same  has  gone  up  from  twopence  a 
pound  to  many  .shillings." 

Danger  From  Over-ordering. 

"There  is  more  danger  to-day  from  over-ordering 
finished  stock  on  the  part  of  consumers  and  dealei^s 
than  from  a  scarcity  of  raw  materials."  states  the 
Canadian  Kodak  Company,  of  Toronto.  "The  person 
who  now  puts  on  his  shelves  the  sensitized  materials 
for  a  year  ahead  in  anticipation  of  a  shortage  will  be 
likely  to  find  himself,  later  on,  the  possessor  of  a  lot  of 
deteriorated  goods.  Even  if  at  that  time  there  is  a 
serious  shortage  of  raw  stock,  he  may  find  to  his  lo.ss 


that  the  goods  he  has  pih'd  up  have  become  useless,  and 
lie  will,  therefore,  not  only  not  be  any  better  supplied 
than  his  neighbor,  but  will  have,  as  well,  lost  his  invest- 
ment in  the  deteriorated  goods." 

This  company  states  that  they  have  on  hand  a  supply 
of  papers  that  will  last  for  a  year  under  normal  con- 
ditions, and  also  a  supply  of  glass  that  will  last  the 
same  time.  Glass  for  this  purpose  comes  from  Belgium, 
but  glass-makers  on  this  continent  can,  and  have,  sup- 
plied glass  of  proper  quality,  but  heretofore  have  not 
been  able  to  compete  in  price  with  the  foreign  makers. 
At  a  slight  increase  in  price,  glass  suitable  for  plates 
can  unquestionably  be  obtained  on  this  continent  if 
necessary. 


THE  SITUATION  IN  TOYS. 

When  the  war  first  broke  out,  it  was  generally  be- 
lieved that  the  Christmas  toy  business  would  be  seri- 
ously handicapped  by  lack  of  supplies.  This  inconveni- 
ence will  not  be  as  great  as  at  first  anticipated.  A  good 
many  shipments  of  toys  were  already  landed  or  on  the 
way  when  hostilities  broke  out,  while  several  large 
consignments  have  been  received  in  New  York,  and 
may  help  the  Canadian  situation  to  some  extent.  The 
available  supply,  however,  is  much  smaller  than  usual, 
and  will  likely  be  depleted  earlier.  Department  stores 
are  reported  as  having  been  busy  getting  requirements. 
Druggists  who  are  handling  toys  should  look  after  the 
matter  of  their  re(|uirements  at  once. 

Efforts  are  being  made  by  Canadian  firms  to  relieve 
any  shortage.  One  Canadian  factory  is  running  on 
full  capacity  on  certain  lines  of  toys. 


SHORT  SUPPLY  OF  DOLLS. 

There  will  probably  not  be  as  many  kiddies'  hearts 
gladdened  by  an  Xmas  doll  this  year  as  is  usually  the 
case — not  because  of  parents'  economy,  but  because  of 
lack  of  dolls.  Scarcely  any  have  been  received,  and 
stocks  are  very  small.  Some  Canadian  firms  are  mak- 
ing an  effort  to  relieve  the  situation.  If  sufficient  stocks 
are  not  obtained  by  the  retailer,  he  would  do  well  to 
make  arrangements  for  other  lines  that  will  take  their 
place. 


LINES  TO  FEATURE  DURING  THE  WAR. 
Things  That  WiU  Sell  Now. 

SMALL    emergency    kits    for    volunteers    who      are 
going    to    the    front — toilet   requisites      for      the 
sarar    purpose,    safet.v    razors,    pipes,    and    other 
lines  that  the  man  going  to  the  front  will  need! 

Books  about  past  real  and  imaginary  wars,  as  well 
as  books  in  regard'  to  the  rulers  and  military  policies 
of  the  nations  at  war. 

Patriotic  jiennants  and  pins,  as  well  as  flags,  decora- 
tions, etc. 

Patriotic  music  and  military  marches,  as  well  as 
pictures  of  the  King  and  Queen  and  generals  prominent 
in  the  war. 

Stationery,  scribblers,  and  post  cards  with  patriotic 
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Possibility  of  Manufacture  of  Chemicals  in  Canada 


War  has  opened  up  an  opportunity  for  manufacturing  cer- 
tain drugs  and  chemicals  in  Canada,  but  it  will  take 
time,  and  the  co-operation  of  the  Government  is  needed. 


SINCE  the  outbreak  of  the  war  in  Europe,  which  cut 
off  the  shipment  of  drugs  and  chemicals  from 
Germany  and  some  of  the  other  European  coun- 
tries upon  which  Canada  depends  largely  for  her  sup- 
plies, the  possibility  of  manufacturing  some  of  the  lines 
in  Canada  that  have  hitherto  been  imported,  has  been 
receiving  a  good  deal  of  consideration  from  Canadian 
manufacturing  druggists.  There  is  no  doubt  that  the 
war  has  opened  up  opportunities  in  this  direction, 
although  there  are  some  difficulties  in  the  way  of  the 
starting  of  the  manufacture  of  drugs  and  chemicals 
on  any  appreciable  scale.  The  war.  however,  is  serving 
the  iiseful  purpose  of  bringing  this  question  prom- 
inently before  the  public,  and  it  is  to  be  hoped  that  the 
Government  will  have  it  strongly  enough  impressed  on 
them  to  offer  some  assistance  to  the  drug  trade  in  this 
work. 

Co-operation  of  Government  Needed. 

In  Germany  and  other  countries  where  the  manu- 
facture of  drugs  and  chemieSls  is  highly  developed,  the 
Government  has  rendered  valuable  aid  both  in  research 
work  and  in  giving  sufficient  protection  to  the  industry 
until  it  became  developed.  It  costs  a  good  deal  to  com- 
mence the  production  of  the  finer  chemicals,  and  firms 
do  not  feel  like  investing  money  in  drug  and  chemical 
plants  without  tJie  assurance  of  some  protection  from 
German  competition  after  the  war  is  over. 

It  has  been  suggested  that  the  Government  should 
appoint  a  commission  to  look  into  the  possibility  of 
the  manufacture  of  chemicals  and  dyes  in  Canada,  and 
decide  on  the  assistance  that  is  necessary  in  order  to 
foster  the  growth  of  the  industry. 

Lines  Canada  Mig'ht  Manufacture. 

"In  late  years,"  stated  a  manufacturing  druggist. 
"Canada  has  been  importing  large  quantities  of  potash 
and  potash  salts  from  Germany,  yet  here  in  our  own 
country  we  have  sufficient  raw  material  to  supply  our 
own  demand  for  these  lines. 

"We 'also  import  a  large  quantity  of  dyes  from  Ger- 
many. These  are  manufactured  from  coal  tar  by-pro- 
ducts of  the  illuminating  gas  plants.  In  this  country 
the  by-products  of  our  gas  plants  are  practically 
wasted.  Why  should  it  not  be  possible  to  furnish  from 
our  own  coal  tar  by-products  enough  dye  to  supply, 
our  own  demand  and  possibly  do  some  export  trade? 
Germany's  export  of  dyes  to  the  United  States  amounts 
to  over  twenty  million  dollars  per  annum.  These  are 
only  a  couple  of  instances.  There  are  other  lines  that 
could  be  made  in  Canada,  although  it  must  be  remem- 
bered that  all  couldn't  be  started  in  a  short  time.  We 
will  have  to  gradually  learn  the  business.." 

Canadian  Manufacture  Would  Need  Protection. 

"I  believe,"  stated  Mr.  Noble,  of  Lyman  Bros.  &  Co.. 
Ltd.,  Toronto,  "that  something  will  be  done  as  a  result 
of  the  present  situation  in  the  way  of  the  manufacture 
of  drugs  here  in  Canada.  It  will  take  time  to  get  under 
way,  however,  and  manufacturers  will  no  doubt  be  in- 
clined to  hold  off  in  hopes  of  some  assurance  from  the 
Government  that  if  they  enter  the  manufacture  of 
drugs  in  Canada  that  they  will  be  protected  in  some 


way  after  the  war  is  over.  It  costs  a  good  deal  to 
commence  the  manufacture  of  any  of  the  finer  lines, 
and  no  man  wants  to  spend  a  good  deal  of  money  now 
and  run  chances  of  the  expenditure  turning  out  an 
unprofitable  one  on  account  of  strong  German  competi- 
tion after  the  war  is  over.  Undoubtedly  Germany  can 
produce  drugs  cheaper  than  Canada,  and  some  pro- 
tection should  be  given  to  allow  the  Canadian  industry 
to  develop."  One  of  the  lines  that  Mr.  Noble  pointed 
out  as  high  and  scarce  on  account  of  the  cutting  off 
of  supplies  from  Germany,  and  which  could  easily  be 
produced  here,  is  potash  salts. 

D.  W.  Bole,  of  Montreal,  president  of  the  National 
Drug  and  Chemical  Co..  in  a  letter  to  the  Journal  of 
Commerce,  in  answer  to  their  enquiry,  brought  out 
some  interesting  points  regarding  the  possibility  of 
the  prodiiction  of  chemicals  in  Canada.     He  said: 

Why  Industry  Has  Grown  in  Germany. 

Germany  has  been  the  centre  of  chemical  industry 
for  many  years.  This  is  due  partly  to  the  fact  that 
German  temperament  lends  itself  to  patient,  painstak- 
ing enquiry,  but  more  to  the  fact  that  the  German  Gov- 
ernment has  encouraged  technical  education  to  an  un- 
usual extent  by  large  grants  to  universities  and  by 
Hllowing  the  unrestricted  use  of  non-potable  alcohol 
in  chemical  research  work  and  in  the  manufacture  of 
so  many  chemical  products  and  dye-stuffs,  both  of 
which  are  used  so  extensively  in  the  arts  and  manufac- 
tures the  world  over. 

We  might  mention  an  incident  which  will  bring  home 
this  fact.  Aniline  dyes  were  first  developed  in  Eng- 
land. The  prospect  of  almost  unlimited  supply  and 
demand  was  so  promising  that  great  pressure  was 
brought  to  bear  on  the  British  Government  to  allow 
manufacturers  to  use  non-potable  alcohol  free  of  duty, 
;is  it  entered  very  extensively  into  the  process  of  manu- 
facture. 

How  Germans  Got  Dye  Trade. 

The  Government  finally  yielded  and  made  important 
f'oncessions,  but  the  Excise  Department  enforced  such 
rigid  regulations  that  the  field  of  operation  was  shifted 
from  England  to  Germany,  where  greater  official  en- 
couragement was  given.  When  the  war  broke  out  one 
single  German  company  engaged  in  the  manufacture 
of  aniline  dyes  employed  no  less  than  8,000  workmen. 
This  company  also  kept  men  in  the  work  of  research 
and  development. 

Other  products  more  strictly  termed  chemicals  for 
medicinal  and  technical  purposes  were  also  being  de- 
veloped in  Germany  on  a  very  large  scale,  to  such  an 
extent,  indeed,  that  Germany  dominated  the  chemical 
iii'd  aniline  dye  trade  of  the  world. 

This  war  has  temporarily,  at  least,  ruined  this  vast 
business. 

Replying  now  to  your  encpiiry  as  to  what  steps  we 
are  taking  to  replace  the  German  goods  referred  to, 
und  to  what  extent  they  can  be  replaced,  we  beg  to 
say  we  are  doing  our  utmost  to  take  possession  of  this 
market,  but  we  can  only  do  so  with  goods  the  pro- 
cess of  manufacture  of  which  is  known  to  us.     The 
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volume  will  be  necessarily  limited,  as  it  takes  time 
to  learu  the  trade.  No  one  firm  or  company  in  Canada 
can  undertake  the  expense  of  research  work  in  a  new 
field. 

Sundries  That  Canada  Can  Make. 

To  a  more  limited  extent,  Germany  and  Austria  sup- 
plied this  market  with  perfumes,  toilet  waters,  cologne 
water,  and  other  toilet  articles,  also  brushes,  combs, 
and  other  goods  well  known  in  our  line  of  business. 
Many  of  these  goods  can  be  made  in  Panada.  We  are 
well  eipiipped  to  take  care  of  perfumes  and  toilet  sun- 
dries, and  are  already  commencing  to  feel  an  increasing 
trade  in  these  lines.  Coarser  lines  of  brushes,  in  which 
there  is  a  large  trade,  can  be  made  in  Canada,  and 
manufacturers  in  this  line  should  embrace  the  present 
opportunity. 

Tn  pharmaceuticals,  strictly  speaking,  we  handle 
very  few  of  German  make.  American  lines  being  more 
in  evidence  in  this  market.  "We  think  the  present  time 
is  opportune  for  the  medical  men  of  Canada  to  .ioin  in 
the  campaign  in  favor  of  "Made  in  Canada"'  goods. 
They  could  give  a  tremendous  impetus  to  this  branch 
by  prescribing  Canadian  pharmaceuticals,  the  (piality 
of  which  cannot  be  doubted,  as  the  heads  of  Canadian 
pharmaceutical  laboratories  are  in  most  cases  men 
prominent  in  their  profession,  holding  important  offi- 
cial and  trade  positions. 

Suggests  a  Government  Commission. 

With  respect  to  German  chemicals  and  dyes  which 
have  hitherto  dominated  this  market,  we  would 
strongly  recommend  that  the  Government  should  ap- 
point a  small  commission  to  find  out  just  what  chem- 
icals or  dyes  can  be  made  in  Canada  economically,  hav- 
ing regard  to  the  source  and  rpiantity  of  supply  of 
raw  material,  and  then  subsidize  the  laboratories  of 
our  great  universities  where  research  work  could  be 
carried  on  and  the  methods  of  manufacture  found  out. 

This  will  take  some  years,  but  it  would  also  take 
some  years  for  Germany  to  recover  from  the  effects 
of  the  war,  to  say  nothing  of  the  length  of  time  she 
will  be  engaged  in  the  conflict,  or  the  thousands  of  Ger- 
man experts  who  will  fall  on  the  field  of  battle  and 
carry  with  them  secrets  which  have  given  Germany 
such  prominence  in  this  branch  of  industry. 

We  understand  that  Germany's  exports  to  the  United 
States  alone  for  aniline  dyes  amount  to  over  twenty 
million  dollars  per  annnm.  Canadian  importations 
would  be  about  the  same  proportionately,  but  the  popu- 
lation of  Canada  would  hardly  justify  the  exnenditnre 
of  large  sums  of  money  to  snppl.v  local  demands,  Tf. 
however,  it  is  found  that  these  goods  can  be  produced 
economically,  yoii  can  trust  Canadian  enterprise  to 
seek  out  foreign  markets.  Tn  any  event,  the  Depart- 
ment of  Trade  and  Commerce  should  find  out  where  we 
are  with  resi)eet  to  these  goods. 

Difficulties  in  Finer  Chemicals. 

E.  G.  West  &  Co.,  wholesale  druggists  and  manufac- 
turing chemists  of  Toronto,  do  not  expect  much  manu- 
facturing of  the  finer  drugs  and  chemicals  undertaken 
in  Canada.  "Tn  many  instances,"  they  state,  "the 
plant  and  machinery  required  for  the  manufacture  of 
many  of  the  finer  chemicals  is  so  expensive,  and  the 
sale  of  these  products  so  limited  in  Canada,  that  we 
do  not  think  there  will  be  found  many  willing  to  take 
the  chances  of  making  this  a  paying  proposition. 

"Then,  thei-e  is  always  the  (juestion  of  tarifl'.  Some 
seem  to  think  that  even  if  they  did  get  going,  and 
times  again  became  normal,  there  Is  always  the  possi- 


bility of  the  lowering  of  the  tariff,  which  would,  with 
limited  output,  make  it  almost  impossible  to  compete 
with  foreign  manufacturers." 

Difficulties  in  the  Way  in  England. 

England  is  also  considering  seriously  the  manufac- 
ture of  fine  chemicals.  The  British  and  Colonial  Drug- 
gist, of  London,  points  out  that  the  first  and  perhaps 
the  principal  difficulty  to  be  removed  concerns  the  use 
of  alcohol.  Its  use  as  an  ingredient  is  a  dominant 
factor  in  the  manufacture  of  fine  chemicals.  Hitherto 
the  British  Government  has  turned  a  more  or  less  deaf 
ear  to  anything  urging  the  allowing  of  dvity-free  spirit 
in  chemical  manufactures. 

It  is  pointed  out  by  this  journal  that  "in  coming  to 
any  conclusion  as  to  the  possibility  of  this  country 
successfully  manufacturing  fine  chemicals,  one  must 
consider  the  question  of  the  raw  materials  from  which 
they  are  made.  The  manufacture  of  even  so  simple  a 
product  as  hexamethylene  tetramine — the  reaction 
product  of  ammonia  with  formic  aldehyde — calls  for 
very  little  skill  or  technique.  But  it  does  require  an 
adequate  supply  of  formic  aldehyde.  And  if  you  go  on 
to  the  market  to-day  you  will  find  formic  aldehyde  at 
a  ruinous  price,  and  getting  almost  unobtainable.  Be- 
fore we  talk  of  manufacturing  the  fine  chemical,  hexa- 
methylene tetramine,  let  use  see  that  we  can  assure 
ourselves  of  a  supply  of  the  'heavy'  chemical — formic 
aldehyde.  This  is  but  a  simple  example,  but  it  illus- 
trates a  difficulty  which  must  be  faced.  Such  bodies 
as  acetic  anhydride,  trichloracetic  acid,  and  numerous 
intermediate  products  used  in  synthetic  chemistry,  are 
at  present  essentially  Continental  productions.  Our 
manufacturers  must  obtain  complete  mastery  over  this 
type  of  chemical  before  they  can  manufacture  the  fin- 
ished 'synthetic'  preparation.  Nor  must  we  forget  that 
an  ample  supply  of  all  the  solvents  necessary  for  puri- 
fication by  recrystallization  is  absolutely  necessary  for 
successful  manufacture." 


To  stretch  the  truth  in  an  advertisement  in  the  hope 
of  attracting  more  attention  may  succeed  in  attracting 
attention  and  in  repelling  trade. 


THINGS  WE  CAN  DO  IN  THE  MIDST  OF  WAE 

HERE  are  some  simple  things  that,  according  to 
the  London  Times,  all  can  do,  and  others  that  all 
can  avoid,  as 

First  and  foremost — Keep  your  heads.  Be  calm.  Gro 
about  your  ordinary  business  quietly  and  soberly.  Do 
not  indulge  in  excitement  or  foolish  demonstrations. 

Secondly— Think  of  others  more  than  you  are  wont 
to  do.  Think  of  your  duty  to  your  neighbor.  Think 
of  the  common  weal. 

Try  to  contribute  your  share  b.y  doing  your  duty  in 
your  own  place  and  your  own  sphere.  Be  abstemious 
and  economical.    Avoid  waste. 

Do  not  store  goods  and  create  an  artificial  scarcity 
to  fhe  hurt  of  others.  Remember  that  it  is  an  act 
of  mean  and  selfish  cowardice. 

Do  not  hoard  any  gold.  Let  it  circulate.  Try  to 
make  things  more  easy,  not  more  difficult. 

Remember  those  who  are  worse  off  than  yourself. 
Pay  punctually  what  you  owe,  especially  to  your 
poorest  creditors. 

If  you  are  an  employer,  think  of  your  employed. 
Give  them  work  and  wages  as  long  as  you  can,  and 
work  short  time  rather  than   close  down. 

If  you  are  employed,  remember  the  difficulties  of 
your  employer. 


X 
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Sidelines  are  Featured  in  Vernon,  B.C.,  Drug  Store 

R.  E.  Berry  of  Vernon,  B.C.,  realizes  the  value  of  giving  space  over 
to  the  display  of  the  profitable  sidelines — Features  of  his  new  store 


THE  sidelines  are  featured  strongly  in  the  new 
store  of  R.  E.  BeTry,  of  Vernon,  B.C.,  a  photo- 
graph of  which  is  reproduced  here.  It  will  be 
noted  that  space  is  put  to  good  use  throughout,  and  not 
wasted  in  useless  displays  of  drug  bottles,  as  is  still 
the  case  in  some  drug  stores  that  do  not  seem  to  realize 
the  valuable  aid  that  good  displays  of  the  sidelines 
offer  in  increasing  sales  and  profits. 

Arrangement  of  Departments. 

The  arrangement  of  the  store  is  fine  and  worthy  of 
some  study  from  other  druggists.  The  photographic 
department  is  located  near  the  front,  a  silent  sales- 
man being  used  for  display.  One  of  the  clerks  is  in 
charge  of  the  developing  and  printing  end  of  the 
business. 

Note  that  the  counters  are  not  backed  up  against  the 
shelving,  as  is  usually  the  case,  but  that  two  rows 
extend  down  the  centre  of  the  store,  and  that  plenty 
of  floor  space  makes  them  particularly  good  silent 
salesmen.  This  arrangement  allows  Ciistomers  to  go 
right  up  to  the  shelves,  and  is  particularly  advantage- 
ous in  the  case  of  books,  of  which  the  store  makes  a 
feature.  It  will  be  noticed  that  the  greater  part  of  one 
side  is  devoted  to  books  and  kindred  lines. 

Peatixres  of  the  Store. 

On  the  left  of  the  picture,  half-way  down  the  book 
department,  a  door  will  be  noticed.  This  leads  to  a 
separate  department  used  for  toys,  fancy  goods,  etc. 

The   lighting  system     is     semi-direct,     eliminating 


shadows  and  glare.  The  ceiling  is  of  white  metal, 
giving  a  cleanly  appearance,  and  adding  to  the  bright- 
ness of  the  store. 

The  wall  cases  are  finely  finished.  On  the  one  side 
brass  goods  are  displayed  on  the  upper  ledge. 

The  floors  are  of  cork  lino.,  and  are  kept  scrupulou.sly 
clean.    Many  mirrors  form  a  feature  of  the  store. 

The  dispensing  department  is  to  the  rear  and  close 
to  the  private  office. 

The  store  is  located  on  a  corner  of  the  main  thor- 
oughfare. The  entrance  is  on  the  main  street,  with 
several  large  display  windows  on  the  other  street. 

The  aisles  are  wide,  allowing  of  a  large  number  of 
display  tables  when  occasion  demands. 


A  TRADE-WINNING  PLAN. 

A  dealer  prints  numbers  from  1  to  3.000  on  his  hand- 
bills. In  his  store  he  has  articles  numbered  and  placed 
on  display  during  the  week.  These  are  presented  to 
persons  who  bring  in  handbills  bearing  the  same  num- 
bers. Numbers  on  articles  add  attraction  to  his  show 
window.  Lists  of  winners  are  published  in  the  local 
papers  ea<;h  week. 

As  the  articles  presented  are  worth  the  extra  errand 
to  those  who  come  out  of  their  way  to  trade  at  the  store, 
the  plan  increases  the  number  of  people  coming  to  the 
store,  and  ensures  regular  readers  for  the  handbills.  It 
was  started  to  make  people  quit  throwing  away  these 
store  announcements. 


Ueiierul  interior  view  of  tlie  new 
store  of  K.  K.  Berry.  Vernon.  B.C.. 
shnwing  the  extensive  use  that  is 
msuie  of  silent  salesmen  and  wall 
cases.  The  countcra  arc  in  the  cen- 
tre, thus  allowing  customers  to  go 
right  up  to  the  shelves.  This  is  of 
great  advantage  with  many  lines, 
and  especially  with  books.  On  the 
left  hand  side  is  the  entrance  to  a 
separate  department  used  for  toys, 
fancy  goods,  etc. 
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PERSONALITY  OF  ADVERTISINO. 

Bj)  M.  J.  Rcid 

Advertising  is  like  folks. 

Some  advertising  you  "warm  up"  to  the  minute  your 
eyes  liglit  upon  it. 

There  are  no  harsh  color  tones  to  offend — no  shout- 
ing statements —  no  commands  that  you  mentally  re- 
fuse to  obey. 

It  just  "makes  friends"  with  you  right  away. 

You  feel  a  sense  akin  to  gratitude  that  someone  has 
taken  all  this  trouble,  time  and  labor,  to  present  this 
article  to  your  notice  with  such  nicety,  such  courtesy, 
with  so  much  regard  for  your  feelings,  making  its 
purchase  so  convenient,  saving  you  endless  worry  and 
search. 

Of  course,  you  don't  actually  think  this  all  out.  You 
just  feel  it  without  really  thinking  about  it  at  all.  Your 
mind  is  centred  upon  the  good  points  of  the  article 
presented,  and  the  benefit  you  will  derive  from  owning 
it. 

This  must  be  the  advertisement  of  a  considerate, 
enterprising  merchant,  or  manufacturer,  who  has  a 
thought  and  care  for  his  customers  beyond  sordid 
money-making;  who  knows  that  his  product  is  right, 
and  that  its  purchase  means  a  good  and  an  advantage 
to   mankind. 

You  do  not  want  to  look  long  at  an  advertisement 
which  seems  to  have  an  x-ray  eye  glued  to  your  pocket- 
book,  as  if  to  search  out  the  very  last  farthing.  You, 
being  a  natural  creature,  and  obeying  a  natural  law, 
are  considering  your  own  comforts  and  needs,  and 
resent  the  mercenary  glint  in  an  advertisement  as  much 
as  you  do  in  the  merchant's  eye. 

The  courteous  ad.,  ever  mindful  of  the  other  fellow 's 
feelings,  is  constantly  endeavoring  to  benefit.  It  is 
not  in  a  hurry;  it  carries  dignity,  certainty,  and  deliv- 
ers its  message  in  a  pleasant  manner — conveying  the 
confidence  of  its  master,  the  man  who  created  it  and 
who  also  produced  the  article  which  it  is  offering  you. 


Your  advertisement  is  a  reflection  of  yourself — of 
your  business;  you  are  judged  by  it. 

There  is  no  need  for  megaphone  copy  with  harsh, 
strident  tones  for  the  man  who  knows  he  is  right  all 
through. 

True  it  is  that  with  the  multi-millions  of  articles 
placed  upon  the  market  by  different  advertising 
methods,  there  must  be  something  distinctive  about 
your  copy  to  attract  notice.  But  let  that  something 
be  inviting,  harmonious,  and  welcome  to  the  senses. 

There,  also,  are  millions  of  people.  During  a  week 
you  may  meet  thousands — each  produces  an  impression 
of  some  sort.  The  one  from  whom  you  get  the  lasting, 
pleasing  impression,  and  of  whom  you  think  many 
times  afterwards,  is  the  cheerful,  confident,  success- 
ful man  who  knows  that  he  knows  and  is  big  enough 
to  be  kind. 

He  needn  't  din  it  into  your  ear  that  he  is  a  gentleman. 
You  can't  just  say  how  you  know  it,  yet  you  know. 
There  is  that  indefinable  something.  Here  is  a  man 
worth  while.  No  extremes  in  appearance  announce 
this  fact.  He  does  not  wear  a  bright  red  vest,  a 
grotesque  hat — ^yet  you  are  attracted,  and  you  know 
the  man  is  right ;  he  is  a  leader,  he  is  worthy. 

Your  advertisement  may  possess  a  personality  just 
as  effective.  It  may  carry  the  same  success,  leadership 
note;  the  same  impressiveness,  the  same  conviction  of 
honest,  earnest,  simple  truth  which  makes  you  know — 
just  how  you  can't  say — that  the  article  presented  is 
worthy. 

So! 

Customer — I  wish  to  get  a  cure  for  corns. 
Drug  Clerk — Hard  or  soft,  madam? 
Customer — Medium,  please. 


It  is  the  salesman  who  takes  pains  to  find  out  what 
he  lacks  and  then  sets  about  filling  that  lack,  who  will 
be  the  first  to  deserve  a  raise  in  wages. 


View  of  the  old  store  of  K.  K.  Berry,  Vci  iioii,  ti.C.    Tlicri:  are  iimny  fualiireM  i)f  arrungement  and  display  that  will  give  valuable 

hints  and  aungestions  to  other  druggrists. 


20 


THE  RETAIL  DRUGGIST  OP  CANADA. 


October,  1914 


Western  Canada:    Past  Progress,  Present  Conditions  and 
Future  Prospects  :  :  :  : 


Second  part  of  article  on  Western  Canada  which  appeared  in  lasl  issue 
of  this  Journal — Interesting  phases  of  conditions  and  progress  that  is  being 
made — Staff  article  from  first-hand  observations  in  the  Western  Provinces 


By  WM.  J.  BRYANS 
IN  TWO  PAR  TS-Pari  II 


Wheat  first  was  king  in  Western  Canada,  and  still 
continues  to  hold  a  regal  position.  The  tendency  with 
rich  land  so  plentiful  is  toward  large-scale  cultivation, 
and.  emboldened  by  the  success  in  past  years,  farmers 
in  many  sections  have  continued  to  be  practically  only 
grain-growers.  This  condition  of  affairs  naturally 
causes  the  people  of  the  Western  provinces  to  be  de- 
pendent on  outside  sources  for  the  supply  of  a  great 
proportion  of  the  foods  which  they  consume,  and  these 
can  only  be  brought  in  at  high  prices.    Farm  and  dairy 


THE  WEST'S  STORAGE  CAPACITY. 

The  elevator  capacity  from  the  Great  Lakes  to  the 
Bocky  Mountains  increased  from  20,908,000  bushels 
in  1900  to  102,003,650  bushels  in  1913. 


products  of  various  kinds  are  being  imported  into  the 
West  in  large  quantities  yearly.  The  eastern  part  of 
the  Dominion  ships  a  considerable  amount  of  butter  to 
the  West,  and  the  same  article  is  being  largely  import- 
ed from  as  far  distant  points  as  New  Zealand.  Eggs 
are  also  imported  in  goodly  volume  every  year,  while 
the  same  thing  is  true  to  a  greater  or  less  extent  with 
A  big  variety  of  farm  products  that  the  West  itself  is 
well  capable  of  producing. 

This  is  a  regrettable  feature  of  the  growth  of  West- 


ern Canada,  and  it  is  encouraging  to  note  that  there  is 
a  greater  tendency  of  late  towards  mixed  farming  in 
many  districts,  but  there  is  yet  a  crying  need  of  im- 
provement in  this  direction.  Alberta,  for  instance,  is 
doing  a  good  deal  in  the  way  of  mixed  farming,  but 
there  is  still  much  room  for  improvement,  as  shown 
by  the  amount  of  food  products  imported  into  that 
province  yearly.  Manitoba  is  also  making  progress  in 
this  direction,  and  while  Saskatchewan  is  doing  some- 
thing along  this  line,  it  is  principally  in  the  northern 
section,  where  new  settlers  are  taking  to  mixed  farm- 
ing. By  going  in  for  the  raising  of  cattle  and  hogs, 
they  thus  secure  a  means  of  making  use  of  the  rough 
grain,  which  would  in  many  cases  otherwise  be  wasted. 

The  Need  of  More  Mixed  Panning. 

Too  much  cannot  be  done  to  encourage  mixed  farm- 
ing in  Western  Canada,  and  the  various  Governments 
should  take  immediate  action  in  this  direction.  The 
need  of  more  mixed  farming  was  pointed  out  in  a  con- 
vincing manner  by  John  McDougall,  chairman  of  the 
High  Cost  of  Living  Commission,  while  that  body  was 
in  session  in  Edmonton  during  the  visit  of  the  writer 
to  that  city. 

"Our  investigations,"  he  stated,  "have  proved  to 
us  that  the  products  of  the  farm  show  the  most  not- 
able increases  in  cost  and  not,  as  the  average  person 
would  think,  such  commodities  as  tea,  coffee  and  sugar. 
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The  Fort  Garry  Hotel,  Winnipeg,  the  new  *2,000,tKK)  hotel  of  the  Grand  Trunk  Paciftc,  showing  also  the  new 

Union  Station  of  the  G.T.P.  and  C.N.R, 
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Beef,  pork  and  mutton  are  being  sold  at  higher  prices 
now  than  a  year  ago,  and  are  likely  to  keep  stead- 
ily on  the  increase." 

Mr.  McDougall,  continuing,  said  that  mixed  farming 
was  the  salvation  of  Alberta,  and  relative  to  the  in- 
crease in  the  cost  to  the  consumer  of  the  farm  produce, 
defined  the  reason  for  this  as  being  due  to  the  fact  that 
the  demand  was  greater  than  the  supply,  this  being 
occasioned  by  the  enormous  influx  of  people  into  the 
district.  He  explained  that  a  large  majority  of  set- 
tlers were  non-producing  for  .the  first  year  at  least, 
while  in  many  cases  it  was  three  or  your  years  before 
products  of  the  land  were  being  sent  into  the  markets 
by  them. 

"Until  the  supply  equals  the  demand,  you  must  ex- 
pect the  prices  to  be  high,  for  you  cannot  reasonably 
expect  that  products  imported,  such  as  beef,  pork  and 
mutton  will  be  resultant  in  a  reduction  of  prices,"  said 
Mr.  McDougall. 

Irrigation  Being  Made  Good  Use  Of. 

Irrigation  is  being  made  good  use  of  to  increase  the 
productiveness  of  certain  sections  of  southern  Alberta, 
the  Canadian  Pacific  Railway  having  a  large  area  un- 
der irrigation.  It  is  realized  that  it  is  not.  altogether 
the  number  of  inches  of  rain  that  is  essential  to  the 
growing  of  crops,  but  the  conservation,  and  that  is  the 
chief  value  of  irrigation.  It  may  well  be  applied  to 
districts  where  there  is  a  heavy  rainfall,  and  better 
results  will  follow.  This  irrigation  project  of  the  Cana- 
dian Pacific  Railway  is  the  largest  individual  project 
of  its  kind  on  the  American  continent.  It  contains 
altogether  three  million  acres.  The  Bow  River  bounds 
it  for  a  considerable  distance  on  the  south,  and  the  Red 
Deer  River  for  a  considerable  distance  to  the  north. 
Calgary  lies  immediately  west  of  the  block,  and  the 
City  of  Medicine  Hat  about  thirty  miles  to  the  east  of 
the  eastern  boundary,  while  towns  and  villages  are 
scattered  throughout  it.  The  area  of  this  tract  is  five 
times  as  large  as  the  irrigated  area  in  the  State  of 
Utah,  greater  than  the  irrigated  area  in  the  State  of 
California,  equal  to  the  total  irrigated  area  in  the  State 


of  Colorado,  and  greater  than  one-fifth  the  total  irri- 
gated areas  of  the  United  States.  It  is  traversed  through 
its  entire  length  by  the  main  line  of  the  Canadian  Paci- 
fic Railway,  which  has  also  numerous  branches  in  vari- 
ous directions;  while  other  railway  companies  will  in 
due  course  have  lines  operating  through  the  block.  The 
block  is  an  open  prairie  plateau,  with  a  general  eleva- 
tion at  its  western  boundary  of  3,400  feet  above  sea 
level,  which  slopes  rapidly  towards  the  east  until  an 
elevation  of  2,300  feet  is  reached  at  the  eastern 
boundary. 

The  Big  Bassano  Dam. 

In  order  to  obtain  water  for  the  eastern  section,  an 
engineering  feat  of  extreme  magnitude  was  necessi- 
tated, namely,  the  construction  of  a  huge  dam  across 
the  Bow  River,  near  Bassano,  Alberta.  Just  above  the 
site  of  the  dam,  the  Bow  River  makes  a  long  bend  in 
the  shape  of  a  horseshoe.  The  banks  on  the  outer  side 
are  high  and  massive,  but  inside,  the  land,  before  the 
construction  of  the  dam,  sloped  gradually  down  until 
the  banks  on  the  inner  side  of  the  then  existing  chan- 
nel were  scarcely  any  higher  than  the  level  of  the 
stream.  Merely  to  have  dammed  the  river  would  not 
have  been  sufficient,  and  would  have  resulted  only  in 
its  diversion  into  a  new  channel  across  the  low-lying 
tongue  of  land  comprised  within  the  horseshoe.  The 
whole  of  this  tongue  would  have  to  be  submerged  and 
a  huge  pool  formed.  The  dam,  therefore,  is  a  com- 
posite structure,  consisting  of  a  reinforced  concrete 
spillway  in  the  original  river  channel  that  continues 
in  a  long,  high  earthen  embankment  across  the  foot 
of  the  horseshoe-shaped  tongue.  The  structure  is  720 
feet  in  length  between  abutments,  with  a  maximum 
height  of  40  feet  to  the  overflow  crest,  above  which 
eleven  feet  of  water  will  be  retained  by  24  sluice-gates. 

Some  Idea  of  Its  Size. 

The  area  of  the  eastern  section  of  the  irrigation  block 
is  1,156,224  acres,  of  which  440,000  acres  will  eventu- 
ally be  rendered  irrigable.  The  system  to  serve  it  is  a 
large  undertaking,  and  has  involved  the  construction 
of  thousands  of  structures,  such  as  drops,  headgates. 


View  of  the  big  dam  at  BaHKiino,  Alberta,  erected  at  imineiiNU  uuxt  by  tlie  Ganadiau  Pauiflc  Railway  (ur  irriKatioii  puriKMes. 
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flumes,  siphons,  bridges,  etc.     The  estimated  mileage 
of  canals  and  ditches  will  be: 

Miles. 

Main  canal 5 

Secondary  canals 475 

Distributing  ditches 2,020 

The  earth  which  it  has  been  necessary  to  remove  will 
altogether  amount  to  over  twenty  million  cubic  yards. 
At  the  dam  at  Bassano,  it  should  be  added,  electrical 


NATURAL  RESOURCES  OF  WESTERN  CANADA 

In  Western  Ontario  the  products  of  the  iron  ranges 
which  are  tributary  to  the  lake  ports  are  being  de- 
veloped, and  the  iron  ore  used  at  the  blast  furnaces 
at  Port  Arthur.  The  cities  of  Port  Arthur  and  Port 
William  during  the  season  of  navigation  handle  the 
huge  grain  crop  of  the  West,  which  is  shipped  out  over 
the  lakes,  and  the  freighters  bring  back  a  large  ton- 
nage of  coal  and  merchandise.  The  paper  pulp  indus- 
try is  being  developed  at  Dryden. 

In  the  newly  added  territory  to  the  Province  of 
Manitoba  there  are  enormous  natural  resources,  which 
have  not  as  yet  been  sufficiently  explored  to  form  any 
adequate  estimate  of  their  value.  There  are,  how- 
ever, large  stretches  of  timber  and  big  coal  deposits 
as  well  as  other  minerals.  The  lakes  of  Manitoba — 
Winnipeg,  Winnipegosis  and  Manitoba — ^are  famous 
for  their  whitefish.  Rich  deposits  of  gypsum,  clay, 
shale,  limestone,  gravel  and  sand  exist. 

The  Province  of  Saskatchewan  also  possesses  valu- 
able coal,  shale,  gravel  and  sand  deposits,  and,  in  the 
north,  valuable  timber  limits. 

The  Province  of  Alberta  is  the  home  of  the  natural 
gas  field,  and  has  coal  beds  underlying  a  large  part 
01  the  province.  Vast  deposits  of  clay,  gravel,  sand 
and  limestone  are  found,  and,  in  some  cases,  exten- 
sively utilized.  Iron  ore  and  copper  are  also  reputed 
to  be  found  on  the  east  slope  of  the  Rocky  Mountains. 

The  principal  products  of  the  Province  of  British 
Columbia  are  coal,  gold,  silver,  copper,  lead,  zinc,  tim- 
ber, furs,  fish,  oil,  hops,  fruit,  vegetables,  wheat,  oats, 
barley,  hay  and  cultivated  grasses,  marble,  granite, 
limestone,  gypsum,  clay,  shale,  gravel,  sand,  etc. 


power  will  be  generated  by  turbines,  and  will  be  utiliz- 
ed for  the  operation  of  the  various  sluice-gates  in  the 
structure,  and  for  lighting  purposes. 

C.  P.  R.  Helping  by  Ready-made  Farms. 

In  this  and  other  ways,  the  railroads  are  assisting 
in  the  settlement  of  the  country,  and  the  distribution 
of  incoming  settlers.  For  instance,  the  C.  P.  R.  has 
its  "ready-made"  farms  for  the  promotion  of  settle- 
ment. This  scheme  was  inaugurated  in  1909,  when  a 
number  of  farms  were  equipped  with  a  house  and  barn, 
a  well  drilled  on  each,  the  whole  farm  surrounded  by 
a  substantial  wire  fence,  and  fifty  acres  broken  and 
seeded  to  crops.  The  next  spring  these  were  settled 
by  a  contingent  of  British  farmers.  So  successful  was 
this  colony  that  the  policy  was  broadened,  the  build- 
ings on  subsequent  farms  improved,  and  the  number 
of  ready-made  farms  increased.  To  begin  with,  these 
ready-made  farms  were  established  only  in  Alberta, 
but  now  the  policy  has  been  extended  to  include  Mani- 
toba, Saskatchewan,  and  British  Columbia  as  well.  The 
farms  in  the  Prairie  provinces  are  especially  adapted 
to  mixed  farming,  while  those  in  British  Columbia  are 
designed  for  a  combination  of  intensified  farming  and 
fruit-growing. 

What  a  Ready-made  Farm  Is. 

A  ready-made  farm  is  a  farm  upon  which  the  pioneer 


work  has  been  done  and  which  is  ready  for  occupancy 
by  the  settler  and  his  family.  These  farms,  which  are 
sold  to  married  men  only,  consist  of  160  or  320  acres 
each,  and  are  laid  out  in  colonies  on  lands  which  have 
been  carefully  selected  with  a  view  to  their  suitability 
for  mixed  farming.  On  each  farm  a  comfortable  four- 
roomed  house  and  a  barn  are  built,  the  land  is  all  fenced, 
a  well  is  dug  and  pump  installed,  and  an  area  of  from 
50  to  100  acres  is  brought  under  cultivation.  These 
farms  are  sold  on  the  twenty-year  payment  basis.  The 
price  of  the  improvements  is  added  to  the  price  of  the 
land,  the  whole  being  payable,  one-twentieth  cash  and 
the  balance  is  nineteen  equal  annual  instalments,  with 
interest  at  the  rate  of  six  per  cent,  per  annum. 

Many  New  Towns  Being  Opened. 

New  towns  are  being  opened  up  in  Western  Canada 
every  week — some  of  them  not  pretentious  by  any 
means  in  size,  but  nevertheless  a  centre  for  the  com- 
munity which  surrounds  each.  The  extension  of  rail- 
road lines  and  the  settlement  of  hitherto  unpopulated 
lands  makes  it  essential  for  to  open  up  new  townsites, 
and  these  arise  almost  automatically  where  there  is 
sufficient  demand  for  them.  There  is  often  a  tendency 
to  underrate  the  importance  of  the  small  town,  and  to 
exalt  the  big  city  at  its  expense,  but  the  small  town 
has  its  own  very  definite  place  in  the  scheme  of  things, 
and  plays  a  very  useful  part  in  the  life  of  the  com- 
munity. It  is  the  mart  and  business  hub  for  the  farmer. 
The  volume  of  trade  that  passes  through  some  unpre- 
tentious little  Western  towns  is  sometimes  amazing; 
in  fact,  it  is  a  commonplace  that  a  country  store  is 
often  a  very  much  more  profitable  proposition  than  one 
in  a  big  city. 

Causes  Many  Business  Openings. 

The  establishment  of  new  towns,  of  course,  creates 
business  openings  in  various  lines  of  trade  in  these 
newly-established  centres,  and  circulars  are  issued 
regularly  by  the  railroad  companies  giving  extensive 
lists  of  business  openings  along  their  respective  lines. 
While  there  are  no  doubt  plenty  of  good  opportunities 
for  business  men  in  new  towns  in  the  West,  there  is 
always  the  danger  of  overdoing  certain  lines  of  trade 
in  some  towns.  A  number  of  men  in  the  same  line  of 
business  will  locate  in  a  new  town,  and,  having  a  large 
district  to  draw  from,  there  will  be  enough  business 
on  the  start  for  them  all.  With  the  extension  of  rail- 
road lines,  additional  towns  will  be  established  in  the 
district  from  which  they  have  been  securing  trade,  and 
naturally  they  lose  the  trade  of  that  community.  Trade 
slackens  off,  and  pretty  soon  there  is  not  sufficient  busi- 
ness for  all  the  dealers,  and  all  or  some  of  them  find 
their  business  unprofitable. 

Danger  of  Overdoing. 

The  writer  has  found  this  the  ease  in  quite  a  few 
towns  in  W^estern  Canada,  and  business  men  contem- 
plating the  opening  of  stores  should  consider  whether 
the  possibilities  present  at  the  time  are  likely  to  be 
maintained.  Business  in  such  towns  may  be  profitable 
for  a  time,  and  therefore  all  right  for  the  man  who  is 
prepared  to  move  on 'when  the  boom  is  over,  but  the 
man  who  is  seeking  a  permanent  location  for  a  busi- 
ness should  select  a  town  where  he  feels  he  can  well 
hold  his  own.  Many  of  those  who  go  into  business  in 
the  smaller  towns  are  people  who  have  had  little  or 
no  experience  in  merchandising,  and  are  handicapped 
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enough  by  a  lack  of  practical  knowledge  of  the  busi- 
ness in  which  they  engage,  without  running  up  against 
the  problem  of  a  slackening  off  in  trade  by  the  cur- 
tailing of  their  business  field. 

G.  T.  P.  Line  Through  to  Coast. 

"The  Trackless  Prairie"  is  a  poetic  phrase  that  has 
long  since  passed  out  of  use  as  regards  Western  Can- 
ada. Three  railroads  have  been  busily  engaged  extend- 
ing their  lines  in  all  sections  of  the  West,  so  as  to  open 
up  new  sections  of  country  for  settlement  and  make 
possible  the  rapid  handling  of  the  Western  crop. 

While  the  Grand  Trunk  Pacific  have  been  doing  their 
share  of  development  work  on  the  prairies,  the  activi- 
ties of  the  company  have  been  to  a  large  extent  directed 
to  the  completion  of  their  line  through  to  the  British 
Columbia  coast.  Favorable  progress  is  being  made, 
and  it  is  expected  that  a  through  service  to  Prince 
Rupert  will  be  inaugurated  within  a  month  or  so.  This 
line  opens  up  the  country  east  and  west  of  Fort  George, 
a  section  of  great  promise  that  a  large  number  of  home- 
steaders are  already  pouring  into.  Branch  lines  in 
Saskatchewan  are  also  being  opened  up  as  rapidly  as 
possible. 

C.  P.  R.  Has  7,800  Miles  from  Lakes  West 

The  Canadian  Pacific  Railway  has  on  its  western 
system,  which  extends  from  Fort  William,  Ont.,  at  the 
head  of  the  Great  Lakes,  to  the  Pacific  coast,  a  total 
mileage  of  about  7,800,  extending  from  the  international 
boundary  north,  the  most  northerly  point  being  Edmon- 
ton, which  is  about  315  miles  from  the  boundary.  This 
mileage  is  that  in  Canada  only,  and  does  not  include 
the  lines  controlled  by  the  company  in  the  western 
parts  of  the  United  States.  About  1,650  miles  are  in 
the  province  of  British  Columbia,  and  about  350  miles 
in  the  western  portion  of  Ontario,  between  Fort  Wil- 
liam and  Lake  of  the  Woods,  leaving  about  5,800  miles 
in  the  three  prairie  provinces  of  Manitoba,  Saskatche- 
wan and  Alberta. 

C.N.R.  Opening  up  North  Country 

The  Canadian  Northern  are  continuing  tlieir  policy  of 
building  branch  lines  and  are  particularly  directing 
their  attention  to  the  opening  up  of  the  North  country. 
Their  northern  line  in  Saskatchewan  is  opening  up  for 
development  a  section  of  country  th.it  is  well  adapted 
for  mixed  farming,  and  in  which  mixed  farming  is 
being  largely  taken  to  by  incoming  settlers.  Their 
line  is  the  only  railroad  so  far  to  penetrate  the  Atha- 
basca district  in  Northern  Alberta.  They  liave  a  ser- 
vice through  to  Athabasca  Landing  and  are  piishing 
forward  farther  into  the  Peace  River  District,  a  coun- 
try which  holds  forth  great  possibilities  for  farming  in 
the  future.  They  have  also  under  construction  a  line 
from  North  Battleford  to  Athabasca,  over  a  stretch  of 
country  hitherto  without  railroad  facilities. 


HOW  TO  REMOVE  SCRATCHES  FROM  SHOW 
CASES. 

It  may  be  interesting  to  the  dealer  to  know  how  to 
remove  scratches  from  show  cases,  and  the  following 
is  suggested  as  a  practical  method:  "Dissolve  one 
ounce  of  white  wax  in  a  pint  of  pure  turpentine.  To 
di.s.solve  the  wax,  place  the  vessel  containing  the  tur- 
pentine over  ;i  burner  and  wann.  applying  with  a  soft 
cloth.  Tliis  will  in  every  case  greatly  improve  the  sur- 
face,"    For  cleaning  glass,  a  good  method  is  as  fol- 


lows :  "Mix  one  ounce  of  whiting,  one  ounce  of  alcohol 
and  one  ounce  of  water  of  ammonia  in  a  pint  of  water. 
Apply  with  a  soft  cloth,  allow  to  dry,  and  then  wipe 
off." 

Numbers  of  glass  cases  are  ruined  yearly  from  lack 
of  proper  attention.  Small  cracks  appear,  caused  by 
heat  or  contact  with  hard,  heavy  bodies,  and  if  these 
cracks  are  not  at  once  attended  to  they  soon  spread. 
An  excellent  method  to  prevent  a  crack  from  spreading 
is  to  draw  a  short  scratch  at  right  angles  with  a  dia- 
mond or  a  glass  autter;  this  will  prevent  a  crack  from 
spreading  in  every  case.  Cases  should  be  set  perfectly 
level  on  the  floor,  especially  the  new,  all-glass  variety, 
which,  if  this  is  not  done,  are  certain  to  warp.  The 
legs  of  the  case  should  be  propped  to  the  required 
height  from  the  floor  to  ensure  their  setting  true. 


THE  OIL  BOOM  IN  CALGAEY 

The  writer  had  heard  a  good  deal  about  the  excite- 
iiient  surrounding  the  oil  develoinnent  in  Calgary,  but 
little  imagined  that  it  had  reached  the  proportions 
which  he  found  existing  during  bis  visit  to  that  city. 
.Not  only  was  "oil"  the  main  topic  of  conversation 
among  the  majority  of  people,  but  all  over  the  main 
streets  the  oil  "boom"  was  prominent.  Along  the 
main  thoroughfares  in  the  centre  of  the  city  were 
innumerable  oil  offices,  in  most  eases  crowded  to  the 
limit,  and  in  front  of  many  of  them  interested  crowds 
reading  the  advertisements  and  inspecting  the  maps 
and  offerings  of  the  various  companies.  Salesmen  were 
on  the  aggressive,  and  peddled  their  offerings  on  the 
street.  During  one  night,  while  the  writer  was  in  the 
city,  came  a  report  of  a  strike  on  an  oil  well  where 
drilling  was  being  done.  There  was  at  once  a  rush  of 
buying  and  prices  of  that  and  surrounding  wells 
jumped  up  in  a  surprising  manner,  only  to  have  the 
bubble  burst  with  the  coming,  of  the  next  morn  and 
a  denial  of  any  strike  on  the  well  in  question. 

Effect  on  Retail  Trade 

The  flourish  in  oil,  of  course,  had  and  is  having  its 
effect  on  retail  business  in  the  city.  Probably  it  may 
have  been  beneficial  in  some  respects.  It  brought  an 
influx  of  promoters  and  sjieculators  to  the  city,  and 
their  buying  power  has  to  be  taken  into  account. 
However,  man3'  business  men  neglected  their  business 
to  no  little  extent  during  the  height  of  the  flurry.  Oil 
appeared  to  be  the  only  thing  on  the  map.  Walking 
along  the  main  streets,  it  was  impossible  to  tell  what 
line  of  business  many  dealers  were  in,  their  windows 
and  parts  of  thoir  stores  being  given  over  to  the 
advertising  and  sale  of  oil  stocks. 

Weekly  Wages  Invested  In  Oil 

Another  ill  effect  of  the  flurry  in  oil  was  the  fact 
that  jniblic  interest  ran  so  high,  that  many  people  who 
could  little  afford  it  invested  all  the  surplus  cash  they 
could  scrajie  together  in  oil  stocks.  In  fact,  the  writer 
came  across  cases  where  people  of  the  working  class, 
drawing  wages  by  the  week,  passed  up  the  payment 
of  their  weekly  accounts  in  the  local  stores  that  they 
might  invest  tlieir  earnings  in  oil.  Such  things  as 
this  are  regrettable,  as  is  likewise  the  in\estment  of 
savings  by  the  small  investor  in  oil  companies — in 
many  cases  without  careful  investigation,  because  it 
is  a  certainty  that  a  considerable  amount  of  the  money 
invested  will  never  be  seen  again,  because  many  of 
the  companies  are  being  promoted  by  methods  that 
cannot  altogether  be  approved  of,  and  because  even 
those  companies  that  do  make  a  faithful  effort  to 
locate  oil  on  the  property  leased,  cannot  all  hoiie  to 
strike   it   rich. 

All  Canada  would  rejoice  to  see  proof  of  a  per- 
manent oil  field  in  Calgary  or  any  other  district  of 
the  Dominion,  but  cannot  help  to  regret  the  invest- 
ment of  money  in  oil  shares  that  may  never  go  into 
a  well,  and  likewise  the  investment  of  their  "all"  by 
working  people  who   cannot  afford   it. 
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NEWS  OF  THE  BUSINESS  WORLD 


-\  Commenl  on  Current  Events,  by  W.  L.  Edmonds 


Our  Financial  A  good  many  business  men  have 

Conditions.  been  awaiting  with  a  great  deal 

of  interest  the  appearance  of  the 
Augvtst  bank  statement. 

Now  that  it  has  been  issued,  and  they  have  had  an 
opportunity  of  digesting  it,  they  will  probably  con- 
clude that  while  it  may  not  be  favorable  in  all  its 
phases,  yet  they  must  recognize  the  fact  that  it  is  reas- 
suring in  some  of  its  most  important  features. 

It  is  certainly  calculated  to  add  to  one's  confidence 
in  the  financial  situation,  rather  than  to  take  anything 
from  it. 

The  most  outstanding  and  reassuring  feature  is  the 
circulation  of  the  chartered  banks.  This  shows  an  in- 
crease of  nearly  $20,000,000  over  that  of  the  preceding 
month,  and  of  nearly  $9,000,000  over  August,  1913.  In 
August,  1913.  the  increase  over  the  preceding  month 
was  only  $6,663,503.  The  total  circulation  of  bank 
notes  is  "now  $11 4,551, .'i25. 

Another  favorable  feature  is  to  be  seen  in  deposits. 
The  demand  deposits,  which  are,  of  course,  the  deposits 
made  by  business  houses,  while  smaller  by  $7,869,000 
than  they  were  in  July,  are  $19.3.37.000  larger  than  they 
were  in  August.  1913.  Savings  deposits  are  in  excess 
of  those  of  a  year  ago  by  $40,366,000. 

Commercial  loans  show  a  decline  both  for  the  month 
and  the  year,  the  former  of  $3,624,000.  and  the  latter 
of  $21,248,000.  The  sum  total  of  the  commercial  loans 
at  the  end  of  August  was  $836..^74.000. 

•     •     •     • 

Drug  and  In  spite  of  a  decline  in  the  im- 

Chemical  ports    of   chemicals,    drugs,    and 

Imports.  d.ves  from  both  the  United  States 

and  the  United  Kingdom  during 
the  first  two  months  of  the  present  fiscal  year,  the 
grand  total  was  $218,384  larger  during  the  correspond- 
ing period  in  1913.  The  increase  was  due  to  the  larger 
imports  from  countries  other  than  the  two  mentioned. 

The  figures  for  the  respective  periods  were  $2,572,189 
and  $2,353,805.  The  value  of  the  imports  from  the 
United  Kingdom  was  ,$464,203.  and  from  the  United 
States  $1,227,595. 

Patent  medicines  contributed  $199,576  compared 
with  $218,768  during  the  same  two  months  last  .year. 
The  largest  supply  of  patent  medicines  camf^  fi'oni  the 
United  Kingdom,  namely,  .$92,083.  compared  with  $~4.- 
633  from  the  United  States.  France  contributed  $19,- 
252  worth,  and  Germany  .$10,802. 

Later  reports  will  no  doubt  show  some  marked 
changes  in  the  import  figures. 


•     •     •     • 

According  ro  advices  from  Ix)n- 
don.   manufacturers    of    proprie- 


To  Make 
German  Drugs. 

tarv  medicines  in  Great  Britain 
are  alread.v  making  arrangements  to  make  lines  on 
which  Gej'man  patents  have  been  confiscated'.  For  ex- 
ample, applications  have  been  made  for  patent  licenses 
to  appropriate  German  trade  mai-ks  rights  for  the 
manufacture  of  such  preparations  as  Ivsol.  formamint. 
mercedes,  and  aspirin. 

As  in  some  instances  it  will  neces.sitate  th''  erection 
of  expensive  plants  in  order  to  manufacture  proprietary 


articles  on  which  patents  have  been  confiscated,  it  is 
thought  that  the  British  Government  will  permit  manu- 
facturers to  take  over  perpetual  trade  and  patent 
marks,  which  will  endure  for  many  years  after  peace 
has  been  declared. 

Where  large  capital  expenditures  are  entailed  it  is 
onl.y  natural  that  manufacturers  should  have  an  assur- 
ance of  stability  before  venturing  their  investments. 
While  crippling  Germany,  they  do  not,  of  course,  care 
to  take  the  risk  of  crippling  their  bank  account. 


*     •     •     • 


Effect  of 
War  on 
Prescriptions 


An  American  medical  journal 
fears  that  as  a  result  of  the  war 
physicians  may  find  themselves 
hampered  in  the  writing  of  pre- 
scriptions through  the  scarcity  of  some  drug.  It  opines 
there  would  be  little  inconvenience  beyond  an  increase 
in  prices  if  compelled  to  rely  on  the  resources  of  this 
continent  as  far  as  most  inorganic  chemicals  and  bio- 
logic preparations  are  concerned.  "As  for."  it  adds, 
"vegetable  drugs,  however,  aside  from  cascara,  hydras- 
tis.  and  podophyllum,  few  of  therapeutic  importance 
are  produced  in  the  United  States." 

For  finished  preparations  the  United  States  depends 
largely  on  European  manufacturers,  and  for  crude 
drugs  on  European  middlemen.  Crude  drugs  from  the 
Far  East,  such  as  bnchn.  cinchona,  senna,  asafetida. 
rhubarb,  opium,  and  aloes,  are  obtained  largely  through 
London  and  Amsterdam  markets.  If  the  war  was  to 
extend  to  the  Far  East,  as  it  sometimes  threatens  to 
do.  a  further  menace  to  the  supply  of  drugs  would  be 
created. 

Oj)hthalmologists  are,  it  is  said,  likel.v  to  feel  the 
i-esnlt  of  the  interruption  of  trade  with  Germany  in 
the  withdrawal  of  supplies  of  physostigmin.  pilocarpin, 
atropin.  and  homatropin.  Other  important  drugs  of 
German  manufacture  are  strvchnine.  quinine,  caffein, 
theobromin.  formaldehyde,  and  salvarsan. 

Manufacturers  of  drugs  and  chemicals  have  one  ad- 
vantage over  their  colleagues  in  the  United  States. 
They  can  obtain  a  license  to  manufacture  a  patented 
German  article  under  the  provisions  of  the  legislation 
recently  enacted,  but  not  being  at  war  with  German.v 
manufacturers  in  the  United  States  are  denied  that 
privilege.  Another  disadvantage  under  which  they 
labor  is  in  regard  to  the  absence  of  any  clause  in  the 
paitent  law  demanding  that  a  foreign  patented  article 
must  be  manufactured  in  the  United  States  within  a 
certain  period   if  patent  rights  are  to  be  maintained. 

In  both  Great  Britain  and  Canada  there  are 
provisions  in  the  law  to  this  effect.  As  a  re- 
sult of  this  law.  many  foreign  articles  carrying 
patents  are  to-day  being  manufactured  in  both  the 
Mother  Country  and  Canada.  It  is  a  form  of  protection 
which  it  is  rather  strange  the  United  States  has  not 
hithei-to  adopted.  The  war  has.  however,  created  a 
demand  for  it. 

•     «     •     • 

Druggists'  Rubber   goods  .sundries,   .such    as 

Rubber  are    carried    by    every    well    ap- 

Sundries.  pointed   drug  store,   will    be   af- 

fected to  some  extent  at  least  by 
the  war.    A  great  many  articles  comprised  within  that 


Octohor.   1914 


TKnS  RETAIIj  druggist  op  CANADA. 


25 


elassiticatioii  come  from  Germany,  and  some  ineonveni- 
I'lU'o  may  be  experienced  before  a  readjustment  takes 
place  should  the  war  be  a  pi'olonged  one. 

Just  how  much  Canada  imports  in  the  way  of  drug- 
gists' sundries  the  trade  returns  do  not  reveal,  as  they 
come  in  under  the  clas.«ifieation  of  manufactures  of 
rubl>er  not  specified.  Under  that  classifieation  the  im- 
ports last  year  were  valued  at  over  a  million  dollars, 
but.  of  course,  how  much  comprised  druggists'  sup- 
plies is  unascertainable. 

Of  this  million  dollars'  worth,  $59,744  was  contri- 
buted by  Germany.  The  United  States,  was.  however, 
the  largest  contributor,  with  .15755,166.  Great  Britain 
followed  with  $217,540.  From  Austria  we  obtained 
$12,120  worth. 

Rubber  manufacturers  are  of  the  opinion  that  none 
of  them  are  likely  just  now  to  take  up  the  making  of 
druggists'  sundries,  as  it  would  practically  necessitate 
the  establishment  of  a  new  industry. 


The  Situation  Tt   is   in    regard   to  potash   that 

in  Potash.  probably  the  greatest  concern  is 

manifested  in  Canada  to-day. 
This  is  because  in  this  particular  {)roduct  Germany 
controls  the  world's  ontpiit.  The  potash  mines  of  Ger- 
many have  a  valuation"  of  $225,000,000.  and  are  con- 
trolled by  a  syndicate  encouraged  and  nurtured  by 
the  Government.  The  exports  in  1912  were:  Potash. 
4.577.000  marks:  caustic  potash.  6.000.000  marks: 
nitrate  of  potash,  5.967.000  marks:  sulphate  of  potash. 
15,:n8,000  marks. 

According  to  our  trade  returns  we  import  $229,124 
worth  of  distinct  potash  products  from  the  United 
States.  $128,510  worth  from  Germany  and  $49,804 
worth  from  Great  Britain.  But  it  is  needless  to  >:ay 
that  Germany  was  the  original  basis  of  supply  for  each. 

The  feldspar  which  abounds  in  many  parts  of  Can- 
ada is  rich  in  pota«h  contents,  but  the  trouble  is  in  re- 
gard to  its  commercial  value.  The  cost  of  extraction 
would  be  relatively  enormous  compared  with  the  potash 
which  is  to  be  obtained  in  its  natural  state  in  Germany. 
An  expert  who  has  given  some  attention  to  the  matter 
says  that  to  establish  a  plant  in  Canada  for  the  extrac- 
tion of  potash  from  feldspar  would  cost  from  a  hun- 
dred to  one  hundred  and  fifty  thousand  dollars.  "And 
then."  he  added,  "where  would  the  industry  be  when 
the  war  was  over  and  exports  from  Germany  were 
again  normal?  Simply  this:  We  couldn't  compete  and 
the  plant  would  have  to  be  closed." 

Possibly  it  might  be  well  for  the  Government  to  look 
into  the  matter. 

As  a  reflection  of  the  elimination  of  exports  from 
Germany  the  price  of  chemicals  in  Canada  in  which 
potash  enters  has  been  advanced  200  to  400  per  cent. 
Caustic  potash  has  advanced  by  the  maximum  figure. 


Chemicals  Canada  is  to-day  manufacturing 

Canada  the    following    chemicals:    Am- 

is Making  •  monia — anhydrous,     aqua,      and 

sulphate  :  acids — acetic,  muriatic, 
nitric,  and  sulphuric;  acetone:  arsenic:  calcium — acid 
phosphate,  carbide,  cyanamid ;  hypochlorite;  cobalt 
oxide;  glauber's  salts;  limo  acetate;  lime  chloride: 
nickel  sulphate:  soda — caustic,  chloride,  sal.  sulphate: 
zinc  chloride ;  formaldehyde ;  methyl  alcohol ;  ethyl 
alcohol :  glycerine.- 

Germany  is  a  heavy  competitor  with  the  home  manu- 


facturer in  zinc  chloride  and  to  some  extent  in  arsenic 
and  lime  chloride.  On  the  other  hand  large  quantities 
of  cobalt  oxide  are  shipped  from  Canada  to  Germany. 


ENGLISHMAN  MADE  GERMAN  DYE  TRADE 
POSSIBLE. 

We  hear  and  read  a  good  deal  about  the  German  dye 
trade,  which  has  become  such  an  important  factor  in 
the  world's  commerce,  and  it  is  interesting  to  know 
that  it  was  made  pos.sible  by  the  invention  of  an  Eng- 
lishman. Tn  1856  Sir  William  Henry  Perkin  invented 
and  prepared  for  the  world  the  first  aniline  dye — the 
purple  coloring  matter,  mauve.  The  discovery  of  other 
brilliant  aniline  dyestutt's  followed  in  rapid  succession. 

Sir  William  Henry  Perkin.  the  famous  .English 
chemist,  was  born  in  London  on  the  12th  of  March, 
1838,  Prom  an  early  age  he  determined  to  adopt 
chemistry  as  his  profession.  Attending  the  City  of 
London  School,  he  devoted  all  his  .spare  time  to  chem- 
istry, and  on  leaving  in  185.3,  entered  the  Royal  College 
of  Chemistry.  Devoting  his  evenings  to  private  investi- 
gations in  a  rough  laboratory  fitted  up  at  his  home, 
Perkin  was  fired  by  some  remarks  of  the  college  ])ro- 
fessor  to  undertake  the  artificial  production  of  (luiiiiiie. 

Tn  this  attempt  he  was  unsuccessful,  but  the  observa- 
tions he  made  in  the  course  of  his  experiments  induced 
him  early  in  1856  to  try  the  effect  of  treating  aniline 
sulphate  with  bichromate  of  potash.  The  result  was 
a  precipitate,  aniline  black,  from  which  he  obtained 
the  coloring  matter  subsequently  known  as  aniline  blue 
or  mauve. 

He  lost  no  time  in  bringing  this  substance  before  the 
managers  of  Pullar's  dye  works,  Perth,  and  they  ex- 
pressed a  favorable  opinion  of  it.  Thus  encouraged,  he 
took  out  a  patent  for  his  process,  and,  leaving  the  Col- 
lege of  Chemistry,  a  boy  of  eighteen,  he  proceeded, 
with  the  aid  of  his  father  and  brother,  to  erect  works 
at  Greenford  Green,  near  Harrow,  for  the  manufacture 
of  the  newly-discovered  coloring  matter,  and  by  the 
end  of  1857  the  works  were  in  operation. 

That  date  may,  therefore,  be  reckoned  as  that  of  the 
foundation  of  the  coal  tar  color  industry,  which  has 
since  attained  such  important  dimensions. 


GIFT  BY  WILLIAM  NEILSON,  LTD. 

William  Xeilson.  Limited.  Toronto,  offered  to  supply 
the  Government  with  65.000  bars  of  chocolate,  for  use 
in  whatever  manner  the  Government  should  choose. 

This  offer  has  been  gratefully  accepted  by  the  Min- 
ister of  Militia,  Colonel  Sam  Hughes,  and  the  chocolate 
is  to  be  shipped  to  Valcartier,  and  from  there  will  be 
transhipped  with  the  Caiiadian  commissiariat  to  Eu- 
rope. 

The  several  hundred  members  of  the  staff  of  William 
Neilson.  Limited,  have  also  donated  one  full  day's  pay 
to  the  Canadian  Red  Cross  Fund. 


Told  Her  How  to  Do  It. 

"My  wife."  said  Mr.  (-larke,  "sent  two  dollars  in  an- 
swer to  an  advertisement  of  a  sure  method  of  getting 
rid  of  superfluous  fat." 

"And  what  did  she  get  for  the  money?  Was  the 
information  what  she  wanted?"  asked  Mr.  Simmons. 

"Well,  she  got  a  reply,  telling  her  to  sell  it  to  the 
soap  man." 
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Features  of  the  Canadian  National  Exhibition 

Held  at  Toronto  from  Aug.  3 1  to  Sept.  1 4  Carried 
out  on  the  usual  big  scale — Exhibits  emphasize  it  as 
national  in  scope  —  Many  merchants  in  attendance 


THE  Canadian  National  Exhibition,  held  yearly  at 
Toronto,  serves  a  most  useful  purpose — that  of 
giving  an  opportunity  to  manufacturers  of  dis- 
playing and  demonstrating  their  goods  and  that  of  ac- 
quainting the  distributing  trade  and  consuming  public 
with  goods  of  interest  to  them,  and  the  manner  in 
which  they  can  be  used.  This  year's  exhibition  was 
carried  out  on  the  big  scale  that  has  made  it  so  popular 
an  institution  in  past  years,  in  spite  of  the  big  war  that 
is  so  much  in  the  limelight  at  the  present  time. 

As  usual,  the  visitor  to  the  exhibition  was  impressed 
with  the  appropriateness  of  the  word  "National,"  as 
applied  to  this  annual  affair,  the  exhibits  emphasizing 
tbe  national  scope  of  the  exposition.  Every  province 
was  represented  by  visitors,  and  exhibits  of  natural 
resources  and  manufactured  goods.  In  fact,  it  was 
rather  a  revelation  to  those  not  fully  acquainted  with 
the  articles  produced  in  this  wonderful  country  in 
which  we  live.  While  the  East  led  in  displaj'S  of  manu- 
factured goods,  the  Western  provinces  were  very  no- 
ticeable with  their  extensive  showings  of  natural  re- 
sources. 

"Peace  Year." 

When  the  title  of  "Peace  Year"  was  chosen  for  this 
1914  Exhibition  it  was  little  thought  that  a  world's  war 
would  make  the  name  a  little  inappropriate,  although 
it  still  hold  good  in  so  far  as  the  celebration  of  100 
years  of  peace  between  Canada  and  the  United  States 
was  concerned,  and  this  feature  was  played  up  prom- 
inently not  only  by  the  exhibition  directors,  but  also 
by  many  of  the  exhibitors.  The  war  resulted  in  the 
displays  on  exhibit  being  more  "Canadian"  than  they 
have  been  in  past  years. 

Many  Business  Men  in  Attendance. 

The  number  of  business  men  in  attendance  at  the  ex- 
hibition was  large  and  the  exhibits  of  interest  to  mer- 


chants not  only  numerous  but  extensive  in  variety.  The 
dealer  who  visits  the  Toronto  Exhibition  cannot  help 
but  find  much,  not  only  of  interest,  but  of  practical 
value  to  him.  He  has  an  opportunity  of  becoming  bet- 
ter acquainted  with  the  goods  he  is  handling  and  of 
getting  in  touch  with  new  lines  which  he  may  handle 
to  advantage.  He  receives  valuable  selling  and  display 
hints  that  he  can  put  to  good  use  in  his  own  business. 

That  the  ma.jorily  of  druggists  attending  the  Exhibi- 
tion this  year  were  I'cal  business  men  was  indicated  by 
the  keen  interest  which  they  displayed  in  the  exhibits 
connected  with  their  trade,  and  many  of  the  firms  ex- 
hibiting were  enabled  to  book  considerable  business 
as  a  result. 

Firms  Exhibiting  at  the  National  Exhibition. 

Descriptions  of  some  of  the  exhibits  of  interest  to 
druggists  are  given  here.  These  will  be  of  interest 
and  value  to  those  unable  to  attend  the  Exhibition,  and 
will  serve  to  refresh  the  memories  of  those  who  were 
fortunate  enough  to  be  present. 

SOVEREIGN  PERFUMES.  LIMITED.— A  beautiful 
exhibit  was  that  showing  the  products  from  the  labora- 
tories of  Sovereign  Perfumes.  Limited,  of  Toronto.  A 
central  feature  was  a  huge  basin  of  flowers  and  ferns 
with  a  fountain  in  the  centre.  Paintings  around  the 
walls  above  the  panel  work  added  to  the  appearance. 
Silent  salesmen  and  wall  cases  were  used  to  display 
Corson's  perfumes  and  toilet  preparations. 

W.  J.  GAGE  &  CO.— The  booth  of  this  company  was 
worked  out  in  Dutch  style,  the  girl  in  charge  being 
dressed  in  regulation  Dutch  costume  and  Dutch  scenes 
being  shown  above  the  wall  panel.  High-class  lines  of 
writing  material  were  shown  in  silent  salesmen.  There 
was  a  central  electric  light  heralding  forth  "Holland 
liii'ii  for  fashionable  correspondence." 

MACEY  SIGN  CO.— "Do  it  electrically"  was     the 
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slogan  of  this  firm,  which  had  a  fine  exhibit  under  the 
SJi'and  stand  showing  various  makes  and  'designs  of 
•eleetrie  signs.  They  also  had  the  machine  on  exhibit 
that  operated  the  signs  on  the  front  of  the  building. 
Sketches  for  electric  signs  are  supplied  on  application 
by  this  firm,  which  is  located  at  257  Queen  west,  To- 
ronto. 

NATIONAL  DRUG  AND  CHEMICAL  CO.,  LTD.— 
The  exhibit  of  this  firm  in  Industrial  Building  No.  1 
looked  like  a  model  drug  store,  being  shown  in  regula- 
tion drug  store  silent  salesmen  and  wall  eases.  The 
important  announcement  was  made  to  visitors  that 
there  will  be  no  increase  in  the  price  of  Na-Dru-Co. 
goods. 

CANADIAN  KODAK  CO.,  LTD.— This  company 
had  a  large  disjilay  that  was  of  interest  to  both  the 
trade  and  iiublie.  The  walls  of  the  exhibit  contained 
some  fine  pictures,  being  bronude  enlargements  from 
Kodak  negatives.  The  various  sizes  and  varieties  of 
cameras  made  by  this  firm  wei'e  shown  in  a  silent  sales- 
nuin. 

VIXOLIA  CO.,  LTD.— The  Vinolia  line  of  soaps, 
toilet  luxuries,  and  perfumes  was  shown  to  advantage 
in  silent  salesmen  and  shelved  wall  cases.  The  exhibit 
was  well  lighted,  and  special  souvenir  boxes  of  Vinolia 
goods  were  otfered  for  sale  in  order  to  introduce  them 
to  the  many  thousands  that  visited  the  Exhibition.  A 
feature  was  made  of  Vinolia  perfume. 

INGRAM'S  TOILET  SPECIALTIES.— "There  is 
beauty  in  every  jar."  The  advertising  slogan  of  Ing- 
ram's Milkweed  Cream  was  played  up  strongly  at  the 
Exhibition  by  this  company  which  had  their  various 
toilet  specialties  on  displav.    Samples  were  distributed. 

THE  AUTO  STROP  SAFETY  RAZOR  CO.— This 
firm  again  exhibited  at  the  National  Exhibition,  their 
safety  razor  and  associated  lines  being  shown  in  a  silent 
salesman.  They  had  their  usual  motion  features  that 
are  used  for  advertising  pur))oses. 

PRY'S  COCOA  AND  CHOCOLATES.— These  lines 
were  exhibited  and  sold  in  Industrial  Building  No.  1. 
They  were  displayed  in  a  glass  front  counter  and  by 
a  bank  display  at  the  rear.  A  feature  of  interest  was 
a  framed  display  of  awards  that  have  been  given  to 
these  goods  at  expositions  all  over  the  world. 

THE  NATIONAL  fASH  REGISTER  CO.— This  firm 
had  theii-  usual  large  disi)lay  showing  in  an  effective 
manner  the  protection  that  National  Cash  Registers 
give  to  the  merchant  and  the  way  in  M'hich  they  facili- 
tate the  work  in  the  store. 

WEBB'S  CHOCOLATES.— The  Webb  Chocolate  Co.. 
of  Toronto,  showed  their  various  lines  of  goods 
effectively  bj'  silent  salesmen  and  shelf  arrangement. 
Their  lines  were  offered  for  sale  at  regular  prices,  and 
a  big  (luantitv  sold  during  the  Exhibition. 

ANDREW^  JERGENS  &  CO.— The  various  lines  of 
soaps  and  toilet  articles  of  the  Jergens  Company  were 
displayed  at  the  Exhibition  and  samples  of  their  goods 
distributed.  A  feature  of  the  exhibit  was  a  cake  of 
soap  manufactured  by  this  firm,  weighing  100  lbs. 

CADBURY  BROS.— Cadbnry's  chocolates  and  cocoa, 
which  are  manufactured  at  Bourneville.  Eng.,  were  on 
display,  good  use  being  made  of  the  firm's  advertising 
material  in  arranging  the  booth.  Their  cocoa  was 
served,  and  all  their  lines  sold  during  the  Exhibition. 

TAYLOR'S  SOAP  AND  PERFUMES.— These  lines 
were  both  displayed  and  sold  at  the  Toronto  Exhibi- 
tion. A  dainty  exhibit  was  ai-i'anged  with  silent  sales- 
men, and  a  big  glass  case  in  the  centre  of  the  exhibit 
which  featured  Blue  Bird  Perfume.  The  trade  is  well 
ac((iuiinted  with  this  firm's  "Infant  Delight"  brand  of 
toilet  soap. 


^  (ROWAN'S  COCOA  AND  CHOCOLATE.— "Made  in 
Canada"  was  a  prominent  slogan  in  the  booth  of  the 
Cowan  Company.  The  names  of  various  of  their  lines 
sold  by  the  drug  trade  were  heralded  forth  by  electric 
light  globes.  These  lines  included  cream  bar,  filbert 
bar,  milk  stiek.s,  maple  buds,  lunch  bar,  almond  bar, 
wafers,  and  tulips. 

DOMINION  SOAP  CO.,  LTD.,  OP  HAMILTON.— 
This  eompany  had  an  attractive  booth  trimmed  with 
foliage  and  exhibiting  their  different  lines.  They  fea- 
tured their  Peroxide  Facial  Soap — a  special  soap  for 
the  skin — as  well  as  their  Mother's  Favorite  and 
Egyptian  Glycerine. 

EMERSON'S  BROMO-SELTZER.— This  line,  which 
has  been  on  the  market  for  25  years,  was  on  display  in 
Industrial  Building  No.  1.  while  note  books  and  catchy 
advertising  poetry  were  distributed.  This  firm  is 
located  at  64  Spadina  aveiuie.  Toronto. 

HUYLER'S  CIKX^OLATES.— A  dainty  exhibit  was 
that  of  Huyler's  chocolates,  their  various  confections 
being  shown  in  a  show  ease  on  a  raised  platform.  The 
name  "Huyler's"  was  spelt  out  at  the  rear  of  the 
booth. 

0X0. — This  line,  which  is  sold  extensively  through 
the  drug  trade,  was  again  on  exhibition,  and  advertis- 
ing material  distributed.  This  line  has  been  awarded 
15  Grands  Prix  from  different  parts  of  the  world  with- 
in the  last  five  years  alone.  The  distributing  agents 
for  Canada  are  Corneille.  David  &  Co.,  of  Toronto. 

LOWNEY'S  CHOCOLATES  ANT)  COCOA.— The 
name  "LoM-ney"  was  made  to  stand  out  prominently 
in  the  exhibit  by  this  firm,  which  sells  largely  through 
the  drug  trade.  Their  cocoa  was  served  and  their 
chocolates  .sold  during  the  Exhibition,  and  many  new 
customers  made. 

THE  SNAP  CO.— An  actual  demonstration  of  what 
it  will  do  was  the  feature  of  the  Snap  exhibit  at  the 
Exhibition.  Boudoir  Snap,  gotten  up  in  tube  form  and 
retailing  at  25  cents,  is  the  line  that  is  sold  largely 
by  the  drug  trade.    Snan  is  also  sold  in  tins. 

THE  PATTERSON  CANDY  CO.— "A  matter  of 
good  taste"  is  the  advertising  slogan  of  this  firm,  which 
exhibited  in  Industrial  Building  No.  1.  Goods  were 
shown  attractively  in  silent  salesmen,  the  walls  being 
decorated  with  large  dummy  packages  with  pretty  ■ 
paintings  above  the  panel.. 

BORDEN  MILK  CO.— This  company,  M'hich  was 
established  in  1857,  has  had  a  booth  at  the  Toronto 
Exhibition  for  many  years,  where  many  new  custom- 
ers are  made  for  their  condensed  and  evaporated  milk. 
Eagle  Brand  is  sold  (|uite  largely  by  druggists  for  baby 
food. 

WM.  EDGE  &  SONS.— This  firm  displayed  their 
"Drummer  Dyes"  and  "Dolly  Cream."  for  curtains,  in 
Industrial  Building  No.  2,  exhibiting  samples  showing 
the  work  done  by  these  lines.  These  goods  are  sold  by 
E.  Thomas,  32  Richmond  street  east.  Toronto. 

THE  MENTHOLATUM  CO..  BRTDGEBURG,  ONT. 
— This  firm  exhibited  and  gave  away  150.000  samples 
of  Mentholatum  at  the  Exhibition  this  year.  Some  sur- 
pi-ising  figures  were  given  regarding  the  immense 
amount  of  this  line  that  is  sold,  the  total  output  for 
Canada  and  the  United  States  last  year  being  73  car- 
loads. 

EPPS  COCOA  AND  CHOCOLATES.- Some  excel- 
lent advertising  was  done  for  these  goods  at  the  Exhi- 
bition in  a  booth  under  the  grand  stand.  Special  offers, 
were  given  on  the  goods  for  advertising  purposes. 
These  lines  are  handled  by  Frederick  E.  Robson,  25 
Front  street  east,  Toronto. 
GARDEN  CITY  PAPER  MILLS  CO.— This  firm  bad 
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a  display  of  their  various  lines  under  the  grand  stand, 
making  a  feature  of  toilet  paper  and  tissue  paper  nap- 
kins, the  sale  of  which  through  the  drug  trade  is  con- 
tinually increasing. 

THE  BARR  ACCOUNT  REGISTER.— Dealers  dis- 
played much  interest  in  the  display  of  Barr  Account 
Registers,  many  more  having  driven  home  to  them  the 
time  which  they  save  in  bookkeeping  work,  the  man- 
ner in  which  they  induce  customers  to  pay  accounts 
regularly,  and  the  efficient  manner  in  which  they  care 
for  accounts. 

INTERLAKE  PAPER  MILLS  CO.— This  booth  at- 
tracted a  good  deal  of  attention.  In  addition  to  various 
grades  of  toilet  paper  and  paper  napkins,  fancy  paper 
rope,  tastefully  decorated  boxes,  crepe  paper,  and  other 
lines  manufactured  were  shown. 


DR.  WM.  SAUNDERS  CALLED  BY  DEATH. 

For  Two  Years  President  of  0.  C.  P. 

Dr.  William  Saunders,  (IM.G.,  of  London,  Ont.,  one 
of  the  founders,  and  for  two  years  president  of  the  On- 
tario College  of  Pharmacy,  passed  away  at  his  home  on 
Sept.  13,  after  an  illness  of  many  months.  Dr.  Saun- 
ders had  an  international  reputation  as  a  scientist. 

His  Varied  Interests. 
Dr.  Saunders  was  born  in  Devonshire.  England.  June 
16,  1838.     Ho  obtained  the  honorary  degree  of  LL.D. 


Dr.  Wm.  Saundkrs, 
C.M.G.. London,  Ont., 
who  passed  away  on 
September  \3.  He  was 
president  of  Ontario 
College  of  Pharmacy 
for  two  years. 


from  Queen's  University,  Kingston,  in  1896,  also  from 
the  University  of  Toronto  in  1904. 

He  was  for  a  long  time  a  manufacturing  chemist  in 
London,  Ont.,  also  for  a  while  an  extensive  and  success- 
ful farmer.  He  was  appointed  Professor  of  Materia 
Medica  in  Western  University  in  1882,  and  was  Public 
Analyst  for  Western  Ontario.  He  was  one  of  the  found- 
ers, and  for  two  years  president  of  the  Ontario  College 
of  Pharmacy ;  assisted  in  founding  the  Entomological 
Society  of  Ontario,  and  was  its  president  in  1883-6;  was 
president  of  the  Ontario  Fruit  Growers'  Association, 
1882-5,  and  of  the  Society  for  Promoting  Agricultural 
Science. 

Dr.  Saunders  was  one  of  the  original  Pdlows  of  the 
Royal  Society  of  Canada,  of  which  he  was  president  in 
1906.  He  was  also  connected  with  a  number  of  Ameri- 
can and  British  scientific  societies.    His  work  was  com- 


mended by  the  British  Association  in  1904,  and  the  fol- 
lowing year  he  received  the  C.M.G.  from  King  Edward. 
He  is  survived  by  his  wife  and  five  sons,  one  of  them 
being  W.  E.  Saunders,  head  of  the  wholesale  drug  firm 
of  W.  E.  Saunders  &  Co.,  of  London,  Ont. 


BIG  DRUG  MEETING  AT  'FRISCO  NEXT  YEAR. 

There  will  be  a  big  gathering  of  druggists  at  the 
Panama-Pacific  Exposition  at  San  Francisco  next  year 
during  "Drug  Week,"  which  for  good  measure  is  ex- 
tended to  nearly  two  weeks — July  12  to  24. 

Some  of  tlie  Associations  that  have  voted  to  attend 
include : 

The  American  Pharmaceutical  Association — member- 
ship 12,000. 

National  Retail  Druggists'  Association — 22,000  mem- 
bers. 

The  American  Druggists'  Syndicate. 

The  National  Wholesale  Druggists'  Association. 

The  Retail  Drug  Clerks'  Association. 

The  Rexall  Druggists. 

The  Phi  Delta  Chi  (a  pharmaceutical  fraternity). 

The  California  Pharmaceutical   As.sociation. 

In  all.  over  50,000  druggists  will  be  rejjresented,  in 
addition  to  the  American  Medical  Association,  and  the 
American  Academv  of  Medicine. 


NEWS  NOTES  OF  INTEREST  TO  DRUGGISTS. 

Gerniany  has  raised  the  embargo  on  exportation  of 
dyestuflFs,  but  not  on  pharmaceutical  products. 

The  druggists  of  London.  Ont.,  have  agreed  to  fill 
free  all  prescriptions  of  men  gone  to  the  front  with  the 
Canadian  contingent. 

The  new  Yonge  street  store  of  the  United  Cigar 
Stores.  Ltd.,  Toronto,  is  selling  toilet  preparations  in 
addition  to  gents'  furnishings,  candy  and  ice  cream — 
novel  departments  for  a  drug  store  recently  opened. 

The  1914  meeting  of  the  American  Pharmaceutical 
Association  was  held  i'n  Detroit  from  Aug.  24  to  29. 
There  was  an  enthusiastic  gathering  of  almost  1.000. 
The  1915  meeting  will  be  held  at  San  Francisco  during 
the  World's  Fair. 

A  Toronto  druggist  was  fined  $100  and  costs  for  sell- 
ing opium  and  morphine  to  a  drug  fiend.  Dr.  Fother- 
ingham.  in  his  evidence,  stated  that  the  drugs  given  to 
the  man  were  sufficient  for  ten  days'  treatment.  Dr. 
Arthur  Jukes  Johnson,  in  answer  to  the  ((uestions  of 
the  C'rown  Attorney,  stated  enough  opium  and  mor- 
phine had  been  sold  to  kill  thirty  persons  if  taken  at 
one  time. 

A  curiovsity  was  recently  on  exhibition  in  the  window 
of  Harvey's  drug  store,  St.  Thomas,  Ont.,  being  an  or- 
dinary garden  cucumber  which  completely  filled  a 
large  bottle.  The  cucumber  was  placed  in  the  bottle 
without  being  detached  from  the  vine  when  it  was 
less  than  an  inch  in  diameter,  and  as  it  developed  it 
filled  the  bottle. 

Two  prizes  were  given  at  the  Thorold,  Ont.,  Fair  for 
the  best  collection  of  amateur  photography.  Smith's 
Drug  Store  urged  customers  to  enter  and  offered  their 
assistance.  Of  course,  the  idea  was  to  sell  more  photo- 
graphic supplies. 

The  invention  of  an  "opium  cigarette"  by  a  Chinese 
chemist  in  Chicago  had  a  short,  but  exciting  career. 
When  the  premises  were  raided,  there  were  several  tins 
of  pure  opium  and  an  assortment  of  herbs  were  found, 
the  latter  being  for  the  purpose  of  giving  the  cigarette 
the  appearance  of  tobacco.  The  great  advantage  of  the 
invention  was  that  it  could  be  smoked  on  the  street. 
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FORMULARY 

Special  'Preparations  for  the  'Druggist 


Manicure  Powder. 

Putty  powder  8  oz..  carmine  20  grains,  otto  of  rose,  6 
minims,  otto  of  neroli.  5  minims.  Triturate  well  to- 
gether. 

Odontalgic  Tincture  (Toothache  Drops). 

Creosote  0..")  gram,  oil  of  cloves  1.0  gram,  oil  of 
eajuput  1.0  gram,  tincture  of  opium,  2.5  grams,  tincture 
of  catechu  2.5  grams,  chloroform  20.0  grara.s,  alcohol 
20.0  grams. 

Non-sticky  Face  Cream. 

Quince  seed  8  drams,  boiling  water  4  pints,  borax  4 
drams,  boric  acid  4  drams,  glycerine  12  oz..  perfume 
2^2  oz.,  alcohol  13Vi;  oz. 

Steep  the  cpiince  seed  in  the  boiling  water  for  two 
hours,  stirring  often,  then  strain  carefully.  Dissolve 
the  borax  and  boric  acid  in  enough  hot  water  to  make 
4  pints,  add  the  glycerine  and  perfume  dissolved  in  a 
little  alcohol,  and  finally  the  f|uince  seed  mucilage  little 
by  little,  shaking  thoroughly  after  each  addition.  It 
is'  important  that  the  mixture  be  well  shaken  in  order 
to  secure  a  homogeneous  preparation. 

Transparent  Shampoo  Jelly. 

Transparent  soap  100  parts,  potassium  carbonate  12 
i)arts.  water  150  parts,  glycerine  50  parts. 

Coarsely  powder  the  soap  and  place  it  in  a  suitable 
vessel.  Dissolve  the  potassium  carbonate  in  the  water 
and  add  it  to  the  soap.  Heat  over  a  water  bath  until 
melted,  then  add  the  glycerine ;  when  a  homogeneous 
mixture  is  made,  cool  a  small  sample.  If  this  is  too 
firm,  add  water  in  .sufficient  quantity  to  thin  to  the 
desired  eon.sistency.  Thoroughly  incorporate  and  per- 
fume as  desired. 

Lozenges  for  Throat  Dryness. 

A  reader  asks  for  some  formulas  for  lozenges  or 
troches  for  throat  dryness,  hoarseness,  etc.  Try  one 
of  the  following  from  the  new  Era  Formulary : 

1. 

Fluid  extract  of  pyrethrum  2-3  minim,  Pilocarpine 
hydrochloride  1-32  grain,  extract  of  licorice  (pure)  2 
grains,  acacia.  2  grains,  glycerine  1  minim,  sugar 
(enough  to  make)  20  grains.  For  one  lozenge. 

These  lozenges  are  said  to  give  great  relief  from  the 
uncomfortable  sensations  of  heat  and  dryness  which 
characterize  many  acute  and  chronic  affections  of  the 
mucous  membrane  of  the  throat  and  mouth,  and  one 
is  used  every  2,  3,  or  4  hours,  as  necessary;  but  if 
used  very  freely,  the  quantity  of  pilocarpine  should  be 
reduced. 

2 — Pectoral  Tablets. 

Purified  extract  of  licorice  100.0  part.s,  sugar  25.0 
parts,  ammonium  chloride  12.5  parts,  glycerine  6.0 
parts,  tragacanth  5.0  parts,  powdered  licorice  a  suffi- 
cient quantity. 

Jlix  and  make  into  a  mass,  then  form  into  tablets 
of  5  grains  each. 

These  formulas  are  typical  of  dozens  that  have  been 
published,  and  the  selection  of  any  particular  one  to 
meet  certain  conditions  is  largely  a  (question  of  indi- 
vidual preference. 


Lice  Powder  for  Poultry. 

Sulphur,  either  alone  or  in  combination,  is  the  rem- 
edy usually  recommended  in  powder  form  as  an  exter- 
minator for  lice  on  poultry.  In  the  form  of  "flowers" 
it  is  dusted  into  the  feathers ;  sawdust  moistened  with 
petroleum  ether  (benzine)  or  carbolic  acid  may  be 
similarly  employed.  A  much  more  effective  remedy  is 
the  following,  which,  however,  is  not  in  the  form  of 
powder,  but  is  a  liquid: 

Gas  tar  %  pint,  sodium  hydrate  2  oz.,  sulphur  */4 
lb. ;  resin  2  oz.,  water,  enough  to  make  1  gal. 

Boil  the  tar  with  the  soda  and  some  of  the  water. 
Add  the  resin ;  after  dissolving,  add  the  sulphur  and 
the  balance  of  the  water.  The  author  of  the  formula 
states  that  this  mixture  can  be  sold  at  a  dollar  a  gallon, 
and  will  kill  the  spider  louse  and  all  of  the  body  lice 
that  infect  poultry.  Apply  to  the  roosts,  walls,  etc., 
with  a  brush  or  whisk  broom. 


OUR  QUESTION  BOX 

The  Retail  Druggist  solicits  vour  inquiries.    This 
column  is  for  your  use.    We  are  at  your  service 


Editor.  The  Retail  Druggist: 

Would  you  kindly  publish  a  formula  for  liquid  sham- 
poo giving  a  very  thick  lather  and  also  formula  for 
hair  oil? 

S.  K.  Cairnes. 

Toronto.  Ont. 

Liquid  Shampoo 

Soft  soap   IV2  ounces 

Potassium  carbonate  2^/2  drams 

Alcohol  3  fl.  ounces 

Essence  of  jockey  club 1/;  fl.  ounces 

Water,  enough  to  make  25  fl.  ounces.  Mix  well  and 
filter. 

Ammonium    carbonate .  2  drams 

Alcohol 2  ounces 

Glycerin 1  ounce ' 

Rose  water,  enough  to  make 1  pint 

Dissolve,  mix  and  filter. 

Ammonia  water 1  ounce 

Cologne  water 1  ounce 

Soft  soap   4  drams 

Alcohol  6  ounces 

Water,  enough  to  make   1  pint 

Dissolve  soap  in  alcohol,  add  the  other  ingredients 
and  filter. 

Perfumed  Hair  Oil. 

Castor   oil    TO  fl.  ounces 

Alcohol 2  fl.  ounces 

Essence  of  jasmine 2  fl.  drams 

Mix. 

Any  other  essential  oil  may  be  substitiited  for  the 
csisence  of  jasmine;  the  bottles  should  be  labeled  ac- 
cording to  perfume  and  the  mixture  colored  rose  oil 
red. 


L.  II.  Hobson,  manager  of  Laing's  Drug  Store, 
Windsor,  Ont.,  in  a  letter  to  The  Retail  Druggist, 
says:  "I  would  like  to  add  right  here  that  I  con- 
sider your  paper  one  of  the  best  and  most  interesting 
of  those  published  for  the  retail  drug  trade." 
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Montreal  College  of  Pharmacy 
Opened  on  Oct.  3 

THE  Montreal  College  of  Pharmacy,  which  is  locat- 
ed at  163  Ontario  Street  W.,  Montreal,  opened 
its  forty-seventh  session  on  Oct.  5,  and  the  Board 
is  looking  forward  to  an  increased  attendance.  The 
lectures  this  year  will  continue  to  be  given  in  French 
and  English.  During  the  session  there  will  be  present 
at  the  college  one  of  the  board  looking  entirely  after 
the  interests  and  welfare  of  the  students. 

Officers  and  Faculty. 

The  officers  and  board  of  the  college  for  1914-15  are 
as  follows: 

Honorary  President — D.  Watson. 

President — Leo  G.  Ryan. 

Vice-President — M.  Albert 

Treasurer — W.  H.  Chapman 

Secretary — Jas.  G.  Stenhouse. 

Executive  Board— J.  E.  Tremble,  A.  T.  Christie,  C.  S. 
Webb,  M.  Freeman,  W.  S.  Stone,  G.  St.  Jacques,  Ph.D., 
O.  H.  Tansey,  S.  Boulkind  and  0.  St.  Amour. 

Faculty- — Prof.  Alex.  B.  J.  Moore  (Dean),  chief  phar- 
maceutical and  analytical  chemist  of  the  National  Drug 
&  Chemical  Co. :  Prof.  Herve  Nadeau,  analytical  and 
pharmaceutical  chemist  and  licentiate  in  Sciences,  Uni- 
versity of  Paris;  Prof.  T.  Linsay  Crossley,  consulting 
chemist  and  member  of  Society  of  Chemical  Industry; 
Prof.  L.  S.  Desautels,  pharmaceutical  chemist. 

Lectures  at  Night. 

The  English  class  on  materia  medica,  pharmacy  and 
toxicology  will  meet  every  Tuesday  and  Thursday  at 
7.30  p.m.,  and  the  French  class  on  Wednesday  and  Fri- 
day.   Prof.  Moore  and  Prof.  Desautels  are  in  charge  of 


these  subjects.  The  English  class  on  chemistry  will 
meet  every  Wednesday  and  Friday  and  the  French 
class  on  Tuesday  and  Thursday,  being  in  charge  of 
Prof.  Crossley  and  Prof.  Nadeau.  Prof.  Moore  will  lec- 
ture on  botany,  the  classes  being  held  every  Monday  at 
7.30  p.m. 

A  gold  medal  is  awarded  annually  by  the  college  to 
the  graduate  who  obtains  the  highest  total  percentage 
of  80  per  cent,  or  over.  Silver  medals  are  offered  by 
Pi'of.  Moore  in  the  classes  of  materia  medica,  chemis- 
try and  botany,  and  bronze  medals  by  the  president  in 
the  junior  classes  of  materia  medica  and  chemistry. 
There  is  also  a  junior  or  senior  prize  of  books  to  the 
student  obtaining  over  6.5  per  cent,  in  each  class. 

Some  Facts  About  the  College. 

The  Montreal  College  of  Pharmacy  was  organized  in 
1867,  and  became  incorporated  in  1879.  The  college 
building  (late  Bishop's  Medical  College)  is  centrally 
located  at  163  Ontario  street  west,  corner  of  Mance 
street.  The  chemistry,  materia  medica  and  botany 
classrooms,  which  are  on  the  second  floor,  will  accom- 
modate about  100  students,  and  the  laboratories,  of 
which  there  are  two,  will  accommodate  about  75  stu- 
dents. There  is  also  a  students'  room,  which  is  sup- 
plied with  the  leading  drug  papers.  The  ground  floor 
is  occupied  as  office,  committee  room  and  a  large  room 
for  holding  general  or  special  meetings. 


Two  at  Once. 

When  a  lady  patient  living  far  from  town  had  to. 
telephone  for  her  physician  she  apologized  for  asking 
him  to  come  such  a  distance. 

"Don't  speak  of  it,','  said  the  doctor.  "I  happen  to 
have  another  patient  in  that  vicinity,  and  so  can  kill 
two  birds  with  one  stone." 


The  lecture  room  in  the  Montreal  CoUege.of  Pharmacy ,  163  Ontario  .St.  W.,  Montreal. 
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DRUG  MARKETS  ARE  MORE  SETTLED. 

There  has  not  been  as  great  a  rush  of  orders  in  the 
drug  and  chemical  markets  of  late,  and  this  has  gone 
a  long  way  towards  steadying  the  market.  Prices  arc 
maintained  at  former  levels,  and  advances  are  noted 
in  some  additional  lines,  but  the  general  situation  is 
much  better  than  a  month  ago. 

No  critical  situation  has  arisen  in  regard  to  supplies, 
nor  is  any  apparent,  although  a  long  war  might  alter 
the  situation.  The  raising  of  the  English  embargo  on 
a  few  lines  will  help,  but  only  to  a  small  extent.  Cut- 
ting down  the  orders  is  very  marked,  and  this  will  con- 
tinue on  the  high-priced  lines. 

Not  Seriously  Handicapped. 

"The  position  has  now  become  much  more  normal," 
states  a  Toronto  wholesale  house.  "Outside  of  the 
few  articles,  the  sole  source  of  supply  of  which  is  from 
Germany,  we  have  not  been  handicapped  to  any  great 
extent.  Many  of  the  lines  have  gone  up  in  price,  the 
.same  as  everything  else  during  war  time,  but  we  do 
not  e.xpect  to  see  any  greater  advance  in  the  general 
run  of  drugs  and  chemicals  than  in  any  other  line  of 
goods. 

"We  think  too  much  has  been  made  of  this  war 
scare  in  some  directions,  and  that  things  will  gradually 
ad.iust  themselves  to  conditions  existing,  without  any 
very  marked  upset  in  trade." 

Crude  Drugs  Will  Hold  Up  for  Some  Time. 

"We  have  done  our  best  to  protect  our  supplies," 
writes  a  manufacturing  firm,  "but  our  holding  out  is 
entirely  a  qi;estion  of  the  length  of  the  war.  Our  own 
feeling  in  the  matter,  however,  is  that  it  will  be  a  long 
time  before  many  of  the  crude  drugs  will  have  returned 
to  their  old-time  market  level,  and  it  is  reasonable  to 


anticipate  that  the  present  Excise  duty  on  alcohol  will 
be  maintained  for  many  years,  if,  indeed,  it  is  not 
maimtained  permanently  at  the  present  figure." 

British  makers  state  that,  contrary  to  the  statements 
in  the  confidential  circular  sent  out  by  the  Home  Office, 
there  is  no  shortage  in  the  su{)ply  of  salicin,  as  they 
hold  sufficient  for  two  years'  normal  consumption. 


CERTAIN  FIELDS  FOR  MANUFACTURE  OF 
CHEMICALS. 

A  drug  manufacturing  firm,  in  a  letter  to  The  Retail 
Druggist,  expresses  the  opinion  that  undoubtedly  the 
present  strong  feeling  against  goods  of  German  manu- 
facture will  be  a  wonderful  help  to  many  Canadian  in- 
dustries. 

"We  understand,"  states  the  manager,  "that  certain 
of  the  American  chemical  houses  are  slowly  assembling 
plants  in  Canada.  On  general  principles  the  equipment 
required  for  large  business  along  this  line  is  so  expen- 
sive, so  complicated  and  so  technical,  that  it  would 
hardly  seem  possible  that  the  Canadian  market  could 
support  very  large  industries  along  this  line. 

"There  are,  however,  certain  fields  in  which  the  Can- 
adian manufacturers  can  successfully  compete,  and  un- 
doubtedly efforts  directed  along  this  line  would  meet 
with  a  .symipathetic  resDonse  from  Canadian  consum- 
ers." 


FORT  WILLIAM  DRUG  CLERK  DROWNED 

Gordon  Hooper,  of  the  Brown  Drug  Company,  Port 
William,  Out.,  was  drowned  at  Dryden  on  Sept.  26, 
when  his  boat  went  over  the  falls.  His  brother,  D.  H. 
Hooper,  who  is  also  a  druggist,  with  A.  L.  Smith  &  Co., 
of  Port  Arthur,  was  in  the  boat  too,  but  managed  to 
save  himself. 


Tlie  chemistry  room  at  the  Momreal  Co  Ickc  of  Plianimcy,  Montreal. 
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NEWS  OF  THE  TRADE 

From  Coast  to  Coast 


Quebec  and  Maritime  Provinces. 

Fairmount  Medical  Hail,  druggists,  Montreal,  have 
registered. 

Louis  A.  Cyr  has  opened  a  store  at  76  Bernard  street, 
Montreal. 

Conrad  L.  Rivest  has  opened  a  new  drug  store  at 
Joliette,  Que. 

M.  H.  Dansereau,  druggist,  of  Montreal,  passed  away 
the  latter  part  of  September. 

Dr.  J.  A.  Charette,  of  the  Pharmacie  Northmount, 
Montreal,  died  in  September. 

Gerth's,  Limited,  of  Montreal,  tobacco  dealers,  have 
been  incorporated,  with  a  capital  stock  of  $100,000. 

The  Regal  Soda  Water  Co.,  of  Maisonneuve,  Que  ,  has 
been  granted  a  charter.     The  capital  stock  is  $20,000. 

H.  B.  Thompson  has  opened  a  drug  business  at  Bay 
Roberts,  Newfoundland.  He  was  formerly  with  the 
McCurdo  Co.,  St.  John's. 

Robert  W.  Walker,  of  St.  John,  N.B..  associated  with 
his  father,  S.  H.  Walker,  in  business  in  that  city,  was 
married  in  Ottawa  to  Miss  Edith  Muriel  Armstrong, 
the  ceremony  being  performed  at  the  Glebe  Presby- 
terian Church  by  the  Rev.  T.  J.  Thompson. 

Quite  a  number  of  merchants  in  Quebec  report  extra 
business  as  a  result  of  the  establishment  of  the  camp 
at  Valcartier.  A  representative  of  The  Refail  Drug- 
gist writes  that  druggists  did  fairly  good  business  in 
toilet  requisites  and  small  emergency  kits,  especially 
among  the  officers.  Owing  to  the  fact  that  only  a  very 
small  percentage  of  the  men  were  allowed  into  the  city, 
this  extra  business  was,  of  course,  curtailed  some- 
what. 

In  the  early  hours  of  September  7  a  constable  caught 
a  man  in  the  drug  store  of  Dr.  Laiirier,  corner  of 
Maisonneuve  and  Ontario  streets,  Montreal.  There 
were  two  men  in  the  store,  but  although  the  constable 
fired  a  shot  from  his  revolver,  one  of  them  managed  to 
get  out  of  the  store  and  escape  over  sheds  at  the  back. 
It  appears  that  the  burglars  were  looking  for  drugs. 
They  had  taken  nothing  from  the  store,  but  they  had 
a  number  of  packages  of  morphine,  cocaine,  and  other 
drugs  parceled  up,  ready  to  take  away. 

Ontario. 

Reaume  Bros,  have  opened  a  drug  store  at  Ford, 
Ontario. 

Robert  Easson.  Stratford,  has  been  succeeded  by  J. 
W.  Ramore. 

R.  J.  Barton,  of  Harriston,  Ont.,  has  been  succeeded 
by  Dr.  McDougall. 

A  new  drug  business  has  been  commenced  in  Wind- 
sor, Ont.,  by  Dr.  St.  Pierre. 

C.  L.  Guest  has  succeeded  F.  H.  Webb  in  his  branch 
store  at  365  Jones  avenue,  Toronto. 

A.  J.  Roos.  Berlin,  Ont..  has  opened  a  fine  new  store, 
the  dimensions  of  which  are  40  by  120  ft. 

J.  H.  Pountney.  Bathurst  street,  Toronto,  has  opened 
a  branch  store  on  Yonge  street,  near  St.  Clair. 

J.  G.  Blain  has  opened  a  branch  drug  store  in  Sault 
Ste.  Marie,  under  the  name  of  the  Red  Cross  Drug 
Store. 

R.  H.  Thompson,  druggist.  Yonge  street,  Toronto, 
has  moved  to  the  corner  of  Yonge  street  and  St.  Clair 
avenue. 


The  Maple  Leaf  Gum  Company,  of  the  State  of  Dela- 
ware, U.S.A.,. has  received  a  license  to  do  business  in 
Ontario. 

The  National  Cash  Register  Company  has  been 
authorized  to  use  in  Ontario  capital  to  the  extent  of 
^)<600,000. 

A.  D.  Chipehase  has  been  appointed  manager  of  the 
Owl  Drug  Store  at  the  corner  of  Balsam  avenue  and 
Queen  street  east,  Toronto. 

J.  C.  Wilkinson,  druggist,  of  North  Toronto,  was 
married  on  September  1  to  Miss  Margaret  Pears.  Mr. 
AVilkinson  is  a  Brockville  boy. 

The  International  Fireworks  Company,  of  Schenec- 
tady, N.Y.,  has  decided  to  establish  a  branch  at  London, 
Ont.,  employing  between  2-5  and  50  hands  on  the  start. 

Supplementary  letters  patent  have  been  issued  in- 
crpa.sing  the  capital  stock  of  Liggett's.  Ltd..  from  $50.- 
000  to  .$150,000,  such  increase  to  consist  of  1,000  shares 
of  $100  each. 

A.  B.  Laing,  of  the  1918-14  class  of  the  0.  C.  P..  is 
managing  Laing's  Drug  Store.  Windsor,  in  place  of 
L.  H.  Hopson,  who  is  in  Chicago  taking  a  post-graduate 
course  in  optics. 

The  J.  Hungerford  Smith  Co..  manufacturers  of 
.soda  fountain  ro(|uisites.  Toronto,  have  been  granted  a 
permit  to  erect  a  four-storey  brick  building  on  Alice 
street,  to  co.st  $8,000. 

Contributions  to  the  Red  Cross  Society  in  St.  Thomas 
included  ten  pounds  of  absorbent  cotton,  given  by  R. 
E.  Crane,  and  one  dozen  each  of  malt  extract  and  con- 
densed milk,  given  by  L.  R.  Harvey. 

Fred  S.  Pickering,  who  purchased  the  drug  business 
of  T.  Stevenson  in  Orangeville  last  year,  passed  away 
in  August.  Mr.  Pickering  was  only  20  years  of  age. 
He  attended  the  1909-10  session  of  the  O.'C.  P. 

Within  ten  days  Inspector  Geddes  and  two  plain- 
elothesmen  of  the  Toronto  police  force,  contributed 
nearly  $1,500  in  fines  to  the  Police  Court  coffers  by 
raids  on  opium  joints  and  arrests  of  those  selling  the 
drug. 

Authority  has  been  given  to  the  Certone  Company,  a 
corporation  under  the  laws  of  New  York  State,  to  oper- 
ate in  Ontario  in  the  manufacture  and  sale  of  drugs, 
medicines,  chemicals,  oils,  toilet  articles,  druggists' 
sundries,  etc. 

W.  H.  Fleming,  formerly  head  clerk  at  the  Central 
Drug  Store,  Gananoque.  and  who  has  purchased  an 
interest  in  the  Drug  and  Stationery  Co.,  Watrous. 
Sask.,  had  charge  of  that  store  during  the  absence  of 
Clifford  Sine,  the  proprietor,  at  the  Methodist  Church 
conference  at  Ottawa. 

Burglars  broke  into  the  drug  store  of  William  John- 
ston, of  Smiths  Falls,  early  on  the  morning  of  Septem- 
ber 9,  and  stole  $2,200  in  cash  from  the  safe  at  the  rear. 
The  money  was  made  up  of  four  packages  containing 
five  $100  bills  each,  and  a  package  with  one  hundred 
$2  bills. 

As  their  contribution  to  the  patriotic  fund,  nearly 
40  of  Orillia's  merchants  gave  10  per  cent,  of  their  cash 
I'eceipts  on  September  19.  Special  advertising  was 
done  in  order  to  stimulate  trade,  the  merchants  b"ar- 
ing  the  whole  expense  of  the  campaign,  in  addition  to 
giving  10  per  cent. 

The  War  Novelty  Company  is  the  name  of  a  Toronto  / 
concern  that  has  been  incorporated  in  Ontario  with  a 
capital  stock  of  $40,000.  to  deal  in  bric-a-brac,  orna- 
ments, books,  toys,  stationery,  bxittons.  and  ))ins.  The 
provisional  directors  are  M.  L.  Gordon.  Bert  H.  L. 
Symmes,  T.  S.  Giles,  W.  R.  Anderson,  and  A.  Pomeroy. 

F.  G.  Walley,  druggist,  of  Ingersoll,  Ont.,  has  been 
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appoihted  to  the  office  of  collector  of  Customs,  which 
was  rendered  vacant  several  weeks  ago  by  the  sudden 
ileath  of  J.  F.  Williams.  For  a  number  of  years  Mr. 
Walley  has  taken  a  prominent  part  in  political  cam- 
l>aigns.  and  has  also  been  a  member  of  the  town  council, 
lie  began  liis  duties  on  October  1. 

Manitoba  and  Saskatchewan. 

B.  A.  Glenn  has  opened  a  drug  store  at  Melfort, 
Sask.  • 

A.  Dulmage,  I^td.,  druggists,  of  Saskatoon,  have  in- 
eorporated. 

The  Prelate  Drug  Co.  has  commenced  business  at 
Prelate,  Sask. 

L.  W.  Rebstock,  of  Halbrite.  has  opened  a  branch 
drug  store  at  Verwood. 

The  Hattleford  Drug  (^o..  Battleford.  has  dissolved, 
M.  11.  Argue  continuing. 

H.  Cochrane,  druggist,  of  Maryfield,  has  been  suc- 
eeeiled  ))y  W.  E.  Holand. 

The  Dominion  Drug  Store,  Ltd.,  Gravelbourg.  has 
taken  over  the  drug  business  lately  carried  on  by  G. 
(i  ravel. 

W.  H.  Fleming,  formerly  of  Gananoque,  Out.,  has 
piireha.sed  the  interest  o^'  C.  C.  McKechnie  in  the  Drug 
iind  Stationery  Co.,  Watrous,  Sask. 

Joseph  A.  Walker,  druggist,  of  Prince  Albert,  was 
married  in  Montreal  on  September  3  to  Miss  Kathleen 
-McGlinchy.  The  honeymoon  trip  included  Ottawa, 
Toronto,  Niagara,  Duluth,  Chicago,  and  Winnipeg. 

II.  E.  Koch,  of  Midale,  Sask.,  suffered  loss  of  about 
*1.000  in  a  $.50,000  fire  in  that  town  on  September  9. 
The  loss  was  chiefly  due  to  the  removal  of  the  contents 
of  his  drug  store  and  living  rooms  above.  It  was 
covered  by  insurance. 

Alberta. 

F.  Westcott.  of  Edmonton,  has  discontinued  his  drug 
business. 

A.  M.  Sanders,  druggist,  of  Camrose,  Alberta,  has 
been  succeeded  by  H.  R.  Johnston. 

The  Vegreville  Drug  and  Book  Co..  Ltd.,  Vegreville, 
has  been  incorporated  with  a  capital  stock  of  $40,000. 

The  name  of  the  A''arker  Drug  Store,  of  Red  Deer, 
Alberta,  has  been  changed  to  the  Standard  Drug  Co., 
with  E.  J.  Williams  as  manager.  Jlr.  Williams  was 
formerly  with  the  McDermid  Drug  Co..  Ltd.,  of  Cal- 
gary. 

Samuel  Herbert  McClelland,  druggist,  of  Calgary, 
was  married  on  August  26  to  Miss  Margaret  Graydon, 
of  Toronto.  The  marriage  took  place  in  Edmonton,  at 
the  residence  of  the  bi'ide's  brother.  J.  Graydon,  of  414 
'i'liird  avenue,  the  ceremony  being  perfoi-iiied  by  Rev. 
E.  Val.  Tilton,  of  the  Metropolitan  Church. 

British  Columbia. 

Fire  did  considerable  damage  to  the  store  of  A.  W. 
Bleasdell,  of  Fernie. 

J.  W.  Currie,  of  Winnipeg,  has  taken  a  jiosition  with 
W.  R.  Trench,  of  Kelowna. 

J.  S.  Mason,  recently  with  Tvel's  Drug  Store,  Vic- 
toria, has  accepted  a  position  with  D.  E.  Campbell,  Foi't 
street. 

Burns  &  Cairns,  Granville  street,  Vancouver,  have 
dissolved.  Ronald  R.  Burns  continues  under  the  name 
of  Burns  &  Co.  J.  F.  Johnson,  formerly  in  business  for 
himself,  is  now  associated  with  this  company. 

B.  C.  druggists  who  have  gone  to  the  front  include : 
Lieut.  W.  B.  Hunter,  of  Vancouver;  C.  A.  Moodie,  for- 
merly with  Burns  &  Cairns,  Vancouver,  and  later  with 


the  Powell  River  Drug  Co.;  R.  Walker,  head  dispenser, 
of  the  Georgia  Pharmacy ;  H.  T.  Goodeve,  of  Rossland, 
and  the  son  of  Pharmacist  Wallis,  of  Victoria. 


BIG  ATTENDANCE   AT   ONTARIO    COLLEGE   OF 
PHARMACY. 

The  1914-15  term  of  the  Ontario  College  of  Pharmacy 
opened  on  September  9,  and  the  students  are  now  get- 
ting down  to  the  work  of  the  term.  Football  is  com- 
ing in  for  its  share  of  attention,  and  a  club  will  be 
organized  shortly.  The  ela.ss  of  over  100  students  is 
larger  than  last  year.  Class  officers  have  not  as  yet 
been  elected. 

President  J.  J.  H.  Jur,y,  of  Bowmanville,  who  h&s  re- 
cently returned  from  an  extended  trip  ■  to  the  Old 
World,  was  in  attendance  at  the  opening  session,  giving 
a  short  address,  as  did  also  Messrs.  G.  B.  Gibbard  and 
W.  H.  Worden,.  of  Toronto,  members  of  the  council. 


U.S.    BILL    TO    LEGALIZE    THE    STANDARDIZA- 
TION OF  PRICES. 

About  1,450  persons  registered  at  the  annual  conven- 
tion of  the  National  Association  of  RetaiT  Druggists 
held  at  Philadelphia  in  August.  Legislation  affecting 
price-cutting  was  one  of  the  prominent  subjects  dis- 
cussed. This  was  referred  to  by  President  Finneran  in 
his  address. 

"Take  the  matter  of  cut  prices  on  patent  and  pro- 
prietary articles,"  he  said.  "This  is  a  subject  which 
has  absorbed  the  attention  of  this  organization  from 
the  time  it  started  in  St.  Louis  sixteen  years  ago  up  to 
the  present  time.  We  were  of  the  opinion  then,  and 
we  are  now,  that  price-cutting  was  a  bad  thing  for 
everyone.  It  has  been  a  long,  hard  fight  for  us  to  con- 
vince the  public,  as  well  as  the  members  of  other  retail 
organizations  that  our  position  in  this  matter  was  cor- 
rect. I  am  thankful  to  sa.y  that  our  work  for  the  past 
sixteen  years  is  now  bearing  fruit  and  that  ere  long  we 
will  see  a  bill  upon  the  Federal  statute  books  which  will 
legalize  the  standardization  of  prices.  T  want  to  con- 
gratulate you  and  the  many  noble  men  who  have  been 
.vour  officers  for  the  past  sixteen  years,  and  who  have 
fought  so  valiantly  in  your  interests  on  the  probable 
successful  termination  of  the  fight  which  vre  have 
waged  so  long  aiul  intelligently." 


MAJOR  J.  R.  WYNNE  PASSES  AWAY. 

Major  John  Reynolds  W,vnne,  formerly  of  the  firm 
of  Martin.  Bole  &  W.vnne,  of  Winnipeg,  passed  away 
on  Sept.  9tli.  at  the  age  of  52  years.  He  had  been  a 
resident  of  Winnipeg  since  1892. 


DEATH  CALLS  DAVID  L.  THOMPSON. 

After  an  illness  of  one  day.  David  L.  Thompson,  of 
Toronto,  died  at  his  residence.  41  Balmoral  avenue,  on 
Sept.  5.  Mr.  Thompson  had  been  gradually  failing  in 
hcaltli.  following  a  paral.vtie  stroke  last  April.  The  de- 
ceased was  born  near  Millbi'ook,  Durham  County,  82 
years  ago.  During  the  early  years  of  his  life  he  was 
connected  with  a  number  of  drug  stores  in  Canada  and 
tlie  United  States.  In  1869  Mr.  Thompson  came  to  To- 
ronto from  Chicago  and  established  at  394  Yonge  street 
the  first  homeoi)athic  drug  shop  in  the  city.  For  over 
thirty-eight  years  Mr.  Thompson  conducted  his  busi- 
ness luitil  about  seven  ja'are  ago  he  was  forced  to  retire 
from  active  business  on  account  of  ill-health. 
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A  dtparimcnt  devoted  to  itationery,  hook',   post  cards  and  aaaocialed  lines 


HANDLING  THE  BOOK  BUSINESS  IN  A  SMALL 

TOWN. 

Noble  E.  Lyons,  druggist,  of  Oak  Lake  Man.,  does 
quite  a  nice  little  trade  in  books  and  stationery.  Oak 
Lake  is  a  village  of  600  population  in  the  centre  of  a 
rich  farming  district,  and  in  towns  this  size  people  in- 
variably go  to  the  drug  store  for  books  and  stationery. 

Pays  to  Feature  Them. 

If  they  go  to  the  drug  store,  anyway,  for  these  lines 
there  is  no  need  for  the  dealer  featuring  them,  some 
unambitious  dealer  may  argue.  That  is  just  where 
he  is  mistaken,  however,  for  a  larger  quantity  can  al- 
ways be  sold  if  they  are  frequently  brought  promin- 
ently to  the  attention  of  probable  customers. 

Mr.  Lyons  realizes  this,  and  has  found  that  a  little 
featuring  of  books  is  productive  of  good  results.  He 
related  to  an  editorial  representative  of  The  Retail 
Druggist  how  he  had  put  in  200  paper-bound  volumes, 
which  he  displayed  in  the  window,  and  in  a  compara- 
tively short  time  sold  over  half  of  them  by  this 
method. 

A  Circulating  Library. 

When  a  representative  of  The  Retail  Druggist  was 
on  a  visit  to  his  store,  he  stated  his  intention  of  putting 
200  more  books  in  stock  and  starting  a  circulating  lib- 
rary. He  will  charge  $1  for  the  first'  book  purchased 
and  10  cents  for  each  additional  one.  He  believes  that 
this  will  assist  in  bringing  people  back  to  his  store,  and 
every  time  that  a  customer  visits  the  store  there  is  the 
opportunity  for  selling  them  other  goods 

Like  some  other  dealers,  he  finds  the  school  business 
a  difficult  one  to  handle.  He  believes  that  a  way  out 
of  the  difficulty  in  a  small  town  is  for  the  dealer  to 
make  arrangements  with  the  school  board  that  each 
teacher  make  out  a  list  of  the  books  they  require  for 
their  scholars  and  have  them  give  him  a  signed  order 
for  the  actual  requirement.  This  would  avoid  left- 
overs, which  cuts  so  deeply  in  the  profits  when  a  stock 
of  various  lines  is  put  in  and  all  are  not  sold. 


Adams,  the  dean  of  American  newspapermen-authors, 
for  what  is  termed  one  of  the  bes't  novels  of  the  year. 
It  deals  with  the  interesting  son  of  a  patent  medicine 
man  who  becomes  the  editor  of  a  paper  and  whose 
sweetheart  bothers  him  unduly  with  social  notes. 


"WRITE  YOUR  ANSWER  ON  GOOD  PAPER." 

This  was  the  heading  on  an  advertisement  used  last 
year  bj^  Mitchell's  Drug  and  Stationery  Store,  of  Tren- 
ton.    The  ad.  read: 

Your  individuality  and  your  personality  are 
bound  to  make  for  your  success.  Send  your 
answer  on  good  paper,  and  you  will  be  known 
as  you  would  like  to  be.  Your  message  will 
mean  more  and  will  receive  more  attention 
if  it  is  written  on  the  high  quality  stationery 
that  is  to  be  found  in  our  exclusive  yet  popu- 
lar stationery  department. 


CLAIMS  POOR  SERVICE  FROM  MAGAZINE 
DISTRIBUTING  AGENTS. 

Editor,  The  Retail  Druggist: 

Many  druggists  are  handling  magazines,  and  it  is  a 
nice  sideline,  but  what  I  wish  to  speak  about  is  the  dis- 
tributing agents  we  have  in  town.  Speak  to  any  news- 
paper or  magazine  vendor,  and  he  will  tell  you  what  a 
miserable  way  they  have  of  doing  business. 

It  is  impossible  to  get  what  you  want,  and  whether 
this  is  caused  by  cheap  help  I  do  not  know,  but  you  can 
order  one  magazine  a  dozen  times,  and  they  will  send 
another  kind,  and  it  is  next  to  impossible  to  get  them 
to  send  the  right  number.  The  magazine  you  want 
most  they  will  send  one  of,  and  half  a  dozen  of  ones 
which  have  no  sale.  In  short,  they  seem  to  want  to 
exasperate  the  dealers.  I  am  not  the  only  one  that  is 
complaining,  but  every  vendor  of  magazines  is  angry. 
If  a  firm  would  give  what  the  dealers  asked  for  and 
the  proper  credit  of  returned  magazines,  it  would  soon 
eai-n  the  support  of  everyone. 

Hoping  I  have  not  taken  up  too  much  space  in  your 
magazine,  I  am, 

Yours  truly,  VENDOR. 

Toronto,  Ont. 


BIG  BUSINESS  IN  LITTLE  THINGS. 

Merchants  who  overlook  the  possibilities  afforded  in 
the  sale  of  small  items,  will  probably  be  surprised  to 
know  that  during  one  recent  month  the  sales  of  the  F. 
W.  Woolworth  Company  amounted  to  $6,012,957, 
against  $4,998,887  in  the  same  month,  1913,  an  increase 
of  $1,014,070,  or  20.28  per  cent.,  and  that  for  the  first 
four  months  of  this  year  the  sales  were  $19,611,562. 
against  $17,931,537  in  the  corresponding  period  a  year 
ago,  an  increase  of  $1,680,024,  or  9.37  per  cent.  When 
it  is  considered  that  the  bulk  of  the  goods  sold  retailed 
at  5,  10  and  15  cents,  it  can  be  easily  seen  that  big  busi- 
ness can  be  secured  out  of  little  things. 


"PATENT  MEDICINES  IN  NEWSPAPERS." 

This  is  certainly   a  unique   theme  for  a   novel,   but 
nevertheless  is  the  one  selected  by  Samuel  Hopkins 


HINTS   FOE   THE    STATIONERY   DEPARTMENT 

Now  is  the  time  to  ))ush  war  books. 

With  e.oolor  weather  an<l  longer  evenings,  pl.iying 
eards  will  be  in  greater  demand. 

Make  a  s|ipcialtv  of  fountain  pens  for  a  month,  and 
see  how  sales  can  be  increased. 

If  you  take  subscriptions  for  newspapers,  the  public 
thirst  for  news  just  now  will  help  business,  if  you 
make  use  of  your  opportunities. 

Push  Thanksgiving  cards  and  make  arrangements 
for  supplies  of  Xmas  cards. 

Display  is  an  important  factor  in  selling  post  cards 
and   stationery. 
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wonderful  demand  for  Scribbling  and  Exercise 
Books  with  patriotic  and  military  covers  has  in- 
duced us  to  put  up  assortments  of  the  six  following 
splendid  covers : 

"Trooping  the  Colors."  '*Who  did  That?'' 
"Sons  of  the  Maple."  "General  Wolfe." 
"Dawn  of  Majuba  Day."  "General  Brock." 

Stirring  cover  designs,  beautifully/ 
colored,  and  all  big  sellers. 

Scribblers,  No.  7/M— Pen  and  Pencil 
Paper,  plain,  88  pages,  per  1  00  - 

Scribblers,  No.  07/M  Pen  and  Pencil 
Paper,  ruled,  76  pages,  per  1  00  - 

Exercise,  No.  52/M  Superior  White 
Wove  Paper,  ruled.  Ft.  and  Mar., 
48  pages,  per  1  00 

An  Assortment  of  the  above  three  num- 
bers, per  1 000  lot       - 

See  that  your  stock  contains  this  selection,  and 
meet  the  popular  demand 


$3.35 
3.35 

3.35 
29.50 


Warwick  Bros.  &  Rutter,  Limited 


Toronto 


Ontario 
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SMOKERS'  SUPPLIES,  CIGARS  and  TOBACCO 

—  I     The  Department  thai  Attracts  the  Men  to  the  Drug  Store    I 


ANTISEPTIC  QUALITIES  OF  TOBACCO. 

It  will  be  interesting  to  dealers  and  clerks  to  know 
that,  like  many  other  narcotics,  tobacco  has  certain 
properties  which  give  it  definite  value  in  medicine 
employed  in  the  proper  way  and  by  competent  agents. 

Thus,  poultices  of  fresh  tobacco  leaves  have  long 
been  employed  to  give  relief  in  cases  of  gout,  neuralgia, 
and  rheumatic  pains.  A  concentrated  solution  of  the 
fresh  leaves  is  said  to  be  good  for  dandruff.  Tobacco 
is  also  employed  as  a  remedy  for  skin  diseases  of  cattle, 
and  is  commonly  used  to  destroy  parasites  in  vineyards 
and  orchards.  Recent  investigations  showing  its  high 
value  as  an  antiseptic  agent  are  summarized  in  Le  Cor- 


The  West  Toronto  Camera  Store 

Stoddart's  Pharmacy 

1781-83    Dundas   Street,    Toronto 


Importmd 

and 

Domestic 

Cigars 


Ad.  on  cigar  covers  in  which  C.  J.  .Stoildart  of  Toronto  sends  out  cigars. 
The  covers  protect  the  cigars  from  damage  in  the  cnstomers  pooliet  and 
are  no  doulit  appreciated. 

respondent  of  Paris,  from  which  we  quote:  The  re- 
searches of  Tassinari  and  Moliseh  have  now  demon- 
strated the  actual  antiseptic  value  of  tobficco  with  re- 
gard both  to  vertebrates  and  to  inferior  creatures. 

Tobacco  smoke  serves  to  retard  or  arrest  the  develop- 
ment of  certain  bacteria,  which  soon  die  in  the  tiny 
glass  cage  in  which  they  are  placed  for  study  under  the 
microscope,  if  a  single  pufF  of  tobacco  smoke  is  injected 
therein.  It  seems  to  act  upon  them  as  an  anaesthetic, 
exactly  as  do  the  vapors  of  ether  and  chloroform. 


DEVELOPING  TOBACCO  DEPARTMENT  BY  GET- 
TING BEST  FROM  CLERKS. 

The  dealers  who  are  getting  the  best  results  from 
their  tobacco  department  are  those  who  are  able  to 
bring  about  the  best  in  their  clerks. 

The  dealer  who  can  inspire  his  clerks  to  do  their 
best,  to  feel  his  enthusiasm,  to  actually  like  their  work 
for  the  game  itself,  and  knows  it,  works  at  a  tre- 
mendous advantage. 

All  dealers  do  not  have  the  power,  but  most  can 
develop  it  to  a  profitable  extent. 

Post  Clerks  on  Talking  Points. 

1.  Post  your  clerks  on  the  talking  points  of  your 
goods.  Just  use  the  common  sense  method  of  explain- 
ing the  merits  of  the  various  brands.  Let  them  know 
who  makes  the  brands,  where  they  are  made,  the  dif- 
ferent kinds  of  tobacco  .that  go  in  them,  how  long  they 
have  been  in  business,  and  all  about  them;  the  clerks 
can't  know  too  much  about  the  cigar  business;  they 
think  they  know  it  all  when  they  can  place  their  hand 
on  the  different  brands  in  the  cases.  Take  the  clerks 
into  your  confidence ;  let  them  feel  they  are  a  part  of 
your  business.  You  would  be  greatly  surprised  at  the 
excellence  of  the  ideas  brought  out  by  clerks  when  they 


have  an  interest  in  your  business.  They  come  to  be- 
lieve that  they  really  have  a  big  part  in  your  store, 
which  is  true;  so  big  a  part,  in  reality,  that  your  suc- 
cess largely  depends  upon  it. 

2.  Be  fair  to  your  clerks.  Listen  to  them  kindly  and 
keep  your  temper.  Don't  be  unreasonable.  There  are 
always  two  sides  to  a  question ;  but,  of  course,  respect- 
fully maintain  your  dignity  as  head  of  the  business. 

Give  Encouragement. 

3.  Study  your  clerks.  Learn  their  strong  as  well  as 
more  noticeable  weak  points,  encourage  them,  show 
them  you  are  of  the  .same  kind  of  flesh  and  blood  they 
are,  and  have  a  sincere  interest  in  their  interests. 

4.  Be  frank  with  your  clerks.  It  is  a  splendid  idea 
fo  have  a  little  meeting  occasionally  at  which  time  you 
can  solicit  their  suggestions,  tell  them  that  you  are 
willing  to  do  the  right  thing  in  the  way  of  wages  as 
they  show  results  and  the  business  warrants  it.  Let 
them  know  there  are  opportunities  in  the  cigar  busi- 
ness; that  their  success  now  means  greater  success 
later  on,  if  not  in  the  cigar  business,  then  in  some  other 
line.     Don't  let  them  work  mechanically. 


SOME  STORE  PHILOSOPHY. 

Cut  prices  never  made  poor  service  good. 

A  lot  of  ads.  are  like  a  lot  of  men — all  they  do  is 
take  up  space. 

Business  is  like  a  Avoman — it  requires  a  man's  un- 
divided attention. 

A  man  who  uses  a  one-time  ad.  is  like  a  man  who 
goes  fishing  with  one  minnow. 

Don't  imagine  that  your  way  is  the  only  way. 
Heaven  will  be  thronged  with  the  people  you  call  non- 
believers. 


Hadn't  tried  everything  Else. 

"You're  a  fraud,  sir!"  cried  the  indignant  patient. 
"You  guaranteed  your  medicine  to  cure  after  every- 
thing else  failed,  and " 

"Well,  my  dear  sir,"  replied  the  fake  medicine  man, 
"probably  you  haven't  tried  everything  else." 


MARSHALL  FIELD'S  TWELVE  THINGS 
TO  REMEMBER. 

Value  of  time. 
Success  of  perseverance. 
Pleasure  of  working. 
Dignity  of  simplicity. 
Worth  of  character. 
Power  of  kindness. 
Influence  of  example. 
Obligation  of  duty. 
Wisdom  of  economy. 
Virtue  of  patience. 
Improvement  of  talent. 
Joy  of  originating. 
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See  Here,  Mr.  Druggist 
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TUl&lSH 


BLEND 


CIGARBTTBS 


— ji.NurACTUIltO 

IMPERIAL  TOBACCO  COM" 


It's  all  right  to  cater  to  the 
women.  But  don't  over- 
look the  men. 

The  kind  of  men  who 
smoke  "FATIMA"— men 
of  means  and  discrimina- 
tion— are  mighty  good  cus- 
tomers for  you  to  have. 

If  you  don't  handle  "FA- 
TIM  A"  Cigarettes  now— 
order  a  box  or  two — and 
FEATURE  THEM. 


FATIMA 

TURKISH  BLEND  CIGARETTES 


are  absolutely  unique,  both  in  flavor 
and  package.  The  exquisite  blend 
appeals  to  those  of  taste  and  refine- 
ment. And  "Fatimas"  give  you  an 
excellent  profit. 


20  in  a  package 


Handled  by  all  the  Wholesale  Trade 
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Fancy  Goods,    Sovelties  and  Photographic  Supplies 

A  department  of  means  and  methnda  of  increasing  business  in  photographic  sup- 
piles,'  pennants,   placing  cards,    pens,  ink,  sporting   goods,    novelties,  china,    etc. 

1 

SELL  FANCY  GOODS  TO  THE  MEN. 

The  average  druggist  does  not  appeal  to  men  in  the 
maimer  he  might  in  the  sale  of  fancy  goods.  There  are 
many  lines  that  will  sell  to  men  in  large  quantities  if 
only  the  proper  effort  is  made. 

"Realizing  that  men  customers  are  often  neglected 
in  stores,"  says  a  writer  on  store  service,  "I  would 
make  a  special  drive  to  sell  them.  The  man  generally 
has  more  money  to  spend,  he  asks  fewer  questions, 
buys  quicker,  and  buys  more  than  the  woman. 


CHRISTMAS  NOT   FAR  DISTANT. 

IT  is  now  time  that  the  druggist  began  to  consider 
the  approaching  Christmas  trade  in  real  earnest. 
It  will  not  be  long  slipping  around  until  it  will 
be  time  to  begin  to  push  sales  in  suitable  Xmas  gifts, 
and  the  present  is  the  time  to  make  complete  arrange- 
ments for  requirements.  The  fact  that  certain  lines 
of  imported  fancy  goods  will  not  'be  available  on  ac- 
count of  the  war  makes  it  essential  that  the  dealer 
give  some  thought  to  goods  to  take  their  place.  Christ- 
mas business  should  be  on  an  appreciable  scale  this 
year,  in  spite  of  the  war,  but  it  is  first  necessary  to 
make  certain  that  you  are  going  to  have  the  goods 
to  sell. 


"It  seems  to  me  that  1  could  always  have  something 
new  for  them  and  would  endeavor  to  get  them  into 
the  habit  of  coming  to  my  store  once  a  week,  probably 
on  Saturday." 

How  to  Do  It. 

One  dealer  interviewed  by  The  Retail  Druggist  on 
this  subject,  stated  that  he  had  felt  the  necessity  of 
interesting  men  to  a  great  extent  in  fancy  lines,  and 
in  an  effort  to  do  this,  frequently  makes  displays  of 
fancy  goods  along  with  displays  of  sporting  and  ath- 
letic goods.  Men  who  eome  in  to  examine  sporting 
goods  become  interested  in  the  fancy  goods  shown  and 
sales  frequently  result. 

In  selling  novelty  goods,  fixtures  and  attractive  dis- 
play are  of  the  greatest  importance,  as  it  is  the  first 
impression  that  often  makes  the  sale.  In  the  big  city 
stores  cut  flowers,  plants  in  season,  palms,  and  ferns 
are  all  used  to  give  attractiveness  to  the  department, 
particularly  when  there  is  anything  particularly  desir- 
able on  show,  or  any  special  sale  in  the  department. 

Sent  Letter  to  Members  of  Y.  M.  C.  A. 

Another  dealer  related  a  method  he  used  to  interest 
the  young  men.  He  was  located  near  a  Y.  M.  G|  A., 
where  a  number  of  young  men  lived  in  the  building. 
He  secured  the  names  of  the  ma.iority  of  these  from 
the  authorities,  and  having  a  typewriter,  he  sent  them 
a  personal  typewritten  letter  calling  their  attention  to 
his  fine  assortment  of  fancy  goods — particularly  the 
lines  that  could  be  made  good  use  of  by  the  men  in 
decorating  their  rooms.  He  got  some  direct  business 
as  a  result  of  these  letters,  and  other  sales  followed 
when  members  saw  what  nice  decorations  they  made 
in  their  friends'  rooms.  This  is  an  idea  that  could  be 
used  by  many  dealers. 


HINTS  FOR  THE  CAMERA  DEPARTMENT. 

In  selling  a  camera  to  a  beginner  in  photography  the 
use  of  it  should  be  made  as  clear  as  possible.  Any  dif- 
ficulties that  may  arise  should  be  anticipated,  and  the 
customer  invited  to  bring  any  problems  he  may  have 
to  the  store. 

When  a  camera  is  sold,  suggest  a  tripod,  and  if  the 
buyer  can  be  encouraged  to  do  his  own  work,  point 
ou  the  advantages  of  a  developing  tank.  Even  if  not 
sold  at  the  time,  a  sale  may  result  at  some  future  date. 

Always  remember  that  the  more  cameras  sold,  the 
greater  will  be  the  demand  for  supplies,  and  stock 
should  be  ordered  accordingly. 

Get  some  good  work  of  a  local  amateur,  display  it 
in  the  window,  and  use  it  as  a  talking  point,  showing 
how  results  are  secured  with  the  supplies  you  carry. 

Know  your  goods  and  be  able  to  explain  them  to 
prospective  customers.  Knowledge  of  focusing,  de- 
veloping, printing,  etc.,  should  be  acquired. 

One  dealer  lends  cameras  to  his  clerks  that  they  may 
learn  "how"  and  "why." 


FOUNTAIN  PENS  FILLED  FREE. 

A  certain  dealer  presents  each  buyer  of  a  fountain 
pen  with  a  bottle  of  fountain  pen  ink  that  he  knows 
to  be  good  ink.  He  thus  makes  sure  that  the  pen  will 
give  satisfaction,  and  nine  times  out  of  ten  sells  the 
buyer  his  future  ink  requirements.  Another  dealer 
urges  fountain  pen  buyers  to  drop  in  and  have  their 
pens  filled  as  occasion  demands,  and  when  they  aeeepl 
his  invitation  he  endeavors  to  make  them  feel  it  is  not 
an  imposition  on  him,  but,  on  the  contrary,  a  real  plea- 
sure. And  he  always  urges  them  to  continue  this 
practice  for  the  very  simple  reason  that  he  very  often 
makes  a  sale  while  said  pen  is  being  filled.  And  the 
operation  of  filling  said  pen  is  done  where  the  visitor 
cannot  help  but  see  the  main  display  of  goods.  This 
dealer's  one  thought  is  to  get  people  into  the  store — 
after  that,  he  says  it's  easy. 


Belittling  a  competitor  doesn't  increase  your  own 
size. 


PREPARE  FOR  HALLOWE'EN 

Hallowe'en  offers  quite  a  range  of  oppor- 
tunities for  the  live  druggist.  For  one  thing 
there  are  special  lines  of  picture  post  cards  for 
this  occasion. 

Then  again  there  are  many  novelties  for 
which  a  sale  will  be  found  for  decorative  pur- 
poses and  the  carrying  out  of  festivities  at  this 
time. 

The  dealer  should  now  make  his  arrangements 
for  the  lines  of  goods  which  will  be  needed 
and  also  plan  the  methods  he  means  to  use  in 
selling  these  lines. 

A  special  window  trim  should  be  made  for 
the  occasion. 
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Wellington  Goods      ^^I^^J 

^M^z:^ 

sell  iiuicklv  and  require  S^^^^     ^^^1 

DO      handling      except  ^^^^^^^„^^H 
handing: out.  Attractive  H^^^^^^^l 

Plates 

show  cards  with  order       ^^^^^^^^H 

Photo  RooUtto                        ^^^^^^H 
Fr»                               ^^^^^^H 

Paper 

Wellington  \^T^ 

and 

&  Ward         / 

rilms 

MONTREAL           ^^^^^^^^^^ 

■fiHgBBwaiLiii 

"Corson's 
Perfumes 
and  Toilet 
Requisites 

i4rc  of  the 
Highest  Standard 


They  are  made  in  the 
laboratories  of  the  only 
Canadian  House  exclu- 
sively engaged  in  making 
Perfumes  and  Toilet  Re- 
quisites. ^  Your  orders  will 
receive  prompt  attention. 

Sovereign  Perfumes 

Limited 

Toronto 


LIMITED 


Toronto 


(CAMPBELL) 


This 

Electric 
Sign 

Will  suit  your 
Store  Front 


Write  as  to-day  for 
Qaotations 


Special  Discounts 

for 

Immediate 
Orders 

Sketches  on  Applicalioi 

257  King  W.,  Toronto 


Established 
1839 


BIDWELUS 


Gold 
Medal 


BRUSHES 

Ebony,  Rosewood 
and  Satinwood 
Hair  Brushes 

Manufacturers  of  the  Famous 

Silverdrawn  Tooth  Brushes 

specialists  in 

Whalebone 
Hair  Brushes 


Bidwell)  Bidwell  &  Co. 

Limited 

Axminster,  Devon,  England 

Representative  for  Canada  : 

Harold  F.  Ritchie  &  Co.,  Limited 

10-12-14  McCaul  Street,  Toronto 


MEGGESON'S 


Fruit  Pastiles  Hard  Boiled  Goods 

Peppermint  Rolls       Creme-De-Menthe 
Gums  Pearls 

The  Lo3/>enges  House  of  England 

MEGGESON'S  FAMOUS 

ANTISEPTIC  THROAT 
PASTILES 

Linseed        Licorice        Chlorodyne 

MEGGESON  &  CO.,  London,  Eng. 

HAROLX)   F.  RITCHIE  &  CO.,  LIMITED 
10-12-14   McCaul  St.,  Toronto 


40 


^HB  RBTAIIj  DRUGaiST  OF  CANADA. 


October,  1914 


HINTS  TO  BUYERS 


the  patient,  a  buzzer  is  connected  with  tbe  clock  and 
placed  under  the  nurse 's  pillow.  It  awakens  the  nurse 
without  disturbing  the  patient. 


MARVEL  WHIRLING  SPRAY  SYRINGE. 

Fourteen  years  of  success  speaks  well  for  the  Marvel 
Whirling  Spray  Syringe,  does  it  not? 

The  best  druggists  recommend  the  Marvel  because 
of  its  reliability  and  because  the  Marvel  Company  guar- 
antees the  quality  of  its  products. 


THE  SUTCLIFFE  COMPANY. 

The  Sut<!liffe  Company  have  a  splendid  assortment 
of  toilet  articles  of  every  description,  including 
brushes,  mirrors,  manicure  cases  and  whisks,  on  which 
there  has  been  no  advance  in  price.  They  are  featuring 
red,  white  and  blue  twine,  which  should  be  in  good  de- 
mand for  wrapping  Xmas  parcels  this  year. 


ANGLO-CANADIAN  MUSIC  CO. 

Patriotic  songs  are  in  big  demand  owing  to  the  great 
wave  of  patriotism  that  is  at  present  sweeping  over  the 
country,  and  the  druggist  will  find  them  an  excellent 
line.  Not  only  are  they  good  sellers,  but  they  also  give 
the  dealer  a  good  profit  Dealers  should  write  the  An- 
clo-Cauadian  Music  Co.,  144  Victoria  street,  Toronto. 


WARWICK  BROS.  &  RUTTER,  LTD. 

Elnowing  the  demand  for  goods  with  a  patriotic 
touch  to  them,  Warwick  Bros.  &  Rutter,  Ltd..  of  To- 
ronto, have  gotten  out  a  line  of  "Rule  Britannia"  pa- 
peteries  and  writing  tablets.  Druggists  should  find  a 
good  sale  of  this  line,  especially  if  they  feature  it.  An 
attractive  window  display  can  be  arranged  with  a  few 
flags,  with  red,  white  and  blue  crepe  tissue  paper  for 
a  background,  and  an  artistic  arrangement  of  "Rule 
Britannia"  stationery. 


MECCA  OINTMENT. 

The  Foster-Back  Co.,  Limited,  337-339  King  street 
west,  Toronto,  is  ofi'ering  druggists  a  special  bonus  on 
Mecca  Ointment.  With  a  4-dozen  order  of  the  25-cent 
size  they  give  1  dozen  free ;  with  a  3-dozen  order,  three- 
quarter  dozen  free,  and  half  a  dozen  free  with  a  2-doz- 
en  order.  Display  material  is  also  delivered  with  goods. 
Mecca  Ointment  should  be  pushed  for  sunburns,  scalds, 
sores,  cuts,  bruises,  ulcers,  and  all  inflammations. 


KENT-McCLAIN  AGAIN. 

Mr.  A.  J.  Roos,  of  Berlin,  has  a  very  handsome  new 
store.  The  interior  fittings  are  in  oak  with  all  glass 
construction  show  cases  fitted  with  bases  of  green  mar- 
ble, installed  by  Kent-McClain,  Limited  (Toronto  Show 
Case  Co.). 

Mr.  A.  Galloway  has  a  beautiful  new  store  in  Kam- 
loops,  B.C.  The  interior  fittings  are  in  "fumed  oak" 
with  all  glass  construction  "Minton"  showcases.  The 
outfit  was  built  by  Kent-McClain,  Limited.  Mr.  A.  L. 
Boucher,  of  Joliette,  in  fitting  out  his  new  store  has 
favored  the  "Panama"  design  showcase  as  built  only 
by  Kent-McClain,  Limited. 

Mr.  G.  L.  Brown,  late  of  Castor,  and  now  of  Empress. 
Alta.,  has  made  extensive  improvements  of  note. 
Among  other  things  he  has  installed  a  line  of  Imperial 
showcases  in  quarter  cut  oak  as  built  by  Kent-McClain, 
Limited.  Mr.  C.  A.  Lanspeary  has  opened  his  second 
Windsor  store.  It  is  very  handsomel.v  fitted  out  with 
"Mission  fini.sh"  fixtures  and  Dresden  showcases.  The 
fixture  were  supplied  by  Kent-McClain,  Limited  (To- 
ronto Show  Case  Co.). 

Druggists  contemplating  the  installation  of  new  fix- 
tures should  get  in  touch  with  this  firm. 


INTERSTATE  ELECTRIC  NOVELTY  CO. 

Many  druggists  are  finding  electric  flashlights  a  pro- 
fitable and  good  selling  line.  Dealers  should  write  to 
the  Interstate  Electric  Novelty  Co.  of  Canada,  220  King 
street  west,  Toronto,  for  their  illustrated  booklet.  They 
have  a  big  variety  of  electric  flashlights  and  household 
specialties  that  the  druggist  should  find  a  good  sale 
for.    Their  prices  allow  a  good  profit. 

One  of  the  specialties  which  they  handle  is  an  elec- 
tric alarm  clock  that  is  especially  valuable  for  the  sick 
room.    In  place  of  the  usual  loud  alarm  that  disturbs 


THE  VALENTINE  &  SONS  PUBLISHING  CO. 

The  Valentine  &  Sons  Publishing  Co..  444  St.  Paul 
Street,  Montreal,  are  now  supplying  the  trade  with 
patriotic  postcards,  flags,  pennants,  and  stickers,  which 
should  meet  with  a  ready  sale  while  the  war  is  on. 
There  is  a  colored  series,  humorous  and  otherwise, 
among  which  is  one  of  three  bulldogs  on  a  Union  Jack 
background,  with  the  words:  "We're  Ready."  An- 
other shows  a  boy  scout  leading  three  German  prisoners 
b}'  a  rope  and  a  Zeppelin,  airship  by  a  string.  A  card, 
which  should  take,  depicts  a  bulldog  biting  the  tail  of 
a  German  Dachsh  und.  There  is  a  very  impressive 
card  of  a  British  lion  standing  on  the  cliflFs  of  Dover 
guarding  the  coast.  There  are  also  cards  bearing 
photographs  of  British  generals  and  statesmen;  others 
of  British  torpedo  boats  and  warships;  and  others  with 
photographs  of  generals  and  men  of  the  moment,  on 
Union  Jack  backgrounds. 

A  series  of  stickers  for  letters  and  parcels  to  cater  to 
a  new  craze  should  be  in  great  demand.  There  are 
twelve  stamps  on  each  sheet,  each  bearing  the  picture 
or  group  of  allied  flags.  They  retail  at  5e.  a  sheet. 
Celluloid  flag  pins  and  photo  buttons,  and  pennants 
and  flags,  in  silk  and  cotton,  are  lines  which  will  be  in 
great  demand  on  the  days  when  signal  victories  are 
achieved  by  the  allies. 

Stocks  should  be  secured  in  readiness. 


GOES  TO  CANADIAN  CHICLE  CO. 

F.  W.  Fisher,  formerly  advertising  manager  of  Wm. 
Neilson,  Ltd.,  Toronto,  has  taken  the  position  of  sales 
and  advertising  manager  for  the  Canadian  Chicle  Co., 
Ltd.,  Peterborough. 


Conditions  in  Canada  are  basically  good.  Keep 
up  your  courage  and  do  your  best. 
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ATKINSON  &  BARKER^S 

ROYAL 
INFANTS'  PRESERVATIVE 

Manufacturers:  R.  BARKER  &  SON 
MANCHESTER,  ENGLAND 


DOES 

NOT 

CONTAIN 

any 

SCHEDULED 

POISON 


ALWAYS  USE 


UCK^ 

XMAS  CARDS 
CALENDARS 
POST  CAPD5 
BIRTHDAY  CAPDS 
VALENTINE  cm 
EASTER  CARDS 
TDY  BOOKS 
ART  NOVELTIES 

Ever/  TC/C/fC»rd  »r\d  ofKer  publfcation  bears  th« 
name  of  fhe  firm  &t\d  our  Ease/ 6-PaJeffelr&deMbLr^ 
00  NOT  BE  MISLED.  NONE  GENUINE  WITHOUT. 

RAPHAELTUCK&50N5C0.LiniTED 

9  S^ANTOINE  STREET 
MONTRE:AL 


TKAM    HAAK 


TKey  a.r«  tK«  MOST 
WELCOME,  ARTtSTfC 
ikPNd      UP-TO-DATE. 

USED  BY  ROYALTY. 


Interlake   Paper  Lines  Make 
Good  Profits 

We  particularly  recommend  the  following 
specialties  as  steady  sellers  and  reliable 
goods  for  the  Druggist  to  handle. 

Protectu  Brand    Paper    Towels 
White  Cross  Toilet  Paper 
Children's  Hygienic  Bibs 
Travelers'  Sanitary  Pkgs. 

Containing  6  Intetlake  Towels,  Talcum 
Powder,  Wash  Cloth,  Pure  Soap  and 
Drinking  Cup. 
Decorative  Crepe  Rolls 

In  36  attractive  shades. 

Particulars  of  these  prestige-building  lines 
gladly  sent  on  request.  Ask  your  wholesale 
Druggist,  or 

Address,  TORONTO  OFFICE,  Telephone  BIdg. 

Let  US  hear  from  you  to-day 


Interlake  Tissue  Mills 


The  Largest 
Tissue  Mills 
in  Canada 


Right  Quality 
Right  Prices 
Right  Service 


THE  ERA 

DOSE  BOOK 

FIFTH  EDITION 
Revised  and  Enlarged 


Price  75  cents  per  copy,  post    p 


With  Appendix  giving  percentages  of  Alcohol  and  Quantities  of  Narcotics  in 
U.S. P.  and  N.P.  Preparations,  supplying  just  the  information  required  to  label 
these  preparations  so  they  will  comply  with  the  FEDERAL  TOOD  AND  DRUGS 
ACT.     Adopted  as  a  standard  by  pharmaceutical  associations. 

The  Fifth  Edition  of  this  valuable  reference  work  brings  the  posology  of  the 
materia  medica  down  to  date,  and  includes  all  of  the  Newer  Remedies  and  Syn- 
thetics that  have  been  introduced  within  recent  years. 

Contents:  Dose  List;  Percentage  Solutions;  Dose  Equivalents;  Veterinary 
Doses;  incompatibles;  properties  of  Remedial  Agents;  Drops  in  Flnidram;  Solu- 
bilities; Latin  Words  and  Phrases;  Specific  Gravities  of  Metals;  Latin  Cardinal 
and  Ordinal  Numbers;  French  and  German  Prescription  terms;  Poisons  and  Their 
Antidote;.-  International  Atomic  Weights;  Specific  Gravities  of  Official  Substances; 
The  Metric  System;  Mathematical  Memoranda;  Boiling  Point  of  Water  at  Dieferer.l 
Barometer    Readings;    Thermometric    Equivalents;    Hydrometer    Tables;    Appendix. 

The  Era  Dose  Book  is  in  handy  form  for  reference,  saves  time  in  prescribing 
and  dispensing,  and  makes  accuracy  easy. 

THE   RETAIL  DRUGGIST  OF  CANADA 

32  COLBORNE  STREET,  TORONTO 
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SURGICAL,  MEDICAL 
&  MECHANICAL 

India-Rubber  Goods 


Send  us  Samples,  with  Particulars 
of  Quantities  required,  and  Prices. 


We  Will  Supply  You 


J.  G.  INGRAM  &  SON 

{English  Manufacturers) 

HACKNEY  WICK,  LONDON,  ENGLAND 

ESTABLISHED  OVER  60  YEARS 


A.  De  St.  Dalmas  &  Co. 


MAKERS  OF 


Adhesive  Plaster 

Belladonna  Plaster 
Hospital  Strapping 
Porous  Plasters 

Rubber  Adhesive  Plaster 

Menthol  Plasters 
Kidney  Plasters 
Mustard  Leaves 
Corn  Plasters 

and  all  kinds  of 

Medicated  Plasters 


Leicester  (England) 

Contractors   to  his  Majesty's  Government 

Agents: — Sharland  &  Co.,  27  Common  St.  Montreal 


RHEUMATISM    CURED 

THE  BEST  REMEDY  IN  THE  WORLD  FOR 
RHEUMATISM,   GOUT,   LUMBAGO,   SCIATICA,   NEURALGIA. 

BLAIR'S    GOUT    PILLS 

If  you  suffer  from  any  of  these  complaints  try  the«e  celebrated  pillt. 

Perfectly  safe,  sure  and  effectual.   Thousands  can  testify  to  this  statement. 

ProprietoTB  —  Prout  &  Hartant,    229  Strand,   London,   Eng. 


"STORE  MANAGEMENT 
COMPLETE" 


272  Pages 


13  Chapters 


ONLY  ONE  DOLLAR 

Tells  all  about  the  manage- 
ment of  a  Store,  so  that 
not  only  the  greatest  sales  . 
but  the  largest  profit  may 
be  realized. — By  Frank 
Farrington. 
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"THE  BOSS'' 

The  Man  Controlled  by  His  Business 


I  AM  au  advocate  of  a  flat-top  desk,  be- 
cause it  makes  me  work,  because  it 
brings  me  face  to  face  with  the  things 
T  have  to  do,  and  because  it  tells  my 
friends  and  visitors  the  things  I  have  not 
done,  and  through  pride  forces  me  to  do 
my  best. 

"I  wish  I  was  the  boss,  because  he 
doesn't  have  to  take  orders  from  anyone." 
I  heard  a  young  man  say  this  a  short  time 
ago.  Business  in  the  store-  where  this 
young  man  worked  was  slack.  Three 
men  and  a  woman  were  on  the  payroll  of 
that  store,  and  every  Saturday  night,  as 
they  transferred  the  contents  of  their  pay 
envelopes  to  their  pockets,  they  wished 
they  were  "the  boss."  At  ten  o'clock  that 
night  "the  boss"  was  at  his  desk  writing 
the  ad.  that  he  hoped  would  bring  busi- 
ness. He  was  back  at  that  desk  early  Mon- 
day morning,  with  a  traveling  salesman, 
and  as  he  matched  his  buying  ability 
against  that  of  the  seller's  his  brain  was 
partly  filled  with  the  day  when  he  must 
pay  for  his  purchases.  He  saw  the  mani- 
fest advantage  of  buying  a  gross  of  a  cer- 
tain item,  but  he  bowed  before  the  dread 
shadow  of  a  "sight  draft"  and  ordered 
two  do.7en. 

Just  before  noon  he  was  closeted  with 
the  local  banker  arranging  for  funds 
which  would  permit  him  to  "cash  dis- 
count" actil  his  collections  improved.  Af- 
ter that  interview  he  returned  to  the  store 
and  the  woman  with  pens  in  her  hair 
opened  the  big  book  and  started  putting 
out  collection  letters.  "The  boss"  read 
these  le'ters  carefully  and  changed  many 
paragraphs  that  might  offend  as  w?ll  as 
collect. 


Business  was  dull  and  that  afternoon 
"the  boss"  held  council  with  himself.  He 
had  about  decided  to  cut  the  force.  One 
man  would  be  spared  until  times  pickfed 
up.  His  mind  was  about  made  up  when 
the  door  of  his  little  office  opened  to  ad- 
mit the  man  who  was  in  his  mind.  To 
make  a  long  story  short,  this  man's  wife 
was  a  consumptive.  The  doctor's  bills 
and  the  home  necessities  had  made  de- 
mands he  could  not  meet,  and  he  had 
come  to  that  haven  of  refuge,  "the  boss." 
He  needed  $25  and  he  got  it,  and  as  he 
passed  out  the  door  of  that  office  he  left 
behind  him  a  man  with  his  firm  jaw  lock- 
ed on  a  determination  to  keep  his  little 
force  intact  and  to  keep  his  business  up  to 
the  normal  standard. 

That  night  "the  boss"  worked  again. 
The  big  jobber's  catalogue  before  him  cov- 
ered a  score  of  sins  and  a  multitude  of 
necessities.  He  worked  late,  looking  into 
the  future,  playing  his  judgment  against 
the  needs  of  Christmas  buyers,  and  the 
necessity  of  the  pay  envelopes.  "The 
boss"  takes  his  orders  from  the  business 
and  he  works  for  the  sternest  master,  yet 
his  courage  is  undaunted  and  his  resolves 
never  seem  to  falter  to  those  who  work 
for  him.  "The  boss"  must  have  been  the 
man  Kingsley  had  in  mind  when  he 
wrote: 

"Thank  God  every  morning  when  you 
get  up  that  you  have  something  to  do 
which  must  be  done  whether  you  like  it  or 
not.  Being  forced  to  work,  and  forced  to 
do  your  best,  will  breed  in  you  temper 
ance,  self  control,  diligence,  strength  of 
will,  content  and  a  hundred  virtues  which 
the  idle  will  never  know." 

— The  "Assistant  Manager"  fri 
Hardware  Age. 


12 


THE  RETAIL  DRUGGIST  OF  CANADA. 


November,  1914 


Red-E'Fold  Note  Paper  Tablets 

A  Head  Liner  for  YOUR  Stationery  Department 

A  new  and  profitable  ready  seller — the  greatest  innovation  in  padded  note  papers  since  tab- 
lets were  invented.  Ready-folded  double  sheets  in  fashionable  Salisbury  and  small  size. 
Padded  by  our  purity  process,  doing  away  with  the  soiled  edge,  and  consequently  with  all 
objection,  by  particular  people,  to  the  use  of  writing  taWets. 

$20  Assortment — 75  Per  Cent.  Profit 


■Hie  Eed-B-Fold  is  made  in  two  sizes  and  two  qualities,  with  highly  artistic  cover  design  in  two  colors. 
To  introduce  this  excellent  profit-maker,  we  are  offering  this  .$20.00  assortment: 


25  Red-E-Fold  Tablets,  Swansdown  quality,  sm,all  size     - 
25  Eed-E-Fold  Tablets,  Scotch  Plaid  quality,  small  size   - 
25  Eed-E-Fold  Tablets,  Swansdown  quality,  Salisbury  size 
25  Red-E-Fold  Tablets,  Scotch  Plaid  quality,  Salisbury  size 
11/2  M.  Envelopes,  Swansdown  quality 
11/2  M.  Envelopes,  Scotch  Plaid  quality 


Betail  15  cents. 

Retail  15 

Betail  25 

Retail  25 
Retail  pkg.  10 
Retail  pkg.  15 


Retail  price  of  the  above,  $36.00.     Cost  to  Dealer,  $20.00.     Dealer's  profit,  $15.00.  ^ 

With  the  atsortmant,  we  furnish  free  two  handsome  19-26  inches  lithographed  window  display  cards  free 


We  can  supply  you  with  Bed-E-Fold  Tablets  in  any  quantity  at  the  following  i>rices: 


Swansdown,  small  size,  per  doz.  $1.20  per  C.  $  9.50 
Scotch  Plaid,  smiall  size,  per  doz.  1.20  per  0.  9.50 
Swansdown,    Salisbury   size,  per  doz.    2.00  per  C.    15.00 


Scotch  Plaid,  Salisbury  size,  per  doz.  $2.00  per  C.  $15.00 
Envelopes,  Scotch  Plaid  -  -  -  perM.  3.30 
Envelopes,    Swansdown         -        -        -        per  M.     1.60 


The  Copp,  Clark  Co.,  Limited 


517  Wellington  St.  W.,  Toronto 


Ready 
Folded 
Double 
Sheets 


Fine 
Quality 
Note 
Paper 
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Now  for  the  "We  now  stand  upon  the  threshold 

Christmas  Trade.  ,  of  the  busiest  season  of  the  year 
for  the  retail  druggist,  and  one 
full  of  excellent  opportunities  for  the  man  who  is  ready 
to  put  forth  a  real  strong  eflFort  to  cash  in  on  them. 

The  ffill  trade  is  now  well  under  way,  and  Christ- 
mas with  its  activities  is  looming  up  large.  It  is  hardly 
necessary  to  elaborate  on  what  it  means  to  the  retailer. 
It  is  advisable,  however,  to  impress  upon  every  dealer 
the  need  of  going  stronglj^  after  business  from  now 
until  the  end  of  the  year.  Even  though  a  woi'ld's  war 
is  raging  in  Europe,  Christmas  is  coming  iust  the  same, 
and  here  in  Canada  it  will  be  observed  in  practically 
the  usual  manner.  It.  therefore,  behooves  the  dealer 
to  make  his  strongest  bid  for  busine.ss.  If  there  are 
some  circumstances  inclined  to  hamper  trade,  that  is 
all  the  more  reason  why  the  dealer  should  put  forth 
even  greater  effort. 

Prom  now  until  the  end  of  the  festive  season,  window 
and  interior  display,  advertising  and  personal  salesman- 
ship .should  all  be  given  increased  attention.  There  is 
business  to  be  secured  and  it  is  the  dealer  who  makes 
the  best  bid  for  it  who  is  going  to  secure  the  greatest 
share. 

If  there  is  any  time  of  the  year  when  the  druggist 
needs  assistance,  it  is  the  present,  and  The  Retail 
Druggist  in  this  issue  aims  to  make  itself  a  valuable 
partner  for  the  dealer  in  his  Christmas  campaign.  In 
the  following  pages  are  many  hints  and  suggestions  of 
a  practical  nature  that  have  been  gathered  from  re- 
tailers from  coast  to  coast  by  the  editors  to  help  readers 
in  working  for  a  big  Christmas  trade. 


On  the  Home  We  are  now  on  the  home  stretch 

Stretch.  of  the  year.    The  greater  part  of 

the  journey  has  been  completed. 
The  finishing  tape  is  already  in  sight,  and  before  long 
we  will  be  coming  under  the  wire.  Are  you  making 
,in  effort  to  come  in  a  winner? 

This  is  the  time  to  make  your  greatest  bid  for  record- 
breaking  businesis.  You  started  the  year  with  a  deter- 
mination to  establish  a  new  record.  You  haA^e  prob- 
ably run  a  great  race  so  far,  but  it  is  well  that  you 


speed  up  coming  down  the  home  stretch.  You  have 
every  incentive.  Increased  business  and  profits  will 
be  yours,  and  in  addition  you  will  have  the  satisfaction 
of  having  run  a  good  race. 

Extra  effort  can  bring  you  in  a  winner.  Draw  on 
your  reserve  strength,  ability  and  enthusiasm.  Get 
your  clerks  to  do  the  same  thing.  The  result  will  be 
that  you  will  win  the  race  and  set  a  new  standard  for 
the  year's  business. 

•  .*     •     • 

A  Time  to  Feature  From  now  until  the  end  of  the 
Sidelines.  year  the  featuring  of  the  sidelines 

in  the  drug  store  will  be  produc- 
tive of  particularly  good  results.  Druggists  are  find- 
ing an  increasing  trade  for  the  various  sidelines  dur- 
ing the  entire  year,  but  at  this  season  demand  reaches 
its  best,  and  it  behooves  the  dealer  to  go  strongly  after 
his  share  of  this  business. 

Books,  stationery  and  associated  lines  will  be  a  big 
selling  line,  because  they  will  be  in  demand  for  gift 
purposes,  and  because  people  indiilge  in  more  reading 
and  letter  writing  during  the  cool  weather. 

Christmas  is,  of  course,  the  harvest  season  in  fancy 
goods  and  novelties,  of  which  there  is  now  such  a  wide 
variety  sold  in  the  drug  store.  They  should  be  played 
up  strong. 

Cigars  and  smokers'  siindries  will  also  sell  for  the 
Christmas  trade,  and  the  dealer  should  see  that  his 
stock  is  complete  and  large  enough  to  care  for  this 
trade. 

The  sidelines  that  find  sale  at  this  time  are  very 
numerous.  Elsewhere  in  this  issue  a  list  of  suitable 
lines  for  gift  purposes  Avill  be  found.  The  dealer  should 
look  over  the  list  and  ascertain  if  there  are  any  of  the 
lines  that  he  has  not  at  present,  but  which  might  be 
fstocked  to  advantage.  Then  he  should  swing  his  full 
force  of  selling  agents  into  play,  in  a  grand  bid  for  the 
biggest  trade  in  sidelines  that  he  has  ever  had. 

•  •     •     • 

Pathetic  But  There  is  much  of  pathos  in  the 

Unnecessary.  stories  which  the  writer  frequent- 

ly encounters,  of  dealers  who 
have  labored  diligently    for  years,   giving  their  best 
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energy  to  their  work  from  early  morn  until  late  at 
night,  only  to  find  at  the  end  of  a,  long  period  of  stren- 
uous "labor  that,  financially,  they  have  accomplished 
little.  They  find  themselves  past  the  most  active  stage 
of  life  without  having  attained  that  independence  for 
which  they  have  been  striving.  The  story  is  certainly 
a  most  pathetic  one,  especially  in  the  light  of  the  fact 
that  in  most  eases  it  is  really  unnecessary 

The  trouble  has  not  been  that  they  have  not  labored 
diligently,  for  in  most  instances,  these  have  been  the 
men  who  have  been  most  given  to  long  hours  and  tbp 
shouldering  themselves  of  much  of  the  manual  labor  in 
connection  with  the  work  of  the  store.  This  has  quite 
often  been  exactly  the  trouble.  They  have  worked  alto- 
gether too  much  with  their  muscle  and  not  enough 
with  their  head.  They  have  given  time  to  manual  laboi- 
than  could  be  done  by  cheap  help,  which  should  have 
been  given  to  executive  work,  such  as  buying  and  sell- 
ing, winning  customers,  collecting  accounts,  and  all 
those  other  things  to  which  the  manager  should  give  his 
attention. 

System  has  frequently  been  lacking  in  the  stores  of 
these  men.  They  have  known  little  of  their  cost  of 
doing  business  or  of  their  gross  or  net  profits.  They 
have  gone  on  year  after  year  with  little  real  knowledge 
of  the  progress  of  their  business.  They  may  have 
"guessed"  that  they  were  doing  all  right,  while  prob- 
ably some  years  they  made  no  money  at  all.  but  not 
taking  a  competent  yearly  inventory,  they  have  been 
unaware  of  the  fact,  and  so  have  gone  on  without 
remedjdng  the  leaks  that  have  been  eating  the  heart 
out  of  their  profits. 

Tf  they  had  only  had  a  competent  business  system 
they  M-ould  have  been  a!h\e  to  gauge  their  progress  each 
year,  and  if  it  was  not  satisfactory  ah  investigation 
could  have  been  made  into  the  cause,  and  the  cause 
removed  or  remedied. 

Every  business  man  owes  it  not  only  to  himself  but 
his  family  that  he  should  have  a  competent  check  on 
his  business,  so  that  he  will  actually  know  that  he  is 
making  money  and  that  the  amount  is  satisfactory.  No 
man  wants  to  find  himself  in  that  pathetic  condition  of 
having  given  his  best  of  his  life  to  his  chosen  business 
only  to  find  that  he  has  made  little  or  no  moTiey  out  of 
all  his  work. 

•     •     •     * 

Why  a  Prescrip-  The  public  should  be  made  to  un- 
tion  Costs  Money.  derstand  that  when  they  pay  a 
certain  amount  for  a  prescription 
that  the  cost  is  based  more  on  skilled  service  than  on 
the  material  delivered.  This  should  also  be  taksn  into 
consideration  by  the  druggist  in  setting  his  prices  for 
prescriptions.  The  prescription  department  requires 
highly  paid  men  in  charge,  and  people  who  have  pre- 
scriptions filled  must  pay  for  their  service. 

The  Chemist  and  Druggist,  of  London,  speaking  on 
this  question  recently,  said:  "The  great  trouble  with 
pharmacy  has  been  that  the  larger  part  of  its  profes- 
sional responsibility  has  been  based  upon  the  dispens- 
ing of  what,  from  the  point  of  view  of  quality  and 
cash  value,  really  are  trifies,  and  quite  insignifi.cant 
at  that.  That  portion  which  is  of  supreme  importance 
to  the  lives  of  the  community  and  which  ought  to  be 
handsomely  paid  for,  namely,  the  skill  of  the  pharma- 
cist, has  been  priced  in  recent  years  as  if  it  were  the 
work  of  aibricklayer  at  so  much  per  hour. 

Many  pharmacists,  in  setting  their  prescription 
prices,  forget  that  they  render  professional  services 
and  require  skilled  employes.     These  are  things  that 


must  be  taken  into  consideration  as  well  as  the  actual 
material  used. 

•     •     *     • 


Avoid  Being 
Out  of  Goods. 


Many  stores  lose  not  a  few  cus- 
tomers by  all  too  frequently  be- 
ing out  of  goods  encmired  for. 
"Just  out"  is  a  phrase  that  turns  many  a  customer 
away  in  disgust,  and  disappointments  of  this  kind  make 
them  patrons  of  other  stores. 

A  loss  of  a  customer  from  this  cause  is  all  the  more 
regrettable  because  it  could  be  avoided,  and  with  very 
little  expenditure  of  effort  on  the  part  of  the  dealer  and 
his  staff.  The  solution  lies  in  the  keeping  of  a  want 
book — not  in  the  half-way  manner  that  some  dealers 
are  accustomed  to,  but  in  a  competent  and  efficient 
manner.  This  can  be  done  without  much  trouble  if 
the  habit  is  once  formed  of  listing  those  articles  that 
are  running  low.  Don't  wait  for  them  to  run  entirely 
out — anticipate  requirements  to  some  extent. 

A  practice  should  be  made  of  running  over  the  stock 
at  frequent  intervals  and  sizing  up  the  condition  of 
stocks  of  various  lines.  This  duty  may  be  assigned  to 
a  reliable  clerk,  but  it  should  be  given  to  someone  who 
can  be  depended  on.  because  not  having  goods  when 
asked  for  is  liable  to  lose  customers  for  the  store. 


SHORT  NOTES  FROM  THE  EDITOR'S  PEN. 

Keep  on  smiling. 

•  •     • 

Push  cold  weather  goods. 

•  •     • 

A  standing  ad.  gathers  no  trade. 

•  •     • 

Keep  your  eye  on  the  silver  lining  to  the  war  cloud. 

•  •     • 

The  Christmas  trade  is  looming  up  close.     Are  you 

readv? 

•  •     • 

Less  than  two  months  of  1914  left.    Speed  up  on  the 

home  stretch. 

•  •     • 

Oppdrtunity  knocks  but  once,  they  say — but  it  is 
different  with  the  human  knocker. 

•  •     • 

The  ladder  of  life  is  full  of  splinters,  but  they  always 
l>rick  the  hardest  when  sliding  down. 

•  •     • 

The  business  man  who  listens  to  the  honeyed  words 
of  everyone  who  comes  along  is  likely  to  get  stung. 

•  •     •' 

Tt  isn't  always  the  clock  with  the  loudest  tick  that 
keeps  the  best  time,  nor  is  it  always  the  man  with  the 
loudest  talk  who  sells  the  most  goods. 

•  •     • 

While  different  people  prefer  different  kinds  of 
music,  the  constant  ring  of  the  cash  register  is  pretty 
sweet  music  to  the  dealer's  ear. 

•  *     * 

The  merchant  who  does  not  take  a  trade  paper,  may 
be  saving  money  on  his  expenses,  but  he  is  losing  a  good 
deal  more  on  ways  of  getting  more  business. 

•  •     • 

If  you  are  cold  in  your  manner  of  handling  custom- 
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ers,  don't  be  surprised  if  customers  fail  to  get  warmed 
up  about  bujnng. 

•  •     • 

It  is  time  to  start  gunning  for  the  Christmas  trade. 
While  waiting  for  the  big.  final  battle,  the  early  skirm- 
ishes will  be  found  to  be  productive  of  good  results. 

•  •     • 

Canada  supplied  Great  Britain  with  $31,500  worth  of 
drugs  last  year,  including  medicinal  preparations.  The 
value  of  "uuenuinerated  chemicals"  imported  from 
Canada  was  $248,000. 

•  •    • 

The  Sa.skatoon  Drug  and  Stationery  Company,  of 
Saskatoon,  Sask.,  keep  scales  at  the  entrance  to  their 
store  on  which  customers  and  passing  people  may 
weigh  themselves. 

•  •     • 

The  new  British  Pharmacopoeia,  the  publication  of 
which  was  set  for  Oct.  9.  and  cancelled  on  account  of 
the  outbreak  of  war,  will  be  publisihed  on  Dec.  31.  Ad- 
vance copies  have  already  been  open  for  inspection  in 

England. 

•  •     • 

Mkny  druggists  are  finding  it  possible,  as  well  as  pro- 
fitable, to  keep  their  soda  fountain  in  full  swing  during 
the  cold  weather.  The  sale  of  cold  weather  beverages 
makes  it  possible  to  work  up  a  considerable  winter's 
trade  in  manv  communities. 


A  Little  Talk  on  "Talk" 

Containing  a  few  suggestions  for  salesmen 


This  year  there  will  be  a  bigger  demand  than  usual 
for  useful  articles  for  Christmas  gifts,  and  the  drug- 
gist-in  planning  his  stock  and  selling  plans  sihould  take 
this  into  consideration.  There  are  many  lines  of  this 
nature  sold  by  the  druggist. 


Druggists  should  make  a  strong  effort  to  maintain 
interest  in  photography  during  the  winter  months. 
This  can  be  done  by  continuing  to  display  cameras  and 
supplies  and  impressing  on  customers  the  pretty  scenes 
and  settings  for  ".snaps". that  are  present  during  the 

winter. 

•     •     • 

With  the  price  of  drugs  and  chemicals  on  a  consider- 
ably higher  level  since  the  outbreak  of  war,  changes 
in  prescription  prices  are  imperative.  Profits  on  pre- 
.scriptions  have  never  been  large  in  latter  years,  and 
now  that  the  prices  on  ingredients  Have  mounted  up- 
wartls,  the  druggist  will  need  to  revise  his  prices  on 
prescriptions,  if  he  does  not  want  this  department  to 
lose,  instead  of  make  money  for  him. 


The  Phamaceutioal  Era  suggests  that  to  prove  to  the 
public  that  increases  in  prescription  prices  are  entirely 
.justified,  that  it  might  be  advisable  to  displa.v  present- 
da.v  quotations  on  a  list  of  drugs  and  chemicals  used  in 
prescriptions,  and  coinj)are  them  witn  the  correspond- 
ing figures  of  six  months  ago.  This  seems  like  a  good 
plan  to  convince  customers  that  they  are  not  being 
charged  exorbitant  prices. 


There  is  a  lot  in  knowing  when  to  quit.  This  applies 
to  salesmanship  as  well  as  to  many  other  thing.*.  Some 
salesmen  talk  a  customer  into  bu.ying  and  talk  him  out 
again  before  they  quit.  And  in  the  same  wa.v,  many  a 
good  window  display  has  been  spoiled  becau.se  the  trim- 
mer didn't  know  when  to  stop  putting  goods  in. 


HIS  talk,  and  the  manner  in  which  he  talks,  plays 
an  important  part  in  the  success  of  eveiy  sales- 
man.  On  it  depends  to  a  large  extent  the  im- 
pi-ession  made  on  customers.  It  may  work  either  for 
good  or  bad.  The  amount  of  sales  which  a  person 
makes  is  determined  largely  by  the  manner  in  which 
arguments  are  presented  to  customers. 

Many  clerks  do  not  talk  enough.     When  they  have 

taken  a  customer's  order,  they  say  "thank  you"  and 

crawl  into  their  shell  again,  without  any  effort  to  be 

friendly,  or  any  attempt  to  introduce  other  lines  tbat 

ythe  customer  might  be  induced  to  purchase. 

A  clerk  may  also  talk  too  much,  as  well  as  too  little. 
By  not  knowing  when  to  stop  he  may  spoil  the  whole 
effect  of  his  arguments.  You  remember  that  story  of 
Mark  Twain's,  showing  the  result  of  too  much  talk  and 
illustrating  the  necessity  of  knowing  when  to  stop  talk- 
ing? 

A  man  went  to  church  to  hear  a  missionary  give  an 
address.  The  speaker  dwelt  upon  his  favorite  subject, 
telling  of  the  need  of  funds  to  carry  on  the  work,  and 
doing  so  in  such  a  manner  that  this  man  became  enthu- 
siastic, and  impatient  for  them  to  pass  the  collection 
plate  that  he  might  give  them  all  his  handy  cash  and 
then  rush  to  the  bank  to  draw  out  his  savings  of  $200 
for  the  cause.  But  the  speaker  wanted  to  clinch  his 
arguments  and  he  continued  on  and  on  in  a  long,  tire- 
some and  nerve-racking  talk.  The  enthused  man  began 
to  lose  interest.  His  enthusiasm  began  to  dwindle. 
When  at  last  the  speaker  had  finished  his  long  drawn- 
out  discourse,  and  the  plate  was  passed,  this  inan,  who 
had  worked  up  to  fever  heat,  slipped  10  cents  quietly 
on  to  the  collection  plate. 

In  the  same  way,  the  salesm'an  after  handing  out  a 
convincing  line  of  selling  talk,  frequently  spoils  it  all 
bv  not  knowing  when  to  stop. 

Another  brand  of  salesman  has  plenty  to  say  and 
talks  about  everything  from  the  weather  to  the  church 
news,  but  forgets  entirely  to  introduce  any  business 
into  his  talk.  The  valuable  salesman  is  the  one  who  can 
sell  over  and  above  actual  demand,  and  when  he  has 
a  customer  before  him.  is  his  opportunity  to  do  so.  In- 
stead of  talking  about  the  weather  and  kindred  sub- 
.jects,  let  him  deal  with  things  that  will  a.ssist  in  sales. 

Then,  there  is  the  salesman  who  might  be  called  the 
"rhymer."  He  rushes  over  everything  he  has  in  stock 
from  A  to  Z  in  less  time  than  he  should  devote  to  one 
article.  He  might  .just  as  well  save  his  breath  and  his 
customer's  nerves  in  so  far  as  results  are  concerned. 
He  talks  in  circles  and  never  arrives. 

Knowing  the  importance  of  talk  in  busines.s,  every 
person  in  the  store  should  carefully  select  his  subjects, 
his  grammar  and  his  manners  that  he  may  escape  the 
errors  which  he  is  liable  to  commit. 


A  Oentle  Hint. 

"You'd  better  fumigate  these  bills  before  you  go 
home.  They  may  be  covered  with  microbes,"  said  the 
druggist  one  Saturday  evening  as  he  handed  a  few 
faded,  worn,  and  soiled  bills  to  his  clerk. 

"No  danger  from  that  source,"  responded  the  latter. 
"A  microbe  could  not  live  on  my  salary." 
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Make   Strong  Bid  For 
Business 

BY  WM.  J.  BRYANS 


THIS  is  a  call  to  the  drnggists  of  Canada  to  arise  to  the  trade  opportuni- 
ties presented  by  the  advent  of  cooler  weather  and  the  approach  of 
Christmas.  That  season  of  the  year  is  now  here  when  the  greatest 
volume  of  money  is  spent  and  spent  in  the  freest  manner.  This  is  the  harvest 
season  for  the  dealer  who  is  prepared  to  go  after  trade  in  an  aggressive  man- 
ner. There  are  possibilities  for  greater  trade  during  the  season  that  we  arc 
now  entering  than  at  any  other  time  of  the  year.  It,  therefore,  behooves  the 
dealer  to  rally  to  the  call,  buckle  on  his  armor  of  endeavor,  and  go  forth  de- 
termined to  secure  his  full  sharf  of  the  spoils. 

True  enough,  there  is  war  raging  in  Europe,  but  there  is  absolutely  no 
reason  why  it  should  be  allowed  to  interfere  with  business  here  in  Canada. 
It  may  cloud  the  horizon  and  darken  things  to  some  extent,  but  the  good 
housewife,  even-  while  the  storm  rages  outside,  continues  to  keep  her  house 
in  order.  And  in  the  same  way  Canada  and  her  business  men  should  con- 
tinue to  keep  things  going  on  the  same  as  usual,  even  in  the  midst  of  the 
present  struggle.  We  need  to  adopt  something  of  the  courage  and  fighting 
spirit  of  those  who  are  doing  battle  for  us  in  Europe. 

Conditions  in  Canada  are  basically  good  and  there  is  no  reason  why 
there  should  not  be  "business  as  usual'' — or,  as  someone  has  happily  put  it— no 
reason  why  there  should  not  be  "business  unusual."  The  Canadian *farmer  is 
receiving  a  higher  price  for  his  grain  this  year  than  he  ever  has  before,  and 
it  is  generally  acknowledged  that  farming  is  the  backbone  of  national  pros- 
perity. Business  in  Canada  can  and  will  be  good  if  our  business  men  will 
only  do  their  part. 

The  druggist  especially  has  good  opportunities  for  excellent  business  at 
just  this  time,  if  he  will  only  adopt  a  spirit  of  enthusiasm  and  aggressive- 
ness, and  bring  his  full  force  of  selling  agents  into  play  in  his  bid  for 
business.  In  order  to  cash  in  ou  the  season's  opportunities  to  the  fullest  ex- 
tent, it  is  necessary  to  bolster  up  every  branch  of  business  endeavor,  and 
have  the  advertising,  window  display,  interior  display  and  selling  staff  all  at 
their  best  and  working  in  unison  witVi  a  common  end  in  view — that  of  making 
the  present  season  the  most  successful  yet  in  point  of  sales  and  profitableness. 

The  following  pages  have  been  carefully  prepared  with  the  idea  of  prov- 
ing of  practical  assistance  to  everj'  reader  who  desires  to  make  a  genuine  bid 
for  a  substantial  winter's  trade.  Christmas  is  a  central  feature,  and,  accord- 
ingly, considerable  space  has  been  given  to  practical  hints  and  suggestions 
on  advertising,  window  trimming  and  salesmanship  for  the  Xmas  campaign. 
These  suggestions,  with  the  dealer's  own  ideas  added,  and  backed  up  by  proper 
enthusiasm  and  effort,  should  result  in  a  big  season's  frade. 
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Getting  Customers  to  do   Their  Xmas  Shopping  Early 

The  advantage  to  the  dealer  of  early  Xmas  shopping  and  Aon)  // 
rrwy  be  encouraged — How  other  Canadian  dealers  go  about  it. 


EVERY  dealer  recognizes  the  value  of  getting  the 
public  to  do  as  much  as  possiWe  of  their  Christ- 
mas shopping  early.  The  greater  amount  of  the 
Christmas  business  that  can  be  gotten  over  early,  the 
more  time  will  the  dealer  have  to  getting  the  best  re- 
sults out  of  the  last  big  rush.  The  last  lap  of  the  Christ- 
mas trade  generally  finds  the  dealer  and  his  clerks 
overburdened  with  work,  and  so  it  is  greatly  to  their 
advantage  to  induce  people  to  shop  early.  It  is  well, 
therefore,  that  they  advocate  early  Christmas  shopping 
on  the  part  of  customers.  There  are  advantages  to  the 
customers  that  can  be  pointed  out  by  advertisement, 
window  cards  or  personal  talks.  They  secure  a  better 
selection  and  avoid  the  unpleasantness  of  the  crush  that 
is  generally  present  during  the  final  rush. 

Small  City  Dealer  Starts  in  Mid-NoveiJiber. 

A  druggist  in  a  small  city  makes  a  practice  of  getting 
busj-  by  the  middle  of  November  on  Christmas  goods. 
He  clears  a  space  in  the  centre  of  the  store  and  puts  to- 
gether four  showcases  in  the  form  of  a  hollow  square. 

These  cases  are  cleaned  thoroughly,  the  glass  is  pol- 
ished, and  the  woodwork  is  gone  over.  Then  the  drug- 
gist combs  the  store  for  articles  that  will  do  duty  as 
Christmas  presents.  Toilet  articles,  playing  cards,  atom- 
izers, perfumery,  manicure  sets,  military  brushes,  shav- 
ing sets,  all  articles  that  look  like  Christmas  presents, 
are  assembled. 

Gunning  for  the  Early  Shopper. 

Then  some  extra  goods  are  gotten  in.    He  specializes 

on  fine  china  and  cut  glass.  This  is  good  stuff.  It  never 

gets  t.amished,  and  will  sell  at  any  time  during  the  year 

for  wedding  presents  and  the  like.    China  and  cut  glass 

are  always  useful  for  birthday  gifts,  or  prizes  at  ciard 

parties.     The  only  draw'back  lies  in  the  breakage,  but 

careful  handling  will  reduce  this  to  a  minimum.     The 

druggist  always  adds  a  few  articles  in  sterling  silver, 

photograph  frames,  brushes,  and  such  things.  This  stuff 

is  always  staple.    He  is  now  ready  for  early  shoppers. 

FOR  EARLY  SHOPPERS 

DO  YOUR  SELECTING  EARIjY 

GET  THE  FIRST  PICK 

Such  are  the  placards  that  he  places  over  his  Christ- 
mas display.  He  has  a  few  Christmas  bells  hanging 
around,  and  other  Christmas  decorations,  but  not  too 
many,  for  he  makes  a  more  elaborate  display  on  Christ- 
mas decorations  later,  wlien  the  season  is  in  full  blast. 
He  puts  no  candy  or  cigars  in  this  Christmas  assort- 
ment. It  is  too  early  for  these  goods.  He  makes  a  dis- 
play of  them  later. 

Gets  a  Lot  of  Early  Business. 

Now  this  man  picks  up  quite  a  lot  of  early  Christmas 
business.  There  are  a  great  many  people  who  like  to 
rlo  their  shopping  early.  Everybody  vows  that  he  is 
going  to  do  it,  and  seeing  such  a  display  reniinds  them 
of  their  tribulations  last  year,  when  shopping  was  put 
off  until  the  last  moment.  The  little  assortment  in  the 
centre  of  the  store  runs  itself.  It  gives  no  trouble.  As 
stock  is  picked  over  other  articles  are  added.  The  stock 
is  kept  looking  fresh. 


In  a  town  like  this,  where  the  department  stores  are 
not  large,  the  druggist  gets  his  share  of  Christmas  busi- 
ness and  rather  does  more  than  hold  his  own  with  out- 
side competition.    The  proposition  will  woi'k  anywhere. 


Not  too  Early 

to  plan  your  Obristmas  remembranceB 
—can  you  think  of  a  more  appropriate 
and  inexpensive  remembrance  than  o 
Calendar  with  one  of  your  own  "snap 
shots"  set  in  it?  We  are  showing  this 
year  the  prettiest  calendar  yet  made. 
It  is  called  the 

Halcyon  Calendar 

Made  in  all  slzea  to  fit  any  size  print. 
Made  in  one  color  only — a  beautiful 
grey.  They  will  be  an  ornament  on 
any  desk,  or  in  any  room.  Only  a 
limited  number  on  sale.  Better  look 
into  this  right  away,  than  be  dlaap 
pointed  later  on. 


J.  W.  Crooks  &  Co. 

DRUGGISTS 
PORT  ARTHUR,  Ont. 


How  J.  W.  Crook  &  Co..  of  Port  Arthur,  Ont.,  » 

Used  newspaper  space  last  year  in  an  effort  to 
induce  early  Xmas  sliopping. 

It  catches  people  who  come  into  the  store  for  other 
goods,  and  brings  money  to  the  store  that  might  go  else- 
where. It  is  surprising  how  many  articles  in  the  regu- 
lar stock  will  do  duty  as  Christmas  presents  when  as- 
sembled in  this  fashion. 

Start  Them  Thinking. 
E.  F.  Darby,  of  Harrow,  Ont.,  was  another  druggist 
who  tried  to  get  people  thinking  about*  their  Xmas 
shopping  early  last  year.    In  an  ad.  headed,  "Are  you 
thinking  yet?"  he  said: 

Have  you  been  thinking  yet  of  any  of  the 
things  you  want  for  the  Holiday  Gifts  T 

You  will  find  it  a  great  advantage  to  you  to 
start  early  to  look  up  some  of  the  things  you 
want. 

We  have  a  fine  list  of  books  at  25c,  3.5c,  50c, 
60c  and  $1.00,  by  the  best  and  most  popular 
authors. 

Then  we  have  a  large  selection  in  fancy 
bound  books,  beautiful  leather  bound  books, 
and  a  fine  list  of  Bibles  at  all  prices.  Metho- 
dist Hymn  Books,  Church  of  England  Hymn 
and  Prayer,  Presbyterian  Hymn  Books. 

Children's  Picture  Books  and  Iiitlle  Story 
Books. 

Come  in  and  take  a  look  over  things  as  often 
as  you  can.    You  will  see  something  new  every 
time. 
It  is  wonderful  what  can  be  done  in  this  direction  if 
the  dealer  only  puts  forth  a  real  eflPort,  and  it  is  enough 
to  his  advantage  to  warrant  him  doing  so. 


i&" 
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Hints  for  Going  After  Fall  and  Christmas  Trade 


Hints  and  suggestions  that  will  assist  the  dealer  in 
Working  for  big  sales  from  now  till  the  end  of  the  year. 


PLAYING  cards  should  be  featured  during  the  en- 
tire fall  and  winter,  but  particularly  from  now 
until  the  end  of  the  year.  With  the  first  real  cool 
weather,  people  turn  again  to  card  parties  with  enthu- 
siasm, and  new  decks  will  be  required.  Then,  again, 
around  Christmas,  there  are  many  festive  gatherings 
where  cards  are  the  source  of  amusement.  This  will 
help  their  sale  and  the  druggist  should  20  after  this 
trade. 

The  Red  Cross  Drug  &  Book  Co.,  Ltd.,  of  Lethbridge, 
Alberta,  felt  that  playing  cards  warranted  a  special  ad. 
They  ran  one  headed  "What's  Trump."  la  it  they 
said: 

The  season  for  club  meetings,  card  parties,  etc.,  is 
again  at  hand.  You'll  want  to  start  the  season  with 
new  decks.  We  sell  all  the  best  known  lines  of  playing 
cards.    We  also  sell  score  cards,  favors,  etc. 

XMAS  GOOD  SELLING  SEASON  FOR  CAMERAS 

Cameras  should  be  and  are  big  sellers  for  Xmas  gifts, 
but  in  order  to  sell  the  greatest  quantity  it  is  necessary 
that  they  be  featured  to  some  extent  and  their  accept- 
ableness  as  an  Xmas  gift  driven  home  to  customers. 

Best's  Drug  Store,  of  Kingston,  Ont..  used  space  in 


A  Most 
Acceptable  Gift 

What  would  you  give,  you  old  peo: 
pie,  for  pictures  of  your  youih  and 
scenes  of  your  childhood?  H''hat  you 
have  missed  your  boy  or  ffirl  cp.ii  have. 
Make  them  happy  with  a  camera.  A 
camera  teaches  love  of  Nature.  It 
means  instruction,  amusement  and 
recreation  now  and  satisfaction  in  com- 
ing years. 

A  camera  always  'pleases.  We  have 
them  from  $1.50  to  $100.00.  All  good 
picture  takers  and  full  and  careful  in- 
structions with  each. 

Order  your  Xmas  Camera  now  at 

DI7CT'C    The  Satisfactory 
DlLtD  1    O    DRUG    STORE 

KINGSTON 


How  Best's  d  ug  store,  King-iton,  Ont.,  featured 
cameras  for  Xmas  gifts  last  year. 

the  local  paper  ju^  prior  to  Xmas  last  year,  to  bring 
cameras  prominently  before  customers  as  Xmas  gifts. 
The  writer  knows  another  druggist  who  devoted  an  en- 
tire window  to  cameras  two  days  before  Christmas. 
Plenty  of  showcards  were  used,  featuring  them  as  an 
excellent  gift,  and  as  a  result  many  sales  were  made. 

INTEREST  STIMULATED  BY  GUESSING  CONTEST 

In  order  to  stimulate  interest  in  his  store  last  year,  A. 
D.  Brander,  of  Wallaceburg,  Ont.,  ran  a  guessing  con- 
test for  boys  and  girls  just  previous  to  Christmas. 
Every  purchase  of  25  cents'  worth  of  goods  entitled  the 
buyer  to  one  guess  as  to  the  number  of  pills  in  a  bottle 
in  the  window. 

"As  we  have  two  5  and  10  cent  stores  in  our  town," 


Mr.  Brander  stated  to  The  Retail  Druggist,  "I  felt  the 
need  of  some  extra  advertising  at  Xmas  time,  and  so 
tried  the  guessing  contest.  I  found  it  a  good  proposi- 
tion, as  it  got  the  children  interested  and  brought  me 
a  lot  of  extra  business.  I  gave  a  good  sized  dressed  doll 
to  the  girl  guessing  the  nearest  to  the  correct  number, 
and  a  copy  of  'Boys'  Own'  to  the  boy  guessing  the  near- 
est. I  had  a  bottle  of  our  own  iron  pills  on  a  pedestal 
in  the  centre  of  the  window,  and  a  few  cards  arranged 
around  it,  telling  of  the  contest." 

It  was  also  advertised  in  the  local  paper.  The  con- 
test was  open  from  Dec.  8  to  24.  One  provision  was 
that  "anyone  can  guess  for  anyone." 

P.E.I.  DEALER  PUSHES  BRUSHES  FOR  XMAS. 

P.  N.  Enxman,  pharmacist,  of  Summerside,  P.E.I. , 
makes  a  feature  of  brushes  for  Christmas  gifts  and 
meets  with  a  good  deal  of  success.  His  assortment  in- 
cludes hair  brushes,  hat  brushes,  bath  brushes,  cloth 
brushes,  nail  brushes,  shaving  brushes,  complexion 
brushes  and  hand  brushes. 

Not  only  does  he  display  them  prominently  in  the 
store,  but  he  also  uses  space  in  the  local  paper  to  ad- 
vertise them.  Early  in  the  season  last  year  he  ran  an 
ad.  which  read : 

Our  holiday  stock  of  brushes,  that  we  chose  with  so 
much  care  in  the  early  fall,  has  arrived.  We  now  have 
the  finest  showing  of  bristle  goods  ever  displayed  in 
this  vicinity.  These  goods  were  selected  for  their 
beauty,  fine  workmanship  and  superior  quality  of  bris- 
tles. If  you  need  a  brush  of  some  kind  for  personal  use 
this  is  an  excellent  time  to  select.  You'll  not  be  able  to 
select  from  such  a  splendid  assortment  again  this  year. 

MAKING  EXTRA  SALES  OF  PERFUME. 

W.  J.  A.  Carnahan,  of  Toronto,  is  a  strong  believer 
in  the  possibility  of  extra  sales  being  made  in  the  drug 
store,  if  an  effort  is  only  put  forth  and  a  study  made 
of  the  work. 

"For  instance,"  he  said,  "a  lady  came  into  the  store 
the  other  day,  and  after  she  had  bought  what  she  want- 
ed, I  introduced  one  of  our  perfumes  to  her.  She  stated 
that  she  didn't  want  any,  but  I  explained  that  I  just 
desired  to  have  her  sample  this  particular  one.  I  put 
a  few  drops  on  her  clothes,  and  she  left  the  store.  It 
was  only  a  short  time  afterwards  that  she  returned 
with  another  woman,  and  purchased  some  of  the  per- 
fume. ' ' 

The  odor  from  perfume  is  not  very  noticeable  in 
most  cases  until  it  is  exposed  to  the  air  for  a  time. 
When  it  is  sprinkled  on  a  customer's  clothes  it  really 
does  not  begin  to  give  out  its  best  odor  until  some  time 
after.  Thus,  it  is  frequently  when  she  has  reached 
home  that  a  customer  begins  to  realize  the  quality  of 
the  perfume  that  has  been  sprinkled  on  her  clothes  by 
a  salesman. 

WHEN  YOU  WANT  COLORED  LIGHTS. 

Colored  lights  are  often  desired  for  the  holiday  sea- 
son as  they  allow  of  the  working  out  of  some  good  de- 
corative schemes.  If  you  cannot  conveniently  secure 
colored  lights,  you  can  tint  your  electric  bulbs  any 
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color  by  the  use  of  aniline  dyes,  using  a  verj'  weak  so- 
lution. But  first  you  must  have  a  "ground"  on  the 
glass,  to  make  the  dye  stick.  Beat  up  the  whites  of  a 
couple  of  eggs  in  a  quart  of  cold  water  until  it  is  frothy. 
Strain  through  tine  cloth,  and  see  that  no  bubbles  re- 
main on  the  top  of  the  liquid.  Clean  your  bulbs,  and 
after  dipping  them  in  this  mixture,  stand  them  up  to 
dry.  Repeat  this  in  about  half  an  hour,  and  let  the  sec- 
ond coat  dry.  "While  waiting  for  the  bulbs  to  dry,  dis- 
solve from  15  to  30  grains  of  common  aniline  color  (ac- 
cording to  the  density  you  want)  in  four  ounces  of 
collodion.  Dip  your  lamps  in  this  and  hang  up  to  dry. 
If  not  dark  enough,  dip  again.  The  dye  mixture  dries 
on  the  glass  very  rapidly.  If  this  quantity  is  not 
enough  to  enable  you  to  dip  large  bulbs,  it  can  be  in- 
creased, and  the  unused  portion  kept  in  a  tightly-stop- 
pered bottle  for  future  use.  The  reason  for  dipping 
instead  of  using  a  brush  is  that  by  the  former  method 
you  avoid  all  streaks  and  brush  marks. 

You  can  clean  your  bulbs  quickly  again,  removing 
all  dye,  by  a  rag  moistened  with  common  alcohol. 

ARTIFICIAL  CHRISTMAS  TREES. 

Little  Christmas  trees  scattered  over  the  store  on 
shelving  and  ledges  add  much  to  the  noliday  spirit  of 
the  store.    For  this  purpose,  "made"  trees  are  better  to 


Trees  such  as  this  may  be  made  of  various  kinds  of 
preserved,  artificial  or  natural  foliage.  To  give  the 
proper  Christmas  effect,  some  of  the  pine  family  will 
answer  the  purpose  well.  Juniper  makes  an  excellent 
covering  for  small  tre€s  for  interior  decoration.  It  is 
a  good  green  and  the  form  of  the  branches  lends  an 
added  attraction  to  the  tree. 

AD.  IN  TELEPHONE  CONVERSATION  STYLE 

C.  M.  S.  Thomas,  of  Amherstburg,  Ont.,  ran  the  fol- 
lowing in  his  advertising  space  lasi  year: 

— "Hello,  Central,  Please  give  me  Hiram — No,  no, 
no,  not  Walkerville.  I  want  Maiden.  Hiram  Jinks, 
Farmer,  Maiden." 

"Why,  hello  Hi.  Say,  this  blooming  line  is  so  busy 
I  have  not  been  able  to  get  you  all  day.  Listen,  1 
want  to  tell  you  we  have  a  fine  lot  of  new  toilet 
preparations  and  perfumery  for  the  girls  again  this 
Christmas. 

"How  are  you  anyway,  Old  Top?  Not  feeling  very 
well?  Too  much  tobacco  Hi.  Drink  more  pure  well 
water.  If  you  had  to  drink  the  embalming  fluid  we 
have  to  drink  in  town  you  would  kick  the  bucket. 

"And  another  thing,  Hi^ — you  are  "eaton"  too 
much.  Savvy?  Get  me?  Do  your  trading  in  the 
Amherstburg  stores  even  if  you  do  pay  a  little  more. 
Spend  your  money  in  your  home  town  and  it  will 
return  to  you.  Send  it  to  Toronto  and  Detroit  and 
you  never  see  it  again — it  goes  to  help  build  the 
British  Navy  and  the  Panama  Canal.  The  girls  will 
be  in  all  right?  Thanks.  Well,  goodbye.  Remem- 
ber me  to  the  folks.  Merry  Chris — cut  off— (con- 
tinued next  week.) 


Showing  the  construction  of  small  Christmas  trees  for  decorative 
purposes,  described  in  accompanying  article. 

use  than  natural  ones,  as  they  can  be  made  more  regu- 
lar in  contour  than  such  trees  usually  grow.  There  are 
many  ways  of  making  formal  Christmas  trees  with  nat- 
ural or  artificial  foliage.  Two  are  suggested  in  the 
little  sketch. 

Fig.  A  shows  a  straight  post  that  serves  as  the  trunk 
of  the  tree,  fastened  to  a  round  base  having  blocks 
nailed  to  the  bottom  side  to  make  it  stand  steady.  In 
'  the  upright  post,  holes  are  bored,  slanting  downward. 
These  holes  are  placed  as  close  together  as  may  be 
necessary,  and  the  twigs  and  branches  are  stuck  in 
them.  By  placing  the  holes  close  together  and  using 
thick  foliage  a  tree  such  as  is  shown  in  Figiire  B  can 
be  made.  The  trunk  is  to  be  painted  to  give  it  a  rough 
appearance,  and  the  base  is  covered  with  moss. 

Fig  C  shows  another  simple  way  of  making  a  tree. 
In  this  case,  the  upright  trunk  is  pointed  at  the  top  and 
a  wooden  circle  is  placed  near  the  bottom.  This  is  then 
covered  with  a  cone  made  of  small  meshed  wire  netting, 
into  which  the  sprigs  are  to  be  woven. 


Disappointed  in  the  Directory. 

"We  do  our  best  to  serve  the  public,"  the  proprietor 
of  the  corner  drug  store  told  us,  "but  we  can't  please 
everybody,  try  as  we  may. 

"A  few  minutes  ago  two  young  women  swept  into 
this  place  and  demanded  to  look  at  our  directory.  I 
showed  them  where  to  find  it.  In  a  few  minutes  I 
heard  one  of  them  say : 

"  'Why,  her  name  isn't  in  the  directory!  Did  you 
ever  hear  of  the  like?' 

"Then  the  ladies  approached  me  haughtily. 

"  'Can  you  tell  us  if  there  is  a  first-class  drug  store 
in  this  vicinity?'  asked  the  spokeswoman.  'We  wish 
to  consult  their  directory.'  " 


PUSH   THESE   LINES   FOR  XMAS   GIFTS. 

THE  druggist  has  a  big  varievty  of  lines  that  make 
acceptable  Christmas  gifts,  and  these  should  be 
feiatured  strongly  from  now  until  the  end  of  the 
season.  Here  is  a  list  of  goods  alphabetically  arrang- 
ed: 

Books,  braes  goods,  bruahee,  cameras,  cutlery,  calen- 
dars, china,  cut  glas^,  cigars,  card  ea.s«s,  cand'estlck.', 
candle  shades,  cuff  boxes,  collar  boxes,  cards,  choco- 
lates, diaries,  fancy  baskets,  fancy  trays,  fountain 
pens,  flashlights,  games,  greeting  cards,  hot  water  bot- 
tles, inkstands,  jew-el  cases,  jewelry,  leather  i^oods, 
manicure  sets,  military  brushes,  memo  books,  magid 
lanterns,  mirrors,  musiic  rolls,  novelties,  playing  cards, 
phoito  supplies,  photo  enlargements,  iH)st  cards,  per- 
fume, pictures,  pennants,  I'ipes,  razors,  razor  strops, 
smokers'  sets,  siwrting  goods,  stationery,  songs,  shav- 
img  brushes,  shaving  sets,  silver  goods,  scis-sors,  toys, 
toy  books,  thermometers,  thermos  bottles,  tnilot  pre- 
parations, tree  novelties,  vases,  work  boxes,  Xnias  nov- 
elties, Xmas  bells. 
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Getting  the  Xmas  Trade  by  Good  Advertising 

The  well-Written  ad  is  a  oaluable  factor  in  creating  sales — 
Hints  on  how  to  turn  out  ejffective  Christmas  advertising. 


THE  dealer  who  would  attain  the  greatest  success 
in  his  fall  and  Christmas  campaign  must  give 
the  proper  attention  to  his  advertising.  The 
well-written  advertisement,  like  the  well-arranged  win- 
dow, will  help  a  good  deal  in  creating  sales  and  especi- 
ally at  this  season  will  the  proper  kind  be  productive 
of  good  results. 

The  Writing  of  the  Xmas  Ad. 

Let  every  dealer  determine  to  make  his  advertising 
of  Xmas  goods  reap  as  richly  as  possible  for  him.  There 
is  business  to  be  secured,  and  the  man  who  goes  after 
it  properly  is  going  to  get  his  full  share.  He  should 
use  enough  space  so  as  not  to  be  skimpy  in  the  descrip- 
tion of  goods.  The  large  ship  or  the  large  building 
always  attract  attention,  and  so  will  the  large  ad.,  espe- 
cially when  the  subject  matter  is  good.  Judgment 
must  be  used  in  the  preparation  of  copy,  so  as  to  give 


Items  That  Please 


Holiday  time  is  apt  to  be  a  trying  time,  because 
ooecaoDut  think  of  Ruititble  things  to^ve  to  Mends. 
Our  slock  will  help  you  to  decide,  as  it  is  made  up 
entirely  of  items  sure  lo  please,  There  are  goods 
furmen,  women,  boys  and  girls.  Doubtless  you  can 
find  something  here  joetn^ht  for  every  per»on  on 
y  our  liht.  Our  assortment  is  complete,  and  to  see  it 
now  IS  to  see  it  at  its  beet. 

For  Ladies 

Dr(>iui|CM«,l3.TS  to  111-60    TMtdlingSeU T»e  to  (1.00 

EbooyaiKKla SSc  to  14.90     U4»' Haod  B»p...ll  tolT.M 

UaiucaraBm..,  tS.U)  t«  tT.M     Nei1»n'i  Chocolate*  9c  t«  fS. 50 

rowitaui  Pmm.    tl  OOlo  fa.MI     Perf sm«  in  (ucf  boM  13e  to  as 

Bnuha  ol  kll  kind*.  Tuolh,  S^\,  RU,  Clolb  ud  Uur. 

Willucu'  Combiution  Toilet  Bet«. 

For  Qentlemen 

T««lliog  8«. 19.00  to  17.00 

8hK*iii(  Il«i)aiut«a  

itiUla.rj  BnuhM ^. ft.SO  to  19.00 

B«t  Brud  Citttn  a^  Oipr  CMM...|t.OO  to  11.00 

8h«*iii|  Mirron IJ.OO  lo  »5.00 

EUtonotkll  kioM  ...~ 1 1. 00  to  19.00 

SbkTiiiK  Briuhc* 15c,to  11.00 

Buorgtropi 40c  to  11.00 

PoiBil*in  fen* <1.00  to  13.90 

Williuu'  Combuifttiaa  Bota  tor  gMitlMDMi. 


Parisian  Ivory 


•ad  MMiicor*  BajhIu 
uid  moit  popalkr  varw  (or  hair  brai 
3*il  and  tooth  bnwhca.       We  h*'e 
iwid  at  rea»aable  pnCM. 


R.  M.  Mitchell  &  Co., 

DrMBSista  St  Opticians 

Phone  92  Bowmanviile 


Well  arranged  ad.  used  by  R.  M.  Mitchell  &  Co.,  of 
Bowmanviile,  last  year.  The  reproduction  here  is 
considerably  smaller  than  original. 

the  greater  space  to  the  lines  that  need  it,  putting  the 
outstanding  features  in  larger  type  and  space  than  the 
less  important  ones. 

Uniformity  is  a  big  factor  in  the  attractiveness  of  the 
ad.  Just  as  the  well  arranged  window  or  shelf  appeals 
to  the  eye,  so  does  the  uniform  ad.  appeal  to  the  reader. 
Have  you  ever  noticed  how  you  shrink  from  anything 
that  shows  signs  of  toppling?  The  top-heavy  or  one. 
sided  ad.,  just  as  the  window  display  of  the  same  kind 
does  not  please.    Aim  to  avoid  all  these  bad  features. 

Importance  of  the  Introduction.. 

The  heading  and  introduction  to  the  advertisement 
should  be  given  more  attention  by  many  ad.  writers. 
The  heading  should  not  be  too  long  and  should  be  such 
as  to  attract  attention.  Introductions  should  be  to  the 
point,  and  not  long-winded.     The  average  person  will 


not  read  a  long  introduction.  The  ad.  writer  should! 
introduce  his  subject  in  short  form  and  then  get  down 
to  brass  tacks. 

Some  dealers  do  not  give  the  introduction  space 
enough.  The  rnlie  should  be^a  strong,  brief,  convinc- 
ing statement  that  will  get  the  confidence  of  the  reader- 
and  shape  his  or  her  mind  for  what  is  to  follow. 

Reduce  Cost  by  Increa^ng  Sellinsf  Power. 

The  local  paper  offers  to  the  majority  of  dealers  the 
best  medium  of  effective  advertising  for  fall  and  Christ- 
mas business.  Of  course,  city  merchants,  on  account 
of  the  high  rates  of  the  local  dailies  may  find  it  advis- 
able to  use  circulars  or  typewritten  letters,  but  in  the 
smaller  towns  and  villages,  the  local  paper  is  generally 
the  best  advertising  medium. 

Have  you  ever  stopped  to  consider  the  fact  that  the 
cost  of  advertising  depends  to  a  large  extent  on  the 
kind  of  copy  used?  The  more  effectively  the  adver- 
tisement is  -vvritteh,  the  greater  sales  it  will  bring,  and, 
accordingly,  the  cost  of  the  advertising  will  be  really 
reduced. 

Some  Essentials  of  an  Effective  Ad. 

Paying  for  space  is  not  advertising.  Thought  must 
be  given  to  the  form  and  subject  matter.  In  retail  ad- 
vertising it  should  be  remembered  that  the  value  of  an 
ad.  is  reckoned  by  the  amount  of  goods  it  will  sell.  The 
supreme  problem  is  how  to  put  forth  an  ad.  that  will 
sell  goods.  This  can  be  done  by  injecting  selling  talk 
into  the  ad.  and  arranging  the  words  so  they  will  please 
the  eye,  drive  home  the  message,  and  ultimately  com- 
pel action. 

The  dealer  who  wishes  to  secure  the  greatest  benefits 
from  the  Christmas  trade  will  do  well  to  launch  his  ad- 
vertising campaign  at  an  early  enough  date.  A  good" 
many  patrons  can  be  induced  to  purchase  their  require- 
ments a  considerable  length  of  time  before  the  festive 
season,  and  the  dealer  who  first  appeals  for  their  trade 
in  these  lines  is  the  most  likely  to  secure  it. 

By  featuring  these  lines  early  a  good  many  dealers 
secure  an  appreciable  trade  before  some  of  the  less 
aggressive  merchants  begin  their  advertising. 

A  Sample  Advertisement. 

"We  reproduce  on  this  page  an  ad.  used  last  year  by 
R.  M.  Mitchell  &  Co..  of  Bo^vmanville,  Ont.,  with  sev- 
eral good  features.  It  has  been  brightened  up  mater- 
ially by  the  use  of  the  cut.  The  introduction  is  calcu- 
lated to  work  up  a  general  interest  in  their  Christmas 
goods,  and  then  a  few  acceptable  gifts  for  ladies  and 
gentlemen  are  enumerated.  Note  that  prices  are  quot- 
ed. Note  the  special  paragraph  at  the  bottom  devoted" 
to  Parisian  ivory. 


Equalization. 

"I  hope  you  are  following  my  instructions  carefully, 
Sandy— the  pills  three  times  a  day  and  a  drop  of  whis- 
key at  bedtime." 

"Weel,  sir,  I  may  be  a  wee  bit  behind  wi'  the  pills,, 
but  I'm  six  weeks  in  front  wi'  the  whusky." 
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Christmas  Advertising  of  Other  Retail 
Druggists 

Containing  Hints  and  Suggestiom 

ADVERTISEMENTS  of  other  dealers  serve  the  use- 
ful purpose  of  £:i^^Ilg  hints  and  Bugrgi'stions  that 
are  of  value  in  the  preparation  of  ads.  It  is 
seldom  that  an  ad.  of  one  dealer  ean  be  copied  exactly 
by  another,  but  it  frequently  gives  suggestions  of  lay- 
out or  form  or  provides  suitable  reading  matter  for  in- 
troductions or  descriptive  matter.  For  this  reason  we 
reproduce  some  advertisements  used  by  retail  druggists 
last  year. 

Ad.  of  Maritime  Dru^sfist. 

The  advertisement  of  Kin'leys.  of  Halifax.  N.S..  is  one 
in  which  a  couple  of  items  have  been  selected  and  play- 
ed up  in  a  prominent  manner.  Considerable  descrip- 
tive matter  has  been  devoted  to  each  line,  and  the  man- 
ner in  which  the  ad.  is  laid  out  is  quite  a  novel  one. 
Note  the  heading,  "She  will  be  plea.sed  with  gifts  like 
these."  Kinleys  are  persistent  advertisers  and  tiarn 
out  some  attractive  ads. 

The  ad.  of  "Walker  Abbs  &  Co.,  of  St.  Catharines, 
Ont.,  is  one  which  comparatively  small  .spac«  has  been 
used  to  enumerate  a  variety  of  items  it  was  desired  to 
bring  to  the  attention  of  customers.  The  original  of 
this  ad.  was  4  by  4I'2  inches. 

B.C.  Ad.  Devoted  to  One  Line. 

Galloway's  Drug  Store,  of  Kamloops,  B.C.,  advertise 
regularly  in  the  local  paper  and  make  a  practice  of  de- 
voting each  ad.  to  one  particular  article.  This  is  what 
they  have  done  in  the  ad.  shown  here  headed  "Christ- 
mas odors."  They  have  taken  one  line  and  given  over 
the  whole  ad.  to  working  up  the  reader's  interest  in  it. 
The  original  was  4V2  by  3  inches. 

"What  to  give  and  where  to  get  it"  was  the  heading 
used  on  an  ad.  by  the  Central  Drug  Store.  Durham, 
Ont.  "Settle  the  question  now,"  it  continued,  "by 
making  up  your  list  from  these  suggestions,  for  class, 
quality  and  low  prices."  A  list  of  suggestions  of  vari- 
ous suitable  lines  followed. 

Many  Suggestions  With  Descriptive  Matter. 

Dunoon's  Drug  Store,  Inndsay,  Ont..  used  space,  7  by 
12  inches,  last  year,  in  making  its  Christmas  announce- 
ment. A  cut  of  Santa  Claus  was  used  at  the  top  and 
the  ad.  said;  "Hurry  up — don't  puzzle  over  the  gift 
problem;  .iust  come  in  and  begin,  and  be  your  wishes 
what- they  may,  you  are  sure  to  be  pleased  with  our 
generous  assortment  of  useful  gifts  of  quality. 

Many  suggestions  were  given  with  descriptive  mat- 
ter in  several  instances,  to  work  up  interest.  For  in- 
stance, under  the  heading  of  razors  there  followed:  "If 
you  have  a  razor  crank  friend  make  him  happy  with  a 
good  razor.  We  have  the  best  assortment  of  high  grade 
razors  in  town."  Then  followed  a  list  of  their  various 
razors,  with  prices. 


GOOD  SHAVING  SOAP  AD. 

"How  often  do  you  get  a  pleasant  shave?"  is  the 
heading  of  a  good  shavers'  ad,  which  continues: 
"Very  frequently  the  reason  you  get  a  painful  and 


unsatisfactory  one  is  because  you  don't  use  the  right 
soap  in  the  right  way.  Get  a  stick  of  our  shaving  soap 
to-day  and  rub  it  in  well  before  lathering,  you  will 
then  appreciate  the  part  which  a  really  good  soap  can 
take  in  the  process  of  shaving. 

Our  shaving  soap  gives  a  smooth  lasting  lather  which 
does  not  clog  the  razor  and  is  soothing  to  the  skin.  It 
is  the  most  delightful  and  economical  shaving  soap  in 
existence." 


"She" 

Wilt  Be 

Pleased 

\Mth 

Gifts 

Like 

These 


The  Higher 
Class  Gift 
Perfumes 


We  hava  in  ei<-Fll#n(  l)n«  ef 
Oodvt'B  Kren;h  P«i  rum«3  in. 
«0«^ljil  ChHstnias  p&ck«Kea 
Tha  world'M  riiim  perfuiii« 
Tbate-  ©Inquently*  fxpfe«n  ti.r 
wiBit  «f  tlt«  ctvet  lo  (Uc  plrtte- 
nre  to  [he  rerlpJrni. 
Kxtra^L*  lirt  Xmus  Boxc:<t9I-90 
t^oilsna  (i>  Xmas  Uozcs) .  t.M 
Tullet    ^jitara     <ln     Xmav 

i:o«M)- IM 


The  Higher 
Class  Gift 
Chocolates 


Tha  htc^t  (ra^aa  mt  Molrtf, 
Cferooe-a.  Wlllarda  aAd  Wit 
son*  faiBOUB  Chi>eala.i:»»'in  aH 
Boxn.  Baak«i«  a^^  PaJ:]rnr» 
4ap«U>lty  pwt  u»  fM-..|h«.'bls» 
^I  c!aM  or  OhrmnkM  '4ta<l« 
A  C'.tt  that  !ha.irt  r^Ar.'tnirni 
or  iMtc.    pricfo  ■'.fuw  ^«  ss.oe 


KINLEYS' 


4S  Barrington  Si. 


Telephone  61. 


RIGHT  HERE 

Is  the  Best  Place  in  the  City  to 
Buy  Christmas  Presents 

IJK.ST— IkVRUse  we  have  tke  wiiJeflf  nMortmt^t,  and  UHS  I"  i^wraiiK'' 
Liuj'inK   (llrt^t   enaliln    iia    to    oSor  you  a  t'lff  aftvlQg  lo  pricf. 

(JKNUIKK  FJIUS.V  COODS— l.aiiie*  and  <;«ntB-  H«ir  Itriishw.  Miti- 
tary  Hair  Uru»liM.  Hat.  (rioUi  and  Bonnet  HrushcH.  Manicnip 
ArticlcM.  La«ti«>ii'  Hounil  llumi  Mirruis,  Uaaicur*  MpLh,  Drfsninif 
('Ases,   etc. 

I'AKISI.^N'    IVORV— Hat.    Cloth  anil  Botioat  Brnahta,  l«dtM' R«uod 

H.-nd  Mirrors,  Hair  Hniatm      for     l>adi»     and      G^nlh,    Military 
Hair    Ilrufhea,   etc.,    etc 
SH.WINC     ST.WIIS— Mckf-I-riatwl  RevolvinR  Mirror— one  al(l«  maK- 
nifies— with  Soap  Diah  and    J>ha\  inc      Brush,      Irolo   $1.3.'i    up    to 
f2.50. 

rKKriMKRV— The  rr*«m  of  the  l>eat  milde.  at  froin  15c  to  $5.00 
^let•    [lackaRe 

HI  \I.BIIS— America  a  Standard- -Our  nhriitnuta  »toeV  >'Hi:SH 
from  the  factory  aill  nrrive  in  <lu«  time.  *  l^one  yoor  ordera 
now. 

WALKER  A5BS  &  Co., 

OUEEN   STREET^  NEIAR   HOST  OFFICF-     'PHONE  lOQ. 
295.    91.   Paul    8tr««. 


Pione  16 


za«  *t?e«OL£^  S/bre 


265  Victoria. 


CHRISTMAS  ODORS 

(.'harming  perfutnrs  and  QXtracls.  eitlier  for  Rift  purposes  or  per- 
sonal use.  The  most  delicate,  refined  and  popular  odors  that  it  is 
possible  lo  secure.  Daintily  an-l  artistically  packed  in  cutRlass 
stoppered  bottles  packed  in  bux-s  that  are  fully  in  keeping  with  the 
high  quality  of  tne  c«ittenlK.  Vour  favorite  odor  here,  also  many 
new  ones  that  are  popular  in  the  licst  society  circles,  The  exquis 
itniess  o(  a  charming  perfume  Is  dehghtlul  and  refreshing.  You 
will  like  our  perfumes  because  Ihcy  have  all  these  good  qMahties. 
$l.!iO   to   5»50   the  package. 

GALLOWAY'S   DRUG    STORE 


Christmas  advcrlfsement!)  used  by  retail  drugiglsts  last  year, 
Features  are  pointed  out  in  accompanying  article. 
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Selling  Christmas  Goods  by  Window  Display 

Display  windows  can  be  made  parlicularly  valuable 
in  the  sale  of  Xmas  goods — Hints  and  suggestions 
on  how  to  turn  out  d  splays  that    will  sell  goods. 


ONE  of  the  times  of  the  year  that  the  display  win- 
dow can  be  made  to  bring  the  best  results  is  dur- 
ing the  five  or  six  weeks  previous  to  Christmas. 
There  is  a  big  expenditure  of  money  in  that  period,  and 
the  dealer  who  features  his  goods  to  the  best  advan- 
tage has  the  best  chances  of  getting  the  business. 

For  this  reason  every  aggressive  druggist  devotes  a 
good  deal  of  attention  to  his  windows  during  Novem- 
ber and  December,  and  finds  it  profitable  to  do  so.  This 
is  the  time  of  the  year  at  which  the  ambitious  trimmer 
puts  forth  his  best  effort  to  turn  out  particularly  at- 
tractive displays — his  aim  being  to  produce  his  master- 
piece, as  it  were. 

Feature  Xmas  Goods  in  Window  Early. 

The  dealer  would  do  well  to  begin  to  feature  Xmas 
goods  in  the  window  by  the  middle  of  November.  There 
is  nothing  like  reminding  customers  of  the  coming  event 
and  emphasizing  on  them  the  need  and  value  of  making 
their  selections  of  Christmas  gifts  early.  Of  course, 
there  are  certain  lines  such  as  candies  and  decorations 
that  will  not  sell  very  freely  until  well  on  into  Decem- 
ber, but  most  lines  for  gift  purposes  can  be  shown  to 
advantage  a  considerable  time  in  advance  of  the  holi- 
day. The  dealer  should  plan  a  series  of  windows  from 
now  until  the  close  of  the  year,  and  stick  as  closely  as 
possible  to  his  plan. 

Get  Away  From  the  Usual. 

Some  hints  and  suggestions  that  will  assist  the  trim- 
mer in  his  work  are  here  given.  It  is  scarcely  neces- 
sary to  mention  the  fact  that  the  oftcner  the  Aviudows 
can  be  changed  during  the  campaign,  the  greater  will 
the  results  from  them  be.  There  are  so  many  lines  ac- 
ceptable for  gifts  that  the  druggist  has  to  offer,  that  it 
requires  fre(|uent  change  of  displays  to  acquaint  the 
public  with  them  all. 


It  is  well  for  the  trimmer  to  try  and  get  away  from 
the  usual  and  routine  form  of  window  display  during 
the  period  prior  to  Xmas.  There  should,  if  possible,  be 
a  setting  to  the  display  that  imparts  the  Christmas 
spirit  to  the  passerby.  The  sooner  this  holiday  or  fes- 
tive spirit  can  be  worked  up,  the  better  it  will  be  for 
business. 

Christmas  Window  From  Saskatchewan. 

Herewith  is  reproduced  a  Christmas  window  in  the 
main  store  of  the  Saskatoon  Drug  and  Stationery 
Company,  of  Saskatoon,  Sask.,  showing  a  well  arranged 
display  of  goods  suitable  for  Christmas  gifts.  The 
photograph  itself  explains  the  construction  fairly  well. 
Note  the  special  background  that  has  been  arranged 
out  of'  white  cheesecloth  trimmed  with  floral  decora- 
tions. Note  the  three  circular  cutouts  which  give  an 
artistic  touch  to  the  background,  and  also  allow  of 
more  light  entering  the  interior  of  the  store.  Fancy 
tissue  paper  and  flowers  were  also  made  good  use  of  for 
decorative  purposes. 

Features  of  the  Display. 

The  lines  shown  in  this  display  include  brass  goods, 
manicure  and  brush  sets,  candlesticks  and  shades,  mir- 
rors and  shaving  sets,  cuff  and  collar  holders,  pennants, 
perfumes  and  toilet  preparations,  work  boxes  and  jewel 
cases,  vases  and  cameras. 

It  will  be  noted  at  the  side  where  the  window  slopes 
in  that  a  special  display  of  box  candy  has  been  arrang- 
ed. 

The  lights  are  at  the  top,  reflecting  inward  and  down, 
thus  showing  goods  up  to  advantage  without  interfer- 
ing with  the  vision  of  customers. 

Plenty  of  showcards  of  a  Christmas  nature  were 
used.  Note  the  one  with  the  word  "Xmas"  surround- 
ed by  a  wreath  of  holly  which  reads  "Xmas  will  be 


Christmaft  window  dia  play  in  the  main  store  of  the  Saskatoon  Drue  and  Stationery  Co.,  of  Saskatoon,  Sask.,  of  which  Harry  Groenaway  is  manager. 

Features  described  in  aocompanying  article. 
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more  cheerful  with  a  gift  from  this  assortment."  The 
cart!  in  the  centre  of  the  window  reads:  "We  caia  help 
you  solve  the  problem  of  what  you  should  give  for 
Xmas.    Our  stock  is  the  best  and  our  prices  are  right.'' 

Window  With  Scenic  Backgrourd. 

A  photograph  of  a  window  disphiy  in  the  store  of 
James  Findlay,  of  Calgary,  Alberta,  with  a  scenic  back- 
ground is  sliown  here,  and  is  one  that  might  be  dupli- 
cated at  most  any  time  of  the  year.  The  background 
shown  in  this  window  is  of  a  mountain  scene  with  a 
river  in  the  foreground,  and  is,  of  course,  a  painting 
which  can  be  made  use  of  for  different  displays.  An- 
other central  feature  was  also  worked  out  in  this  dis- 
play in  the  form  of  a  miniature  railway  scene  showing 


color — from  the  curb  across  the  walk  to  the  window 
and  up  the  glass  to  about  the  height  of  the  eye.  Inside 
the  leaving-off  point  can  be  connected  with  ribbons  of 
the  same  color,  running  to  individual  lines  of  goods  on 
display.  This  scheme  has  been  tried  with  other  lines  of 
goods,  and  should  prove  eciually  satisfactory  with  drug 
store  lines. 


HINTS  ON  WINDOW  TRIMMING 

By  C.  A.  Netzhammer 

When  a  person  enters  your  shop  to  buy  an  every- 
day article,  made  by  numerous  manufacturers,  and 
has  an  open  mind,  he  probably  will  buy  the  article 
he  sees  advertised  then  and  there.     A  shop  crammed 


Window  display  witli  scenic  background  and  other  interesting  features  in  tiie  store  of  James  Findlay,  Calgary. 
Read  the  description  of  it  in  accompanying  article. 


track,  cars,  station,  telegraph  poles  ond  wires,  sema- 
phores, etc.  This  is  a  feature  that  appealed  to  the 
younger  generation,  while  the  older  people  were  at- 
tracted by  the  background  painting. 

Some  Noticeable  Features. 

The  Christmas  spirit  was  given  by  the  use  of  a  small 
Christmas  tree,  and  the  lines  shown  included  cameras, 
leather  goods,  purses,  chocolates,  brush  and  comb  sets, 
manicure  sets,  perfume,  toilet  preparations,  traveling 
cases,  etc. 

Note  the  draping  of  white  cheesecloth  around  the 
corners  of  the  \vindow  at  both  back  and  front.  The 
window  floor  is  also  covered  with  the  same  material. 

A  big  doll  is  shown  in  the  window,  it  being  given 
away  free  to  the  party  holding  the  lucky  ticket.  Tickets 
were  given  with  purchases  of  goods. 

The  photograph  reproduced  here  really  only  shows 
half  of  the  display,  the  window  being  a  double  one, 
with  entrances  to  the  store  on  each  side. 

Every  progressive  retailer  realizes  that  his  window 
supplies  one  of  the  cheapest,  yet  most  eflPective  me- 
diums that  he  has  for  attracting  trada,  and  this  is  espe- 
cially so  during  a  month  or  so  previous  to  Christmas.  A 
supreme  effort  to  cash  in  on  the  window  to  the  fullest 
extent  should  be  made  from  now  until  'he  end  of  the 
year. 

BOUND  TO  DRAW  ATTENTION. 

A  novel  idea  of  connecting  up  the  sidewalk  with  the 
window  display  which  will  attract  the  attention  of 
every  passerby,  is  to  draw  a  line  of  paint — red  or  other 


full  of  advertising  matter  advertises  not  all,  but  none, 
there  being  too  much  for  the  eye  to  take  note  of, 
giving  only  a  confused  general  impression,  useless  to 
the  advertiser  and  shopkeeper.  So  don't  crowd  your 
shop  or  window. 

The  time  your  window  is  closed  to  the  public  is 
valuable  advertising  lost,  and  the  difference  between 
keeping  the  curtain  down  for  two  or  three  hours,  and 
keeping  it  down  for  a  day,  will  be  appreciated  by 
any  merchant.  The  trimmer  who  goes  into  his  win- 
dow fully  prepared,  and  knowing  what  he  is  going  to 
do,  can  raise  his  curtain  in  a  small  fraction  of  the 
time  required  by  the  man  who  takes  his  goods  into 
the  window  and  then  decides  how  he  is  to  arrange 
them. 

Window-trimming  of  the  highest  type  is  largely  a 
matter  of  taking  pains  and  looking  after  the  little 
things,  for  it  is  careful  attention  to  little  things  that 
makes  perfection.  Never  be  satisfied  with  an  effect 
that  is  "fairly  good."  If  a  corner  is  not  exactly  as 
it  should  be,  work  with  it  until  you  get  it  exactly 
right — do  not  leave  it  until  thoroughly  satisfied  it  can 
not  be  improved  upon.  You  do  yourself  an  injustice 
when  you  turn  out  imperfect  work.  By  doing  a  thing 
right  at  first  it  is  much  easier  to  do  it  right  the  next 
time. 

"Some"  Husband  or  "Some"  Wife. 

"I  see  this  medicine  is  good  for  man  and  beast." 
"Yes."  said  the  druggist. 

"Gimme  a  bottle.  I  believe  that's  the  right  combina- 
tion to  help  my  husband." 
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Promoting  the  Sale  of  Made-in-Canada  Goods 

Retailen  should  join  in  present  campaign  to  promote  the  sale  of 
Canadian  goods —  Unique  window  display  used  by  Montreal  dealer 


DURING  the  past  few  years,  the  manufacturers  of 
Canada  have  been  putting  forth  steadily-increas- 
ing efforts  to  promote  the  sale  of  "Made-in-Can- 
ada" goods.  Since  the  outbreak  of  war,  realizing 
that  the  psychological  moment  was  at  hand  for  an  ap- 
peal to  the  Canadian  people  to  patronize  home  indus- 
try, manufacturers  individually  and  collectively  have 
undertaken  a  big  campaign  and  in  this  they  are  receiv- 
ing valuable  support  from  the  press  of  Canada.  They 
also  realize  the  valuable  assistance  that  the  retailers  of 
Canada  can  give  them  in  this  work. 

Why  the  Retailer  Should  Assist. 

The  retailer  should  realize  that  if  Canadian-made 
goods  are  bought  by  Canadians,  it  will  help  in  the  em- 
ployment problem  of  this  country,  and  will  also  help  to 
keep  money  in  circulation  in  Canada.  This  is  of  indi- 
rect benefit  to  the  merchant  because  the  more  people 
who  are  kept  in  continuous  employment  the  more 
money  they  will  have  to  spend  with  the  retailer. 

The  retailer  can  also  make  the  present  "Made-in- 
Canada"  campaign  of  direct  benefit  to  his  business  by 
featuring  Canadian  goods  in  his  store  and  cashing  in 


a  generally  dilapidated  condition, 
which  read: 


Above  it  was  a  card 


AN  IDLE  FACTORY  PRODUCES  WANT  AND  PRI- 
VATION.   ARE  YOU  HELPING  TO  KEEP  CAN- 
ADIAN FACTORIES   CLOSED   BY  BUYING 
GOODS  MADE  IN  FOREIGN  COUNTRIES! 

On  the  right-hand  side  was  another  miniature  fac- 
tory, but  a  delightful  contrast  to  the  first.  Here  all  was 
busyness,  and  the  card  above  it  read: 

A   BUSY   FACTORY   PRODUCES   HAPPY   HOMES 
AND  PROSPEROUS  PEOPLE.    ARE  YOU  HELP- 
ING TO  KEEP  CANADIAN  FACTORIES  BUSY 
BY  BUYING  GOODS  MADE  IN  CANADIAN 
FACTORIES? 

Along  the  rear  of  the  window  was  a  big  banner  with 
Ihe  slogan:  "Buy  Made-in-Canada  Goods." 

Features  of  the  Display. 

The  miniature  factories  were  made  out  of  cardboard 
mapped  out  in  imitation  of  brick.    Electric  lights  were 


Sketch  made  by  The  Retail  Diuggrist's  artist  illustrating  the  central  feature  of  a  window  display  in  the  store  of  the  Dr. 
Leduc  Drug  Co.,  Montreal,  advocating  people  to  buy  "Made-in-Canada"  goods.  Read  about  it  in  the  accompanying 
article.    Any  kind  of  Canadian  goods  can  be  shown  in  the  window. 


on  the  present  publicity  that  is  being  given  to  Cana- 
dian-made goods. 

Montreal  Dealer  Makes  Use  of  Window. 

The  window  display  is  one  effective  medium  of  pro- 
moting the  sale  of  "Made-in-Canada"  goods,  and  was 
the  one  used  by  the  Dr.  Leduc  Drug  Co..  of  Bleury  and 
St.  Catherine  streets,  Montreal,  in  a  recent  effort  in  this 
direction. 

The  display  in  question  not  only  featured  Canadian 
goods,  but  drove  home  in  a  convincing  manner  to  the 
passing  public  why  they  should  buy  Canadian  goods. 
The  uni(|ue  manner  in  which  this  was  done  is  illustrat- 
ed in  the  accompanying  sketch.  A  representative  of 
this  paper  found  that  it  proved  very  interesting  to 
those  passing  the  store. 

In  the  left-hand  side  of  the  window  Avas  a  miniature 
factory  in  idleness  with  many  windows  broken  and  in 


placed  behind  the  windows  of  the  busy  factory,  Avhile 
the  idle  one  was  in  darkness.  Especially  at  night  the 
contrast  was  very  conspicuous,  thus  assisting  in  driving 
home  the  point  it  was  desired  to  emphasize.  Canadian 
goods  were  displayed  in  the  centre  of  the  window.  The 
central  feature  made  the  window  a  much  greater  at- 
tention attraetor  than  if  the  display  was  simply  of 
goods  only. 


The  Generous  Florist. 

An  enterprising  young  florist,  in  order  to  increase 
his  trade,  displayed  this  sign  in  his  window : 

"We  give  a  packet  of  flower  seeds  with  every  plant." 

His  competitor  across  the  street  promptly  sought 
to  meet  the  competition  by  placing  in  his  window  the 
following  announcement : 

"We  give  the  earth  with  every  plant." 


Uovember,  1914 


THE  RETAIL  DRUGGIST  OP  CANADA. 


25 


Features  of  the  New  British  Pharmacopoeia 

Copies  of  which  are  now  available  for  impedion  in  the 
Old  Country — Really  «  an  Imperial  Pharmacopoeia 


LONDON,  E.G.— Copies  of  the  new  British  Pharma- 
copoeia are  at  last  available  for  examination  by  mem- 
bers of  the  trade  and  the  medical  profession  here  as 
well  as  in  Edinburgh  and  Dublin.  The  notice  of  publi- 
cation will  not  be  gazetted  until  Dec.  31,  however,  when 
the  book  becomes  oflficial. 

The  General  Medical  Council  of  Great  Britain,  which 
had  charge  of  its  revision — the  Pharmaceutical  Society- 
co-operating — acknowledge  the  help  of  the  Dominions 
overseas,  and  indicate  that  by  inclusion  in  the  text  of 
such  articles  as  have  stood  the  test  of  time  and  experi- 
ence, they  have  now  been  able  to  dispense  with  a  sep- 
arate addendum,  and  to  produce  a  British  Pharmaco- 
poeia suitable  for  the  whole  Empire.  In  short,  it  is  an 
1  mperial  Pharmacopoeia. 

First  Revision  Since  1898. 

Tt  is  expected  that  more  fre(|uent  revisions  will  take 
place  in  the  future — this  being  the  first  revision  since 
18P8.  In  late  years  the  old  edition  has  been  succeeded 
by  more  modern  and  more  comprehensive  unofficial 
works.  In  these  days  of  rapid  progress  in  medicine 
and  pharmaceutics,  a  period  of  sixteen  years  is  too  long 
to  wait  for  the  overhauling  of  the  official  medicine 
book,  especially  when  one  calls  to  mind  the  large  num- 
ber of  new  remedies — some  of  them  of  the  greatest 
value — that  have  been  introdiieed  since  1898. 

Many  Changes  in  16  Years. 

During  the  sixteen  years  which  have  elapsed  since 
the  last  edition  was  published,  the  practice  of  medicine 
has  greatly  developed,  with  a  marked  tendency  towards 
the  rejection  of  old-fashioned  remedies  and  the  use  of 
more  definite  chemical  compounds  and  active  principles 
In  the  pure  sta^  in  place  of  galenicals  prepared  from 
drugs  of  somewhat  variable  comoosition.  Standard- 
ization of  the  more  potent  preparations  was  a  distinct 
advance  in  the  1898  Pharmacopoeia,  and  this  principle 
has  been  further  extended  in  the  new  edition,  notably 
in  the  preparations  of  Aconite,  Hyoscyamus  and  Hy- 
drastis, and  in  the  use  of  Cantharidin  in  place  of  Can- 
tharis  itself.  The  strengths  of  potent  preparations 
have  been  adjusted  in  conformity  with  the  Brussels 
Convention  of  1902. 

Move  to  Popularize  Metric  System. 

From  first  impressions  one  comes  to  the  conclusion 
that  the  new  edition  is  but  little  changed  from  the  B.P. 
to  which  we  have  been  so  long  accustomed  to  refer  in 
the  everyday  practice  of  pharmacy.  The  most  notice- 
able change  is  the  absence  of  Imperial  weights  from  the 
formulae.  To  the  old-fashioned  pharmacist,  who  in  his 
student  days  learnt  nothing  of  the  metric  system,  this 
alteration  will  be  unwelcome,  but  the  majority  of  the 
younger  members  of  our  craft  will  be  familiar  enough 
with  metric  weights  and  measures  to  appreciate  their 
advantages  in  preparing  solutions  of  definite  percent- 
age. It  is,  perhaps,  the  thin  end  of  the  wedge  towards 
popularizing  the  metric  system,  whicli  will  probably  be 
made  compulsory  in  general  trade  before  many  years 
have  passed. 

The  doses  are  still  given  in  apothecaries'  weights  and 


measures  as  well  as  in  the  metric  system,  and  this  is 
very  wise,  as  it  will  take  some  considerable  time  to  be- 
come familiar  with  doses  in  Continental  style.  The  ob- 
jection has  been  raised  that  with  the  metric  system  mis- 
takes are  more  liable  to  occur  in  prescribing  by  the  mis- 
placement of  the  all-important  decimal  point,  but  still 
the  fact  remains  that  the  Continental  system  is  becom- 
ing universal,  and  the  sooner  British  medical  men  and 
pharmacists  come  into  line  the  better  for  all  concerned. 
With  the  greater  facilities  for  traveling,  prescriptions 
from  all  over  the  world  more  frequently  find  their  way 
into  English  pharmacies  than  in  former  times.  It  is, 
however,  doubtful  whether  dispensing  liquids  by 
weight,  which  is  the  general  Continental  practice,  will 
ever  become  popular  in  this  country,  as  measuring  is 
so  much  more  convenient. 

Some  Features  of  New  Edition. 

As  one  looks  more  critically  into  the  new  Pharmaco- 
poeia, it  soon  becomes  obvious  from  alterations  in  word- 
ing that  careful  consideration  has  been  given  to  each 
monograph.  The  necessary  information  is  given  con- 
cisely, and  the  characters  and  tests  are  comprehensive 
without  unnecessary  space  being  taken  up  by  details 
which  are  obvious  to  the  trained  pharmacist.  The  only 
part  which  appears  somewhat  cumbrous  is  the  section 
devoted  to  arsenic  and  lead  tests,  where  elaborate  de- 
tails are  set  out  for  the  testing  of  each  substance.  The 
maximum  limits  have  been  neatly  tabulated  in  the  Ap- 
pendix. The  fact  that  such  impurities  are  dangerous 
when  the  proportion  exceeds  certain  limits  is  excuse 
enough  for  the  space  devoted  to  their  detection.  The 
Pharmacopoeia  of  1898  was  not. sufficiently  precise  in 
its  tests  for  these  impurities;  indeed,  in  some  cases 
(sodium  phosphate  and  potassium  carbonate,  for  ex- 
ample) no  mention  of  arsenic  was  made  in  the  last 
edition.  Since  that  time  we  have  learnt  by  experience 
that  contamination  of  chemicals  with  arsenic  must  be 
carefully  guarded  against,  since  certain  chemicals  find 
their  way  into  articles  of  diet. 

Its  Chemistry  Carefully  Revised. 

The  chemistry  of  the  new  Pharmacopoeia  has  been 
carefully  revised.  In  addition  to  limits  for  lead  and 
arsenic,  tests  for  impurities  likely  to  be  present  have 
been  improved  and  new  assay  processes  have  been  in- 
troduced. Ferri  carb.  sacch.  and  ferri  phosph.  saech, 
are  now  prepared  with  glucose. 

The  characters  of  essential  oils,  fixed  oils  and  fats, 
have  been  more  clearl.v  defined  in  accordance  with 
suggestions  from  the  Committee  of  Reference  in  Phar- 
macy, the  new  constants  including  acid,  seter,  iodine 
and  saponification  values,  determinations  of  refractive 
index  and  unsaponifiable  matter  and  .special  processes 
for  the  estimation  of  citral,  cineol.  santalol,  menthol 
and  all.yl  thiocyanate  have  been  included. 

In  the  Appendix  a  list  is  given  of  abbreviated  Laliii 
names  of  official  drugs  and  preparations  commonly 
used  in  writing  prescriptions. 

The  customer  comes  into  your  store  with  an  intention 
of  buying.  Don't  let  him  leave  without  knowing  why 
he  fails  to  make  the  purchase. 
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COMMENTS  ON  BUSINESS  MATTERS 

jBj>  fF.  L.  Edmonds 


An  Anomalous  Those     who     manufacture     and 

Patent  Medicine  those  who  sell  patent  medicines 

Law.  in  Canada     may  "thank     their 

stars"  that  they  are  not  located 
in  Greai  Britain.  If  they  were  they  would  find. such  an 
anomalous  condition  under  the  law  that  they  might  well 
wish  themselves  back  in  Canada  again. 

For  example,  under  the  law  a  manufacturer  may  ex- 
port a  preparation  to  himself  without  paying  duty,  but 
if  he  exports  it  to  another  person  he  must  pay  duty. 
Then  if  the  medicine  mentions  the  ailment  for  which  it 
is  a  specific  it  is  dutiable,  but  if  it  merely  mentions  the 
organ  in  which  the  ailment  is  situated,  no  tax  is  impos- 
ed. Consequently  cough  mixture  is  deemed  to  be  duti- 
able; chest  mixtvire  is  not.  Headache  powder  comes 
under  the  ban,  but  head  powder  does  not.  If  the  manu- 
facturer labels  his  product  "corn  paint"  he  is  assessed 
for  duty;  if  he  calls  it  "toe  paint"  there  is  no  assess- 
ment. 

To  such  an  absurdity  has  the  law  become  that  a  se- 
lect committee  was  appointed  by  the  British  Govern- 
ment some  time  ago  to  make  an  investigation.  This 
committee,  after  holding  33  meetings  and  examining  42 
witnesses,  has  just  made  its  report.  In  this  report  it 
makes  a  number  of  recommendations.  One  is  to  the 
effect  that  an  exact  and  complete  statement  of  the  in- 
gredients and  the  proportions  of  the  same  used  in  pat- 
ent medicines  be  furnished,  the  statement  to  be  deter- 
mined by  analyses  made  confidentially  by  the  Govern- 
ment chemist.  It  also  recommends  that  a  special  court 
or  commission  be  constituted  to  permit  or  prohibit  the 
sale  and  advertising  of  any  given  patent,  secret,  or  pro- 
prietary remedy  or  appliance.  Among  other  recom- 
mendations is  one  providing  for  closer  and  more  effi- 
cient supervision  o.f  the  manufacture  and  sale  of  patent 
medicines. 

*     #     *     * 

Suspension,  Not  Those  who  have  the  idea  that  the 

Cancellation.  measures  which  the  British  and 

Canadian  Governments  have  tak- 
en in  regard  to  German  and  Austrian  patents  mean 
their  cancellation,  are  mistaken. 

What  both  Governments  have  actually  done  is  to 
create  the  means  whereby  manufacturers  can  obtain  a 
license  to  make  a  German  or  Austrian  patented  article 
when  it  is  shown  that,  owing  to  the  war,  the  country  is 
suffering  because  it  is  not  being  supplied  through  the 
regular  sources.  Not  till  this  is  demonstrated  can  the 
license  to  manufacture  be  obtained.  In  other  words,  it 
must  be  the  public  interest,  and  not  that  of  any  manu- 
facturer, that  determines  whether  the  license  shall  be 
granted  or  not.  Even  then  the  patent  is  not  cancelled ; 
it  is  merely  suspended.  Should,  however,  the  German 
and  Austrian  Governments  cancel  the  patents  of  Brit- 
ish holders  the  case  would  be  different. 

In  the  meantime,  a  committee  of  eminent  chemists 
and  chemical  manufacturers  has  been  appointed  by  the 
Brittsh  Government  to  discover  a  more  excellent  way 
than  the  cancellation  of  patents  whereby  Great  Britain 
will  be  less  dependent  upon  foreign  countries  for  her 
supply  of  drugs,  chemical  and  dyestuffs. 

It  was  noted  in  the  last  issue  of  the  Canadian  Drug- 


gist that  application  was  being  made  in  England  for  a 
license  to  manufacture  aspirin,  lysol,,  formamint  and 
mercedes. 


A  Relief  Ship 
With  Chemicals 
and  Dyestuffs. 


The  United  States  has  hit  upon  a 
,      plan  for  getting  a  supply  of  dye- 


stuffs   and   chemicals  from   Ger- 
many, which  promises  to  relieve 
to   some  extent   the   necessities   of  its   manufacturers 
who  were  placed  in  a  serious  situation  by  the  outbreak 
of  hostilities. 

The  plan  was  to  send  an  American  steamer  to  Rotter- 
dam in  ballast  and  there  load  her  with  chemicals  and 
dyestuffs  for  the  United  States.  As  the  German  Gov- 
ernment concurred  in  the  proposal  the  steamer  sailed 
from  New  York  early  in  October,  and  it  is  expected 
she  will  be  back  again  early  in  the  present  month. 

As  the  United  States  is  dependent  to  a  large  extent 
on  Germany  for  many  lines  of  chemicals  and  dyestuffs, 
the  steamer  that  is  now  on  her  way  back  to  New  York 
may  with  reason  be  said  to  be  a  relief  ship.  It  is  prob- 
ably many  generations  since  a  relief  ship  entered  an 
American  port. 


The  Returning 
Confidence. 


Keep    up    your   courage.      Those 
who  are  deficient  in  courage  are 
lacking  a  quality  which  is  par- 
ticularly essential  at  this  particular  time. 

The  slump  that  business  experienced  when  hostilities 
broke  out  was  not  due  to  a  destruction  of  the  buying 
possibilities  of  the  people.  It  was  because  there  was 
a  temporary  wavering  in  the  courage  of  financial  and 
commercial  interests.  And  when  they  jost  courage  con- 
fidence was  blown  to  the  four  winds  like  leaves  on  an 
autumn  day. 

This  fit  of  temporary  aberration  is  now  a  thing  of  the 
past.  A  quiet  consideration  of  the  situation  revealed 
the  fact  that  there  was  no  need  of  our  taking  to  the 
woods.  On  the  contrary,  there  was  every  reason  why 
we  should  stay  in  the  open  and  fight  for  business  as  if, 
in  the  words  of  Sir  George  Paish,  "no  great  eventuali- 
ties were  pending."  And  as  people  buckled  up  their 
courage  their  confidence  returned.  The  result  is  that 
business  conditions  are  gradually  becoming  more  nor- 
mal. In  somie  respects  they  are  eyen  better  than  they 
were  before  the  war  broke  out. 

Last  year  the  field  crops  of  all  kinds  yielded  a  value 
of  over  $700,000,000.  This  year,  owing  to  the  higher 
prices  obtaining,  they  will  yield  even  a  greater  value. 
This  spells  added  prosperity  for  the  farmers,  and,  in 
turn,  better  conditions  for  the  retailers  and  manufac- 
turers of  the  country.  Plus  this  are  the  large  orders 
which  many  manufacturers  in  Canada  are  receiving 
from  the  Imperial  and  Dominion  Governments  for 
equipments  and  outfits  of  various  kinds,  and  for  food 
supplies  for  the  troops. 

As  Sir  George  Foster  told  the  Toronto  Board  of 
Trade  the  other  day.  Canada  holds  a  better  position  to- 
day, commercially,  than  any  country  in  the  world.  We 
are  thousands  of  miles  from  the  scene  of  hostilities  and 
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the  demand  for  onr  prodiicts  will  be  for  many  a  month 
greater  than  >ve  have  ever  before  experienced.       ,.  | 

We  have,  therefore,  a  real  basis  for  confidence.  Let 
us  make  the  best  possible  use  of  it. 

•     •     •     • 
A  Sign  of  While  both   bank   clearing.s  and 

Improvement.  railway  earnings  are  smaller  than 

they  were  a  year  ago,  the  state- 
ments issued  the  third  week  in  October  show  that- the 
decreases  are  not  as  marked  as  they  were.  This  is 
gratifying,  being  as  it  is  a  reflection  of  the  improve- 
ment in  business  generally. 

The  decrease  in  the  bank  clearings  during  the  week 
ending  October  24  was  8.6,  for  the  whole  of  Canada, 
while  for  the  Eastern  group  of  nine  cities  it  was 
8.9  per  cent.  When  we  take  into  consideration  the  fact 
that  the  stock  exchanges  are  transacting  no  business  it 
is  rather  remarkable  that  the  decrease  is  not  more 
marked. 

Then  again  there  is  the  movement  of  grain.  Last 
year  grain  shipments  were  being  rushed  out  from  the 
West  as  fast  as  the  railways^  could  make  them.  This 
Fall  there  is  not  the  same  impetuosity.  On  account  of 
the  war  the  farmers  are  holding  on  to  a  good  part  of 
their  grain  in  anticipation  of  higher  prices  later  on. 
It  is  estimated  that  only  about  25  per  cent,  of  the  wheat 
crop  has  so  far  gone  forward  to  the  elevators  at  Fort 
William  and  Port  Arthur. 

This,  to  some  extent,  would  be  reflected  in  the  bank 
clearings  when  comparison  is  made  with  the  figures  of 
a  year  ago.  The  same  influence  would  also  be  refl-eoted 
in  the  railway  earnings.  But,  after  all.  it  is  better  for 
all  concerned  that  shipments  of  grain  should  be  spread 
over  a  more  extended  period  than  in  previous  years. 

«     •     •     • 
Importance  of  the       The    Right    Honourable    Arthur 
Country  Town.  Balfour  recently  addressed  a  pub- 

lic meeting  in  England  on  the 
sub.iect  of  the  importance  of  the  country  town. 

"I  should  say  there  is  no  element  in  the  common  life 
of  our  country  which  we  could  less  afford  to  lose  than 
the  life  of  the  country  towns,"  was  one  of  the  trite 
things  he  said. 

What  he  said  about  the  importance  of  the  country 
towns  to  the  Mother  Country  might  be  said  with  equal 
force  in  regard  to  their  importance  to  the  life  and  well- 
being  of  Canada. 

Tt  is  unfortunate  that  we  have  not  in  public  life  in 
Canada  a  few  Arthur  Balfours  to  impress  this  fact 
upon  us.    It  would  mean  much  to  us. 

The  daily  newspapers  in  the  metropolitan  cities  some- 
times dilate  upon  the  subject  of  "back  to  the  farm." 
But  upon  the  building  up  of  our  country  towns  they 
are  silent. 

Their  silence  can  scarcely  be  born  of  ignorancp.  They 
probably  realize  the  importance  to  the  country  of  a 
chain  of  prosperous  and  healthy  villages  and  towns  in 
the  midst  of  agricultural  surroundings.  If  they  think 
at  all  they  cannot  help  realizing  it.  And  that  their  pub- 
lishers often  have  their  thoughts  turned  toward  the 
rural  towns  is  evident  from  the  zeal  they  display  for 
securing  subscribers  in  them  at  rates  below  the  cost  of 
the  white  paper  on  which  their  publications  are  printed. 

One,  however,  has  only  to  turn  to  their  advertising 
pages  to  discover  the  cause  of  their  silence  in  regard 
to  the  building  up  of  the  country  towns.  The  adver- 
tisements of  the  department  and  mail  order  houses 
therein  to  be  found  is  the  explanation. 

One  can  scarcely  dilate  upon  the  importance  of  the 
country  town  to  the  life  of  Canada  without  emphasiz- 


ing the  importance  of  patronizing  the  merchants  that 
do  business  in  the  town.  With  their  columns  crowded 
with  the  advertisements  of  the  department  stores  this 
is  something  the  daily  newspapers  cannot  emphasize. 
At  any  rat^,  it  is  something  which  it  would  not  be  good 
policy  for.  them  to  emphasize.  In  fact,  with  sodi«!  of 
them"  in  part  owned  by  department  stores,  it  is  soihie- 
thing  they  would  not  be  permitted  to  do. 
..  And. }5et. the, decadence  of  many  a  village  and  coui;i- 
try  ..town  in  Canada,  pan  be  trsiced  to  the  failure  of  local 
merchants  through  the  competition  of  the  large  depart- 
merit  stores  of  the  metroppTitan  cities. 

Every  time  the  store  in  a  country  town  is  driven  out 
of  ^business  by,  department  store  competition  the 
poteiicyof  that  town  as  a  factor  in  the  life  of  the  na- 
tion has  been  .djniinished.  And  yet  this  diminishing 
process,!?  steadily,  going  on. 

■      ■     ■     :  1;         ■  ■         ;■   ■  •  »  *  • 

A  Good  Sign.  The  business  men  of  Calgary  have 

embarked  npon  an  ambitious 
seheme.  They  propose  to  obtain  money  from  the  banks 
on  theirvo^  guarantee,  and  pxirchase  therewith  live 
stock  of  different  kinds  and' place  them  with  farmers 
of  known  integrity,  yph^l'will  pay  for  them  in  install- 
ments. The  object  is,  '6'f  cbiarse,  the  development  of  the 
live  stock  industry. 

The  object  is  a  commendable  one,  and  it  is  to  be 
hoped  it  will  be  crowned  with-  success. 

Alberta  was  once  a  great  cattle-raising  province,  but 
its  relative  importanlse  has  dwindled  of  late  years,  on 
account  of  the  wheat-growing  purposes  to  which  much 
of  the  land  has  been  put.  By  experience  it  has  been 
learned  that  much  land  which  has  been  put  to  raising 
wheat  mighl!  have  been  more  profitably  employed  in 
mixed  farming.  It  is  for  the  purpose  of  expediting  this 
that  the  business  men  of  Calgary  are  undertaking  their 
present  scheme,  which,  if  successful,  will  be  beneficial 
to  them  indirectly,  as  well  as  to  the  farmers  directly. 


Meditations  on  Business. 

BY  W.  L.  E. 

He  is  a  loise  man  who  in  the  time  of  loar plans  to     iS;    sV 
capture  business  by  tactful  flank  movements.  " 


To  stop  advertising  because  trade  is  dull  is  like 
turning  off  the  supply  of  water  wheti  there's  afire  in 
the  town . 

Strategy  brings  success  in  business  as  well  as  in 
war. 

Dull  business  doesn't  damp  the  ardor  of  the  cour- 
ageous man  ;  it  stimulates  his  effort. 


Employes  who,  on  account  of  adverse  business 
conditions,  are  compelled  to  accept  less  money  for 
their  remuneration,  should  not  render  less  efficient 
service. 

Business  confidence,  which  was  on  the  run  a  month 
or  two  ago,  is  now  gradually  retracing  its  footsteps. 
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Some  Favorite  Haunts  of  the  Experienced  Hunter 


Where  the  druggist  who  hears  the  call  of  deer 
hunting  may  engage  in  this  enthralling  pastime 

Br  WiLUAM  BEE 


WHEN  one  emerges  into  the  open  air  these  fine 
fall  mornings,  when  the  mist  is  lying  lazily  on 
the  borders  of  the  horizon  under  the  glare 
of  the  bright  ascending  sun,  and  takes  a  few  deep 
breaths  of  the  invigorating  morning  air,  his  thoughts 
begin  to  wander  back  to  favorite  haunts  among  hill 
and  bush,  where,  in  other  years,  he  has  stood  on  just 
such  a  glorious  morning  with  rifle  in  hand,  and  nerves 
all  atingle,  as  he  listened  to  the  baying  of  hounds  in 
the  distance  and  waited  with  bated  breath  for  a  deer 
to  come  crashing  down  the  runway. 

As  he  saunters  down  to  business,  he  recalls  to 
memory  many  of  the  experiences  of  bygone  deer  hunts, 
and  even  during  business  hours  begins  to  weave  to- 
gether little  dreams  wherein  the  scenes  are  laid  among 
the  distant  hills.  He  has  a  touch  of  what  is  commonly 
known  as  "buck  fever" — for  which  he  knows  but  one 
cure.  He  gets  down  his  rifle  and  accessories,  packs  up 
his  kit,  gathers  together  his  party,  and  hies  away  to 
some  favorite  hunting  grounds  to  engage  in  his  en- 
thralling pastime. 

Canada  has  been  blessed  with  many  fine  hunting 
districts,  and  many  of  them  have  the  advantage  of 
being  conveniently  reached.  One  of  the  closest  in  to 
a  thickly  populated  district  and  yet  rivaling  some  of 
the  best  in  point  of  game,  is  that  of  the  Highlands 
of  Ontario,  embracing  the  Muskoka  Lake,  Magnetawan 
River  and  Lake  of  Bays  districts.  These  localities 
offer  splendid  hunting  grounds  for  deer  as  well  as  par- 
tridge, duck  and  bear,  and  possess  the  advantage  of 
having  the  Grand  Trunk  Railway  run  right  through 
their  very  midst,  thus  transporting  the  hunter  to  his 
destination  in  comfort  and  without  loss  of  time.  This 
is 'a  feature  that  is  appreciated  by  the  business  man. 

One  of  the  favorite  districts  is  along  the  route  of  the 
Magnetawan  River,  in  the  northerly  .-:ection  of  Mu.=;- 
koka.  The  Magnetawan  is  reached  171  miles  nor'.h 
of  Toronto,  at  Burk's  Falls,  on  the  GT-and  Trunk  Ry., 
and  opens  up  a  district  that  has  hithei'o  been  aceeFsible 


only  to  those  with  ample  means  and  time.  The  rivers 
and  lakes  can  be  ascended  and  descended  in  canoes, 
amid  the  best  of  sport,  while  the  eye  is  fascinated  by 
the  fresh  and  unsullied  wildness  of  its  forest  haunts. 

The  Lake  of  Bays  district  is  reached  via  Grand 
Trunk  Railway  to  Huntsville,  145  miles  north  of  To- 
ronto, and  thence  by  water  to  any  of  the  many  points 
on  the  chain  of  lakes.  Besides  the  unrivaled  hunting 
grounds,  it  is  a  paradise  of  the  angler. 

To  those  who  have  the  time  and  means  to  go  far- 
ther afield,  and  in  search  of  bigger  sport,  the  big  game 
of  the  Timagami  district,  including  moose,  caribou, 
and  deer,  will  appeal.  In  addition  to  the  game  obtain- 
able, the  writer  has  found  this  district  of  special  at- 
tractiveness with  its  many  lakes  and  rivers,  incompar- 
able in  natural  beauty  and  scenery,  and  which  with 
its  pure  and  exhilarating  air,  is  sure  to  prove  a  tonic 
in  itself  to  the  hard  working  business  man. 

During  September,  which  is  known  as  the  running 
season,  moose  are  seen  in  large  numbers  throughout 
the  district.  The  open  season  for  hunting  these  ani- 
mals commences  on  October  16  and  continues  until 
Nov.  15.  The  caribou  is  also  an  inhabitant  of  this  dis- 
trict, signs  of  them  being  everywhere.  The  country 
lying  south  and  east  of  Smooth  Water  Lake  and  north- 
west of  the  Wakenika  Lake  and  river  seems  best  suited 
to  these  cautious  animals.  As  regards  deer,  they  are 
found  in  greatest  number  south  of  the  lake  between 
North  Bay  and  Timagami  station.  South  of  Lake  Nipis- 
sing  and  the  French  River,  deer  are  probably  more 
plentiful,  however,  being  reached  from  North  Bay, 
on  the  line  of  the  Grand  Trunk,  227  miles  north  of 
Toronto. 

There  is  something  particularly  fascinating  about 
deer  hunting,  or  the  thousands  of  sportsmen  who  each 
year  penetrate  the  Highlands  of  Ontario  would  not 
repeat  the  journey  annually.  As  an  energy  reviver, 
even  the  druggist  will  have  to  admit  that  it  beats  any 
of  the  remedies  he  has  for  sale. 


RegQlt  of  a  week's  hunt  in  the  Highlands  of  Ontario.     Many  drutriri.sts  take  up  the  chase  of  the  "antlered 
monarch"  every  autumn.     Cut  through  courtesy  of  the  Grand  Trunk  Railway. 
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Annual  Meeting  of  the  Alberta 
Pharmaceutical  Assn. 

Held  at  Edmonton 

EDMONTON,  ALBERTA.— The  fourth  annual  gen- 
eral meeting  of  the  Alberta  Pharmaceutical  Associa- 
tion, as  well  as  a  meeting  of  the  council,  was  held  in 
Edmonton  on  Sept.  22  and  23.  There  are  now  335  mem- 
bers on  the  register  of  the  association,  as  compared 
with  296  last  year,  showing  an  increase  of  39  members. 
The  next  general  meeting  will  be  held  at  Red  Deer.  H. 
H.  Gaetz,  of  Red  Deer,  was  re-elected  president  for  an- 
other year,  and  Dr.  H.  S.  Monkman,  of  Vegreville,  was 
elected  vice-president. 

Pharmacy  Course  at  University  of  Alberta. 

One  of  the  most  important  matters  dealt  with  was 
the  final  arrangement  with  the  University  of  Alberta, 
whereby  the  association  is  now  in  a  position  to  otfer  a 
course  in  pharmacy  and  allied  subjects,  and  also  to 
take  students  on  a  second  year  term,  giving  advanced 
work,  and  upon  successfully  passing  the  second  year 
examination,  they  will  receive  the  degree  of  Phm.B. 
The  university  authorities  have  spared  no  expense  to 
thoroughly  equip  the  laboratory.  The  board  of  exam- 
iners will  be  appointed  by  the  senate  of  the  university 
on  the  joint  nomination  of  the  president  of  the  univer- 
sity and  the  president  and  registrar-treasurer  of  the  as- 
sociation. 

Reciprocity  With  Ontario  and  Saskatchewan. 

It  was  reported  that  the  matter  of  reciprocity  of  dip- 
lomas had  been  gone  into  during  the  year  and  that 
definite  reciprocal  agreements  had  been  signed  between 
the  Alberta  Association  and  the  Ontario  College  of 
Pharmacy  and  the  Saskatchewan  Pharmaceutical  As- 
sociation. 

Another  important  item  was  the  request  by  the  asso- 
ciation to  the  Lieutenant-Governor  to  extend  the  pres- 
ent Pharmacy  Act,  so  as  to  include  that  portion  of  Al- 
berta lyin'g  north  of  Township  68.  which  extension 
would  include  the  Peace  River  country,  which  is  still 
under  the  N.W.T.  Pharmacy  Act. 

The  association's  total  receipts  for  the  year  amount- 
ed to  $3,260.75,  of  which  sum  $2,408.76  was  disbursed 
for  expenses,  leaving  $851.99  to  be  added  to  the  bal- 
ance on  hand  at  the  1st  July,  1913.    Out  of  the  surplus 


cash  then  on  hand  the  sum  of  $6,348.52  was  invested  in 
the  Town  of  Vegreville  six  per  cent,  debentures,  of  a 
par  value  of  $7,000,  which  leaves  a  balance  on  hand  and 
in  bank  at  30th  June  of  $5,294.94. 

Notes  of  the  Convention. 

The  sum  of  $500  was  donated  by  the  association  to 
the  Canadian  Patriotic  Fund. 

The  by-laws  as  pertaining  to  examinations  were 
amended  so  as  to  conform  to  the  new  arrangement, 
whereby  the  examinations  will  be  conducted  by  the 
university. 

H.  H.  Gaetz,  Q.  H.  Graydon  and  H.  S.  Monkman  were 
elected  to  the  council  to  hold  office  for  the  two  ensuing 
years. 

Those  present  at  the  meeting  included  H.  H.  Gaetz, 
Red  Deer;  J.  H.  Higinbotham,  Lethbridge;  Jas.  Find- 
lay  and  N.  I.  McDermid,  Calgary;  Dr.  H.  S.  Monkman, 
Vegreville,  and  Messrs.  G.  H.  Graydon,  Mooney,  Dun- 
can, Lines,  MacDonald  and  Thrasher,  of  Edmonton. 

Mr.  Gaetz  was  elected  as  representative  on  the  senate 
board  of  the  universitv. 


SUCCESS  DEMANDS  PREPARATION. 

Success  can  never  be  without  preparation.  Prepara- 
tions means  to  get  ready — to  be  able  to  carry  out  the 
more  important  tasks  of  life  as  they  come  along,  says 
George  Matthew  Adams.  Prepare  to-day  for  the  obli- 
gations of  to-morrow. 

You  who  learn  to  control  yourself  and  stand  calm 
in  the  midst  of  disappointments  and  failures,  as  well 
as  in  the  midst  of  success  and  victory,  are  accumulat- 
ing a  reserve  sure  to  hold  strong  and  steady  for  the 
time  of  stress,  confusion,  and  chaos.  Prepare  for  the 
emergencies  to  come.  Prepare  by  courageously  facing 
and  solving  every  problem  that  comes  to  you  daily. 

The  big  affairs  of  to-day  call  for  the  trained  man 
— for  the  one  who  is  prepared.  Consciously  or  uncon- 
sciously, you  are  preparing  for  something.  Seek  and 
find  out  what  that  something  is,  and  when  you  find 
it,  concentrate  in  double  preparation  upon  it.  No 
man  knows  what  his  preparation  to-day  may  mean 
to  him  to-morrow.  But  he  is  sure  that  if  it  is  con- 
scientiously done  to  a  purpose,  in  this  preparation  he  is 
making  the  .soundest  possible  investment  for  his  future 
career.  To  prepare  to-day  means  to  know  how  to- 
morrow. 


A  pail  of  beauties  in  their  native  Imunt    a  sijjiil  to  inuku  I  lie  iier\  es  nf  iven  the  experienced  iiunter  tinKle. 
Cut  Itirouerli  courtesy  of  Grand  Trunli  Railway. 
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NEWS  OF  THE  TRADE 


From  Coast  to  Coast 


The  week  of  October  19  to  24  was  set  aside  by  the 
leading  newspapers  of  Canada  and  the  United  States 
as  National  Newspaper  Window  Display  Week.  Dur- 
ing the  week  merchants  were  requested  to  display  in 
their  windows  standard  products  advertised  in  the 
newspapers. 

The-  Rexall  Stores  of  Canada — 400  in  number — ^are 
donating  to  the  Canadian  Patriotic  Funds,  five  per  cent, 
of  all  their  purchases  of  Rexall  toilet  goods,  remedies 
and  products  up  to  Dec.  31.  The  contribution  is  ex- 
pected to  amount  to  several  thousand  dollars. 

Quebec  and  Maritime  Provinces 

L.  Wainfield,  of  Montreal,  has  registered. 
Stevens  Bros.,  of  Centreville,  N.B.,  .suffered  loss  by 
fire. 

E.  Centure  has  succeeded  S.  G-ilbert  at  1007  Ontario 
St.  E.,  Montreal. 

A.  Lecours  has  opened  a  new  store  on  Ontario  St. 
E.,  Montreal. 

J.  A.  Desilets  has  succeeded  Dr.  D.  C.  Louinard,  213 
Bourbon  St.,  Montreal. 

The  Dominion  Fancy  Goods  Co.,  Ltd.,  of  Montreal, 
has  been  incorporated.    The  capital  stock  is  $30,000. 

The  Hardy  Wyndham  Co.,  wholesale  druggists,  of 
Montreal,  have  registered.  The  members  of  the  firm 
are  Charles  Lamontagne,  Bertie  Wj^ndham,  and  Mrs. 
Joseph  A.  Hardy. 

Henry  H.  Lyman,  of  Montreal,  head  of  the  firm  of 
Lyman  Bros.,  wholesale  druggists,  who  went  down 
with  the  Empress  of  Ireland  last  spring,  left  an  estate 
of  $1,268,315.  including  an  Ontario  estate  of  $134.1.'^7. 
Among  the  public  bequests  in  his  will  was  $40,000 
to  McGill  University. 

Ontario 

W.  T.  Hayes  has  purchased  a  drug  business  in  Sea- 
forth. 

A.  R.  Vicary  has  succeeded  T.  J.  Stillman,  of  Wood- 
stock. 

F.  J.  Butland,  druggist  and  stationer,  Goderich,  has 
sold  out. 

E.  L.  Praser,  recently  of  Renfrew,  Ont.,  has  pur- 
chased a  business  in  Trenton,  Ont. 

D.  M.  Tate,  Forest,  has  moved  into  more  commodious 
quarters  at  King  and  Main  Streets. 

W.  H.  Lee,  of  Avenue  Road.  Toronto,  has  recently 
made  extensive  improvements  to  his  store. 

E.  E.  Aherns,  druggist,  of  Fergus,  is  moving  to 
Oshawa,  Ont.  He  is  succeeded  in  Fergus  by  W.  H. 
Murtrie. 

The  store  of  A.  Moir  Dow.  of  Thamesville,  Ont.,  re- 
cently damaged  by  fire,  is  being  repaired  and  will  be 
re-opened. 

Dr.  John  Urquhart,  of  Oakville,  Has  discontinued 
his  drug  business.  It  was  established  In  the  thirties  by 
his  father. 

The  Rubberset  Company,  Ltd.,  of  Toronto,  dealer  in 
rubber  and  all  goods  made  of  rubber,  has  been  incor- 
porated with  a  capital  stock  of  $40,000. 

Hugh  L.  Yarnold,  late  manager  of  the  Gibbard  Drug 
Store,  in  West  Toronto,  passed  away  on  Sept.  30,  in 
his  37th  year.  Mr.  Yarnold  graduated  from  the  O.C.P. 
in  1912,  and  was  for  a  time  with  Martin,  Bole  &  Wj'une, 


of  Winnipeg.  Returning  to  Toronto,  he  took  the  man- 
agership of  the  business  in  West  Toronto,  which  he  re- 
tained until  his  late  illness  attacked  him. 

S.  G.  Roe  has  purchased  the  business  of  Wilbert 
Hart,  corner  Lappin  and  Emerson  Streets,  Toronto.  Mr. 
Roe  was  formerly  manager  for  John  P.  Taylor,  at  391 
Jarvis  St.,  and  is  succeeded  in  that  position  by  H.  W. 
Rogers. 

His  Master's  Voice,  Limited,  of  Toronto,  has  been 
incorporated  with  a  capital  stock  of  $100,000.  The 
company  deals  in  sound-reproducing  appliances,  includ- 
ing gramaphones,  graphophones,  talking  machines,  and 
records. 

The  A.  E.  Rea  Company,  Ltd.,  of  Ottawa,  has  been 
incorporated  with  a  capital  stock  of  $R0,000.  The  in- 
corporators include  Thos.  P.  Carry,  of  Toronto ;  Le- 
febvre  Brownhill,  George  E.  Clapin,  James  Hutton,  and 
A.  E.  Rea,  of  Ottawa. 

Manitoba 

Elinor  Dent  has  succeeded  E.  C.  Braund,  of  Wawa- 
nesa,  Man. 

The  National  Drug  &  Chemical  Co.  contributed  $1,023 
to  the  Winnipeg  Patriotic  Fund. 

J.  F.  Cameron,  of  Beausejour,  Man.,  died  on  Oct.  9. 
He  was  at  one  time  in  business  in  Halifax,  N.S. 

Howard  Anderson,  a  graduate  of  the  Manitoba  Col- 
lege of  Pharmacy,  has  been  appointed  chemist  to  the 
Calgary  City  Hospital. 

Saskatchewan 

J.  D.  Leith  has  opened  a  drug  store  at  Tribune,  Sask 

H.  C.  Conway,  druggist,  of  Viceroy,  Sask.,  suffered 
loss  by  fire. 

The  store  of  0.  S.  Mitchell,  of  Viceroy,  Sask.,  was 
destroyed  by  fire. 

H.  A.  Culham  has  recently  commenced  in  the  drug 
business  at  Viceroy. 

The  Central  Butte  Drug  Store,  Central  Butte,  has 
sold  out  to  J.  H.  McMillan. 

R.  T.  Chown  is  managing  the  business  of  Lieut.-Col. 


LIKES   THE   "RETAIL  DRUGGIST." 

46  St.  Alexander  St. 
Montreal,  Que.,  Sept.  25,  1914. 

Mr.  C.  G.  Brandt, 

Oir-eulation  Manager, 

Commercial  Press,  Limited, 

32  Calborne  St.,  Toronto,  Ont. 

Dear  Mr.  Brandt: 

About  two  months  ago  I  took  an  order  from  S.  Boul- 
kind,  91  Ontario  street  east,  Montreal,  for  Re't-ail  Drug- 
gist. I  felt  at  the  time  that  I  had  not  really  "sold'" 
him,  though  I  got  his  dollar. 

To-da,y,  in  passing  his  store,  I  dropped  in  to  see  if 
had  received  the  paper  O.K.,  and  to  ask  how  he  liked 
it.  He  asked  me  to  the  prescription  department  and 
showeid  me  a  written  copy  of  "Rules  for  Clerks"  from 
the  Gordon-Mitchell  Drug  Co.,  clipped  from  the  Uetall 
Druggist,  pasted  on  shelving.  He  said  that  he  had 
received  only  two  copies  of  the  paper,  and  found  prac- 
tical stuff  that  he  used  in  each,  and  is  now  looking  for 
the  next  issue. 

He  gets  four  or  five  other  drug  journals,  both  Can- 
adian and  American,  and  says  t)hat  he  can  never  really 
get  interested  in  them. 

The  RETAIL  DRUGGIST  has  certainly  "sold"  it- 
self to  him. 

(Signed)  R.  J.  DAVIDSON. 

P.S. — Mr.  Boulkind  has  one  of  the  best  drug  busi- 
nesses in  town  outside  of  the  "chain  stores." — K.J.D. 
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A.  Dulraage,  of  Saskatoon,  who  has  gone  to  the  front 
with  the  Canadian  contingent.  Mr.  Chown  was  the 
former  owner  of  the  business,  selling  to  Mr.  Dulmagc 
in  June. 

Mayor  Robert  Martin,  of  Regina,  was  on  a  trip  to 
Eastern  Canada  in  early  October.  The  trip  was  made 
with  City  Commissioner  Pool  to  secure  funds  for  local 
improvements.  They  got  over  $500,000  for  the  pur- 
pose. 

Alberta 

L.  Furry  has  opened  a  drug  store  at  St.  Paul  de 
Metis. 

F.  J.  Long,  druggi.st  and  stationer,  of  Gadsby.  Al- 
berta, has  moved  to  Vegreville. 

W.  E.  Ijord.  of  the  Standard  Drug  Co.,  Red  Deer, 
Alberta,  has  sold  to  M.  E.  Miehener. 

Mooney's  Drug  Co..  Ltd..  Edmonton,  have  sold  their 
Jasper  Ave.  branch  to  W.  A.  Woodhouse. 

Currie  White  has  withdrawn  from  the  firm  of  Mc- 
Farlane  &  White.  Calgary.  The  business  will  be  con- 
tinued as  the  McFarlane  Drug  Stores. 

A.  R.  Poole,  of  the  James  Findlay  Drug  Co.,  Calgary, 
has  returned  from  a  trip  East.  W.  McGill.  of  McCut- 
cheon  &  MeGill,  recently  visited  in  Ontario  also. 

Mr.  McKay,  formerly  of  the  National  Park  Drug 
Co..  Banff,  is  in  charge  of  the  new  drug  department  of 
the  Calgary  store  of  the  Hudson  Bay  Co.  He  is  suc- 
ceeded at  Banff  by  Mr.  Speers. 

Will  S.  Currie,  of  Empress,  died  suddenly,  being 
stricken  with  acute  indigestion.  He  was  for  several 
years  with  Pingle's  Drug  Store,  Medicine  Hat.  C.  S. 
Pingle.  M.L.A..  was  a  cousin  of  the  deceased. 

Hume  Pingle.  who  for  the  past  year  has  been  con- 
ducting a  drug  and  stationery  store  in  Redeliff.  has 
closed  out  his  business  there  and  opened  up  in  Medi- 
cine Hat,  ,iust  opposite  the  C.P.R.  station.  He  is  a 
brother  of  C.  S.  Pingle.  also  in  the  drug  business  in 
Medicine  Hat. 

British  Columbia 

Ormond  MacDonald  is  now  with  W.  S.  Terry,  Port 
St..  Victoria. 

C.  White  has  taken  charge  of  the  branch  store  of 
Geo.  A.  Praser.  at  Lj'tton. 

F.  Gaynor  has  taken  charge  of  Brown's  Beaumont 
Pharmac.v.  Escpiinialt.  as  manager. 

F.  A.  Wilson.  Main  and  16th  Sstreets,  Vancouver,  has 
been  succeeded  by  the  Wilson  Drug  Co. 

J.  J.  O'Neill,  of  Victoria,  lias  accepted  a  position 
with  D.  E.  Campbell.  Fort  St.  He  was  formerly  with 
W.  S.  Terry. 

The  semi-annual  examinations  of  the  B.  C.  Pharma- 
ceutical Association  were  held  in  Vancouver  on  Oct. 
7th  and  8th. 

A  change  is  announced  in  the  drug  and  stationery 
business  of  W.  R.  Trench,  of  Kelowna.  B.C.,  by  which 
J.  W.  Currie  becomes  a  partner  in  the  business. 


RESULTS   OF  QUALIFYING  EXAMINATIONS  AT 
QUEBEC. 

The  semi-annual  qualifying  examinations  of  the  Que- 
bec Pharmaceutical  Association,,  held  at  Laval  Univer- 
sity, resulted  as  follows: 

Major — H.  Grouix,  J.  Chaffers,  0.  E.  Macpherson,  J. 
E.  V.  Cote,  R.  Desrosiers,  J.  H.  Rainville,  J.  E.  Provost, 
R.  Trempe. 

Minor — P.  Gagnon  (silver  medal),  A.  Bourgeois,  V. 
Benaud  L.  Beaunoyer,  H.  Cold,  Jos.  Gregoire  and  A.  R. 
Choquette. 


The  examiners  were  J.  E.  Tremble,  chairman;  A.  B. 
J.  Moore,  H.  R.  Lanctot,  W.  H.  Chapman  and  C.  H. 
Tansey,  of  Montreal;  A.  R.  Farley,  Hull,  and  0.  St.  A- 
mour,  St.  Agathe  des  Monts,  with  H.  J.  Pilon  as  secre- 
tary. 

ONTARIO  COLLEGE  OP  PHARMACY  NOTES 

O.  C.  p.  students  held  a  Theatre  Night  on  the  even- 
ing of  the  Intercollegiate  Field  Day.  "Within  The 
Law"  was  the  bill. 

The  council  of  the  college  holds  its  semi-annual  meet- 
ing in  Toronto  on  Nov.  16  and  following  days. 

Donald  J.  Stalker,  of  Ottawa,  spent  a  week  in  To- 
ronto recently  and  was  a  visitor  at  the  0.  C.  P. 

J.  W.  Lowe,  of  the  0.  C.  P.,  won  the  220-yard  race 
at  the  Inter-Collegiate  Field  Day  sports  in  Toronto. 
He  also  competed  in  Montreal. 

In  a  well-contested  inter- faculty  soccer  game  on 
Oct.  23,  the  0.  C.  P.  team  lost  to  Knox  College  by  2—0. 
The  pill  pounders  started  well  and  looked  like  winners, 
but  Knox  was  not  to  be  denied. 

The  athletic  association  of  the  college  has  as  its 
officers:  Chairman,  R.  H.  Sandercock,  Woodstock, 
Ont. ;  secretary-treasurer,  Eric  Weir,  Ashcroft,  P>.C. ; 
committee,  J.  W.  Lowe,  Stratford;  J.  W,  Wilson.  Sar- 
nia.  and  S.  Bawden,  London. 

The  officers 'of  the  1914-15  class  of  the  0.  C.  P.  have 
been  elected  as  follows : 

Hon.  President — E.  Ileebner. 

Hon.  Vice-President — Prof.  Graham  Chambers. 

President,  W.  K.  Buckley.  Sydney,  N.S. 

Vice-President — E.  Bogleman. 

Secretary-Treasurer — Eric  Weir,  Ashcroft,  B.C. 

Committee — E.  Rumford,  Forest,  Ont. ;  J.  W.  Wilson, 
Sarnia;  C.  A.  Allen,  Owen  Sound;  C.  L.  Reed,  St.  Cath- 
arines; J.  Dickie,  Vancouver.  B  C. 


CANADIAN  PERFUME  FIRM  GETS  ORDER  FROM 
AUSTRALIA  FOR  HIGH  CLASS  GOODS 

What  is  probably  the  first  order  for  high  class  per- 
fumes ever  received  by  a  Canadian  firm  from  Australia 
was  that  recently  sent  to  Sovereign  Perfumes,  Limited, 
of  Toronto.  The  perfume  will  cost  the  purchaser  $1 
an  ounce  set  down  at  his  premises,  and  takes  the  place 
of   goods   formerly   imported    from   European   centres. 

There  appears  to  be  an  opening  for  the  sale  of  Cana- 
dian perfumes  and  toilet  requisites  in  Australia,  as 
indicated  by  the  following  extracts  from  a  letter  re- 
ceived from  Caro  &  Stuart,  of  Sydney,  by  Sovereign 
Perfumes,  Ltd. : 

"Now,  with  regard  to  the  perfumes  and  toilet  re- 
quisites in  general.  We  have  viewed  same,  and  must 
congratulate  you  upon  the  very  nice  packings.  The 
perfume  appears  to  us  to  be  (|uite  equal  to  the  very  best 
English  and  Continental  perfumes.  The  style  of  the 
bottle  is  good  and  the  scent  is  par  excellence.  We  are 
enclosing  you  an  order  from  one  of  the  best  houses  in 
Australia. ' ' 


W.  F.  Rea,  druggist,  of  Leslie,  Sask..  has  sold  out. 

Frank  S.  Taylor,  of  Toronto,  has  sold  his  branch  to 
W.  T.  Wilson. 

W.  H.  Murtrie,  druggist,  of  Grand  Valley,  Ont.,  has 
removed  to  Fergus. 

E.  C.  Harvey,  druggist,  of  St.  Thomas,  Ont.,  won 
second  prize  in  a  window  display  competition  of  na- 
tional advertised  goods,  conducted  b>'  the  local  news- 
paper. 
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THE  STATIONERY  DEPARTMENT 


A   departmenl  devoted  to  stationery,  ioo^s,   post  cards  and  associated  lines      I- 


PLAY  BOOKS  AND  STATIONERY  UP  STRONG    WHY  PEOPLE  SHOULD  OWN  AND  READ  BOOKS 


From  now  until  the  end  of  the  year  books  and  sta- 
tionery should  be  played  up  especially  strong  by  the 
druggist,  for  we  are  now  entering  what  is  probably 
the  biggest  selling  season  of  the  year  for  these  lines. 

People  Read  More  During  Winter 

People  take  more  to  reading  during  the  winter.  When 
the  weather  is  cold  they  prefer  to  sit  beside  the  grate 
with  a  book  in  their  lap,  rather  than  to  spend  the  time 


COMMENCED     STATIONERY    DEPAETMENT    ON 
OUK  SUGGESTION. 

Is  Making  Money  From  It. 

J.  D.  Eichraond,  druggist,  of  701  Wellington  street, 
Pt.  St.  Charles,  Montreial,  sitates  that  he  added  a  new 
stationery  department  in  his  store  as  a  result  of  read- 
ing an  article  in  The  Re'tail  Druggist  on  its  value,  and 
is  making  money  on  it. 

He  says  that  he  never  realized  to  the  full  the  import- 
ance of  the  sidelines  in  the  drug  store  until  he  began 
rea>ding  The  Eetail  Druggist.  ' 


in  th€  open.  For  this  reason  people  will  now  be  buy- 
ing more  books  for  their  own  use.  Magazines  will  also 
be  in  greater  demand  for  the  same  reason. 

Books  will  also  find  a  big  sale  previous  to  Christmas 
because  of  the  fact  that  they  m'ake  excellent  Christmas 
gifts.  They  should  be  featured  prominently  for  this 
purpose. 

This  is  also  a  time  when  some  extra  attention  can 
be'  given  to  the  stationery  department  to  advantage. 
Stationery  will,  as  usual,  be  a  big  selling  line  for 
Christmas,  and,  in  addition,  it  is  surprising  how  sales 
of  stationery  can  be  increased  when  a  genuine  effort  is 
put  forth.  , 

Month's  Campaign  Boosted  Stationery  Sales 

This  was  referred  to  by  a  dealer  in  conversation 
with  The  Retail  Druggist  not  long  ago.  His  sales  had 
been  comparatively  small  until  he  undertook  a  month's 
campaign  to  increase  business  in  this  line.  He  used 
considerable  space  in  his  ad.  for  stationery,  at  the  same 
time  putting  in  a  big  window  display.  When  he  took 
out  the  window  he  arranged  a  small  table  of  various 
stationery  lines  at  the  entrance,  where  people  coming 
into  the  store  would  notice  them.  In  a  month  he  had 
increased  sales  by  a  considerable  amount.  There  is  no 
doubt  that  many  other  dealers  could  do  the  same  thing 
if  they  would  try. 


DOLLAR  BILLS  IN  BOOKS. 

A  bookseller  in  a  small  town  put  in  his  window  one 
hundred  copies  of  a  book  he  was  featuring,  and  adver- 
tised that  there  was  a  dollar  bill  in  ten  of  the  volumes. 
The  books  were  sold  in  the  order  in  which  they  were 
stacked  in  the  window.  The  purchasers  were  asked  to 
report  the  finding  of  the  bills,  and  the  names  of  the 
lucky  ones  were  published  after  the  one  hundred  books 
were  sold. — System. 


By  Kale  Langley  Bosher 

"Books  should  be  owned  and  read  for  the  same 
reasons  that  other  necessities  and  desirable  possessions 
are  purchased  and  retained.  Mind  and  soul  require 
development  and  reinforcement  equally  with  the  body, 
and  no  man  or  woman  is  normal  who  does  not  recog- 
nize the  needs  of  the  spirit  and  provide  for  it  the  re- 
freshment necessary  for  its  sustenance  and  gi'owth. 

"It  is  doubtful  if  a  borrowed  book  has  the  same 
effect  and  influence  on  its  reader  as  a  book  that  is  a 
personal  possession.  Its  reading  is  apt  to  be  that  of 
casual  acquaintanceship  rather  than  responsive  friend- 
ship, and  when  returned,  is  very  often  as  promptly  out 
of  mind  as  out  of  sight.  But  a  book  of  one's  own  selec- 
tion, bought  with  one's  own  money,  read  with  the  joy 
of  ownership,  and  kept  on  the  table  or  put  on  the  shelf, 
grows  day  by  day  an  ever  dearer  friend. 

"There  are  people  who  at  times  have  to  make  a 
choice  between  books  and  bread.  There  are  times 
when  the  bread  needed  is — books." 

Editoria;l  Note — There  is  no  doubt  but  that  the 
reason  given  above  as  to  why  people  should  own  and 
read  books  can  be  used  to  advantage  by  the  dealer  in 
promoting  book  sales.  They  can  be  pointed  out  to 
customers  by  advertising,  show  cards,  and  personal 
talks. 


A  WRITING  PAPER  AD. 

A  writing  paper  advertisement  of  Galloway's  Drug 
Store,  Kamloops,  B.C.,  which  was  recently  run  in  the 
local  paper,  read  as  follows : — ' '  The  effect  of  your  mes- 
sage greatly  depends  upon  the  style  and  quality  of 
your  stationery.  Our  writing  paper  is  in  every  respect 
correct.  Its  splendid  writing  surface,  exquisite  finish 
and  stylish  good  looks  make  it  preferred  by  all  who 
know  and  appreciate  good  stationery."  Information 
regarding  varieties  and  prices  followed. 


If  you  are  troubled  with  diffidence  before  customers, 
fix  in  your  mind  in  advance  the  suggestion  you  want 
to  make  about  new  goods,  and  say  it  before  stopping 
to  think. 


HINTS  FOE  THE  STATIONEEY  DEPARTMENT. 

Sell  people  subscriptions  to  popular  magazines  as 
Christmas  gifts  for  their  friends. 

Have  you  made  arrangements  for  your  Christmas 
and  New  Year's  post  cards?  If  not,  it  is  time  to  get 
busy. 

People  read  more  during  the  winter.  Make  a  feature 
of  books  and  magazines. 

Don't  neglect  the  sale  of  children's  books.  The  toy 
book  is  proving  a  big  seller. 

It  is  now  time  to  make  a  big  bid  for  orders  for  per- 
sonal greeting  cards  for  Xmas. 

Initial  stationery  is  alwiays  a  good  line  for  the  Xraas 
trade. 

When  you  sell  stationery,  don't  forget  to  mention 
pens  and  ink. 
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Bigger 
Business  in 
Holiday 
Papeteries 


The  shortage  of  gift  goods 
from  the  European  markets  wilj 
mean  bigger  business  in  moder- 
ate priced  boxed  stationery. 

Apart  from  this,  the  popular 
patriotic  sentiment  of  goods 
"Made  in  Canada"  ensures  the 
trade  who  are  prepared  for  it 
bigger  business. 

We  have  manufactured  an  en- 
tirely new  line  of  1 9  different 
styles,  to  meet  this  demand,  re- 
tailing from  25c.  to  $1.00, — 
all  splendid  values  and  will 
guarantee  satisfaction,— in  as- 
sortments of  $  1 0.00,  $  I  5.00 
or  $25.00. 


Order  Now 

Warwick  Bros.  &  Rutter 

Limited 

Toronto 


34 


THE  RETAIL  DRUGGIST  OF  CANADA. 


November,  1914 


FORMULARY 

Special  'Preparations  for  the  'Druggist 


Earache  Drops 

Camphor 1  dram 

Chloral 1  dram 

Chloroform 1  ounce 

Olive  oil 1  ounce 

Mix  and  dissolve.     Apply  on  cotton  in  the  ear. 

Blistering  Liniment  (Veterinary) 

Cantharides 1  ounce 

Euphorbium '^  ounce 

Oil  of  turpentine 4  ounces 

Digest  for  two  or  three  days  and  pour  off  the  liquid ; 
digest  the  cantharides,  etc.,  in  four  ounces  of  alcohol 
and  two  ounces  of  ammonia  for  three  or  four  days, 
shaking  frequently ;  strain  off  this  liquid,  and  mix  it 
with  the  turpentine  mixture.  Apply  with  a  rag  tied 
to  a  short  stick. 

English  Shaving  Cream 

Lanoiin V2  ounce 

Camphorated  oil V2  ounce 

Soft  soap 1  pound 

Oil  of  cinnamon 5  drops 

Oil  of  bergamot 15  drops 

•  Oil  of  bitter  almond 10  drops 

Put  the  lanolin  and  camphorated  oil  in  a  warm  mor- 
tar, stir,  work  in  the  soft  soap  in  small  quanlities,  and 
finally  add  the  perfumes.    Put  up  in  collapsible  tubes. 

Theatrical  Cold  Cream 

Spermaceti 16  parts 

White  beeswax 48  parts 

Liquid  petrolatum 156  parts 

Borax 4  parts 

Water 128  parts 

Perfume q.s. 

Cut  the  spermaceti  and  white  wax  small  and  melt 
over  a  water  bath.  Then  add  the  liquid  petrolatum  in 
divided  portions,  transfer  to  a  warm  mortar  and  grad- 
ually incorporate  the  water  in  which  the  borax  has 
been  previously  dissolved,  stirring  constantly  until  all 
of  the  water  has  been  worked  in.  When  the  mixture 
assumes  the  appearance  of  a  thick  cream,  and  .iust  be- 
fore it  "sets,"  work  in  the  perfume.  Said  to  spread 
easily  and  quickly. 

Polish  for  Automobiles 

Several  dealers  have  worked  up  a  nice  little  trade  in 
polish  for  automobiles.  Everyone  who  owns  a  car  is 
interested  in  its  appearance,  and  by  suggestion,  the 
dealer  will  find  it  possible  to  sell  considerable  for  this 
line.    Here  is  a  formula  for  polish  for  this  purpose : 

Yellow  wax    1  ounce 

Deodorized  benzine   7  ounces 

Alcohol 30  minims 

Ammonia  water  15  minims 

Oil  of  lavender  flowers 15  minims 

Shake  well  before  applying.  The  polish  is  said  to  be 
effective  only  when  accompanied  by  hard  rubbing  with 
il  soft  cloth. 


DISTRICT  MANAGERS  OF  MENNEN  CO.  MEET 

The  Gerhard  Mennen  Chemical  Company,  Newark, 
N.J.,  held  its  annual  convention  of  district  managers 
at  the  factory  from  Sept.  23rd  to  Sept.  29th.  The  most 
significant  feature  of  the  conference  was  the  optimism 
on  the  general  business  outlook  which  was  dis- 
played, every  district  presenting  a  detailed  analysis  of 
conditions  which  was  most  encouraging.  The  Monnen 
Company  announced  that  in  spite  of  the  present  uncer- 
tainty regarding  part  of  the  export  business,  no  cur- 
tailment of  advertising  was  being  considered,  and  that 
the  company  was  protected  for  a  considerable  time  on 
imported  materials. 

Considerable  discussion  centred  on  the  question  of 
price  maintenance.  The  advertising  and  sales  plans  for 
1915  were  presented,  among  which  a  trade  paper  cam- 
paign was  considered.  The  sessions  were  presided  over 
by  Mr.  J.  J.  Korb,  vice-president  of  the  Mennen  Com- 
pany, and  the  principal  addresses  were  made  by  Wil- 
liam G.  Mennen,  secretary;  W.  A.  McDermid,  advertis- 
ing manager,  and  E.  G.  Pratt,  of  the  J.  Walter  Thomp- 
son Company. 

FEATURING  BULBS  FOR  CHRISTMAS 

H.  Cooke  &  Co.,  druggists,  of  Orillia,  Ont.,  are  push- 
ing the  sale  of  fall  bulbs,  including  Chinese  lilies,  nar- 
cissus, tulips,  hyacinths,  freesias,  and  others.  "Get 
these  early  and  have  lots  of  bloom  for  Christmas,"  they 
say. 

In  their  book  and  stationery  department  they  are 
already  showing  diaries  for  1915. 


FIREPR00FIN6  OF  WOOD 

A  preliminary  report  on  an  investigation  into  the 
question  of  fireproofing  wood  was  presented  at  the 
convention  of  the  American  Wood  Preservers'  .Associa- 
tion, of  which  the  following  is  a  summary: 

1.  Ammonium  salts  are  of  considerable  value  in  fire- 
proofing  wood.  Tt  was  impossible  to  ignite  wood,  under 
the  test  conditions,  that  had  been  treated  with  these 
salts. 

2.  Borax  is  of  considerable  value  in  fireproofing 
wood.  It  has  not  the  value  of  the  ammonium  salts,  but 
promises  a  means  of  lessening  the  cost  of  treatment  by 
using  it  with  another  salt  of  greater  value. 

3.  Prom  the  good  results  already  obtained  it  appears 
possible  to  devise  a  reasonably  inexpensive  method  of 
rendering  wood  fire-retarding. 


The  stock  of  the  Limo  Drug  Co.,  of  Winnipeg,  has 
been  sold  to  H.  J.  Ross. 


PESSIMISTS   LIKE   HOWLING  DOQS. 

A  La   Wall  Mcfon 

A  DOG  sat  out  in  the  midnight  chill,  and  howled 
at  the  beaming  moon;  his  knowledge  of  musie 
was  strictly  nil,  and  his  voice  was  out  of  tune. 
He  howled  and  howled  as  the  hours  went  by,  while 
dodging  the  bricks  we  threw,  till  the  moon  was  low 
in  the  western  sky,  and  his  voice  was  split  in  two. 

Yet  there  wasc  't  a  thing  in  this  whole  wide  world 
o'er  which  that  pup  should  weep,  and  the  course  of 
the  dog  was  strictly  wrong,  for  people  wanted  to 
sleep. 

There  are  plenty  of  men  like  that  blamed  hound, 
who  yell  when  there's  nothing  wrong,  disturbing  the 
country  with  senseless  sound — the  pessimist's  doleful 
song. 
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CANADIAN-MADE  DRUGGISTS  RUBBER 
SUNDRIES. 

There  is  one  line  of  mereliandise  which  will  probably 
not  be  disturbed  as  much  as  some  evidently  thought  it 
might  be  by  the  discontinuance  of  imports  from  Ger- 
many. We  have  reference  to  druggists'  rubber  sun- 
dries. 

Of  late  years  there  is  one  company  in  Canada — the 
Canadian  Consolidated  Rubber  Co.,  Limited- — which 
has  been  making  considerable  headway  in  the  manufae- 
ture  of  this  line  of  goods. 

In  the  3'ear  1892  the  Alpha  Rubber  Co..  Limited,  was 
doing    business  in  a     "one-horse  way"  on     Nazareth 


Bulb  syringe  of  large  double  neck  white  smooth  bulb  variety 
made  by  the  Canadian  Connolidated  Rubber  Co.,  Ltd. 

street,  Montreal.  By  dint  of  hard  work  they  managed 
to  turn  out  monthly  about  $2,500  worth  of  druggists' 
sundries.  The  goods  were  very  crude  and  unfinished. 
It  was  in  the  day  of  bulb  syringes — fountain  syringes 
and  hot  water  bottles  being  just  introduced  to  the  Can- 


High  grade  water  bottles  are  made  in 
Canada.  Thin  is  a  combination  water 
bottle  and  fountain  syringe. 

adian  market.  The  travelers,  as  well  as  calling  on  the 
druggists,  also  called  on  the  doctors  and  explained  to 
them  the  advantages  of  hot  water  bottles,  etc. 

In  1895  the  Alpha  Rubber  Co.  was  absorbed  by  the 
Canadian  Rubber  Co.,  and  the  factory  was  removed  to 
the  large  one  on  Papineau  square.  At  this  juncture 
their  Eastern  salesman,  A.  D.  Thornton,  was  appointed 


chemist  for  the  Canadian  Rubber  Company,  and  know- 
ing the  everlasting  troubles  caused  by  faulty  stock  in 
the  hot  water  bottles  as  then  on  the  market,  one  of  his 
first  efforts  was  to  produce  a  stock  which  would  stand 
boiling  water  without  getting  a  yard  long  or  drying  uj) 
and  cracking  into  numerous  pieces. 

It  took  several  months  to  get  there,  but  he  finally  got 
it  and  the  "Diamond"  hot  water  bottle  was  born.  It 
was  watched  with  a  great  deal  of  interest.    There  were 


Two  varieties  of  ice  cajw  made  by  the  Canadian  Con- 
solidated Rubber  Co.,  Ltd, 

many  skeptics,  but  it  is  now  universally  admitted  that 
the  "Diamond"  has  no  peer.  "Diamond"  hot  water 
bottles  7  or  8  years  old  have  simply  been  worn  out  by 
use. 

Prom  a  small  turnover  the  consumption  has  now  as- 
sumed large  proportions,  and  to-day  is  easily  the  stand- 
ard in  the  hot  water  bottle  world.  In  1897  the  creator 
of  this  stock  sent  a  specimen  bottle  to  the  nurse  attach- 
ed to  Windsor  Castle,  and  Queen  Victoria  and  her  suc- 
cessor, Queen  Alexandra,  both  used  the  "Diamond" 
brand. 

The  "Diamond"  hot  water  bottle  is  the  company's 
special  line,  but  a  glance  at  their  catalogue  shows  that 
the  range  of  druggists'  rubber  sundries  which  they 
turn  out  is  a  wide  one,  indeed.  The  illustrations  here- 
with shown  only  cover  a  part  of  the  sundry  lines  they 


The  sale  of  rubber  gloves  is  incrcaeing  in 
Canada.    Canada  makes  them  too. 

manufacture  for  the  drug  trade.     W^ant  of  space  pre- 
filudes  the  printing  of  a  larger  number. 

We  may  naturally  expect  that  druggists  will  push 
rubber  sundries  of  Canadian  manufacture  in  preference 
to  the  imported  article.  At  present  something  like  two 
million  dollars'  worth  are  imported  annually. 


The  easily  discouraged  clerk  who  shrinks  back  into 
his  shell  at  the  first  rebuff  from  a  customer  will  not 
be  the  one  to  increase  his  sales. 
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SMOKERS'  SUPPLIES,  CIGARS  and  TOBACCO 


The  Department  that  Attracts  the  Men  to  the  Drug  Store 


PUT  IN  TOBACCO  WINDOW  ON  SATURDAYS 

The  drug  department  of  the  Regina  Trading  Com- 
pany, of  Regina,  Sask.,  makes  a  big  feature  of  cigars 
and  tobacco,  and  finds  these  lines  profitable  ones.  The 
tobacco  counter  is  located  right  at  one  of  the  entrances, 
and  so  is  in  a  convenient  position  for  the  men  to  drop 
in  when  passing. 

On  Saturdays,  one  of  the  display  windows  is  devoted 
to  cigars,  tobaccos  and  kindred  lines,  the  idea  being  to 
get  trade  in  requirements  for  Sunday  smoking.  Mr. 
W.  Vanvalkenburg,  the  manager,  stated  to  The  Retail 
Druggist  that  they  find  it  profitable  to  devote  a  win- 
dow to  these  lines  on  Saturdays. 


HINTS  THAT  WILL  HELP  SALES. 

Smokers'  supplies  will  be  a  good  selling  line  for  the 
Christmas  trade,  and  the  druggist  needs  to  make  ar- 
rangements now  for  his  stock,  and  also  make  plans  as 
to  how  he  is  going  to  promote  their  sale.  Now  is  the 
time  to  get  ready. 

Make  Use  of  Window  Display. 

The  progressive  dealer  will  strive  to  feature  smokers ' 
supplies  in  some  special  way  during  the  next  month  or 
so.  fn  order  to  acquaint  others  than  passing  customers 
with  the  fact  that  you  carry  this  line  some  window 
space  should  be  given  over  to  this  display.  If  you  do 
not  feel  that  it  warrants  the  use  of  a  whole  window, 
a  small  display  may  be  arranged  at  the  side  or  rear. 
One  dealer  known  to  the  writer  has  a  shelf  at  the  rear 
of  one  of  his  windows  on  which  he  displays  pipes,  to- 
baccos, cigars,  etc. 

Enow  How  to  Say  It. 

There  is  a  great  deal  of  truth  summed  up  in  that 
time-honored  saying  that  it  is  not  so  much  what  a 
person  says  as  to  how  he  says  it.  This  is  particvdarly 
applicable  to  the  man  behind  the  cigar  counter.  To 
effect  sales  he  must  certainly  know  his  goods.  He  must 
know  their  good  points.  He  must  know  how  to  demon- 
strate them.  He  must  be  able  to  answer  the  customer's 
(|U6Stions.  But  with  all  this  knowledge  he  must  know 
how  to  say  what  he  has  to  say. 

Taking  Care  of  Show  Cases. 

Cigar  dealers  can  often  greatly  prolong  the  life  of 
their  show  cases  by  a  little  caution. 

Dealers  should  take  care  to  keep  the  wooden  parts 
of  their  eases  in  proper  condition,  for  even  the  cleanest 
glass  is  not  attractive  when  held  in  place  by  a  scratch- 
ed or  dingy  frame.  Scratches  of  the  slighter  sort  can 
be  usually  concealed  on  polished  wood  surfaces  by  the 
application  of  a  woolen  cloth  saturated  in  a  mixture 
of  linseed  oil  and  turpentine. 

Heat  or  contact  with  hard  or  heavy  bodies  causes 
small  cracks  to  appear  and  spread  rapidly.  If  not  al- 
most immediately  attended  to,  these  will  become  of 
practically  unconcealable  size.  The  best  way  of  pre- 
venting the  spreading  of  cracks  like  this  is  to  draw  a 


short,  deep  scratch  at  right  angles  to  them  with  a  glass 
cutter. 

Good  Service  in  the  Cigur  Store 

Service  depends  on  two  things,  the  use  of  eifieient 
methods  and  the  employment  of  efficient  men  behind 
the  cigar  counter.  It  is  not  necessary  to  enlarge  upon 
the  question  of  methods.  But  we  are  only  beginning 
to  realize  that  the  selection  and  training  of  employes  is 
a  work  which  demands  greater  attention  from  the 
business  man  than  it  has  hitherto  received,  whether  he 
has  but  one  assistant  or  several. 


SMOKERS'  HABITS  CHANGE  WITH  ADVANCE 
IN  YEARS 

Young  men,  very  young  men,  in  their  earlier  smok- 
ing days,  like  to  keep  the  ash  on  a  cigar  as  long  as  it 
will  stay.  Somebody  has  told  them  that  it  is  a  mark 
of  a  good  cigar  for  it  to  have  an  ash  that  does  not 
crumble  and  fall  off;  it  is  at  least  true  that  a  long  ash 
marks  the  cigar  as  one  made  with  a  long  filler. 

The  young  man  smoker  who  likes  to  see  the  ash  grow 
and  hang  on,  handles  his  cigar  with  great  care,  so  as 
not  to  joggle  it  off,  and  if  he  smokes  up  the  whole 
cigar  he  thinks  that  he  has  been  smoking  a  good  cigar 
and  that  he  is  a  good  smoker. 

As  he  grows  older  the  young  man  comes  to  be  a 
smoker  of  another  sort,  comes  to  be  careless  about  the 
ash.  He  flicks  the  ash  oif  his  cigar  jauntily.  Then  as 
be  grows  older  still  he  may  or  may  not  be  engrossed 
about  other  things  and  that  as  he  smokes  he  lets  the 
ash  accumulate,  to  drop  maybe  on  his  garments  and 
cover  thein  with  ashes. 

Still  later  in  his  life,  the  grown,  mature  man  is  likely 
to  knock  the  ash  off  his  cigar  at  frequent  intervals  to 
keep  it  down  short.  He  smokes  in  a  businesslike  way. 
he  doesn't  want  the  ashes  scattered  over  him.  But  as 
he  grows  older  yet,  when  he  comes  to  be  an  old  man,  he 
may  come  again  as  he  smokes  to  keep  the  ash  on  the 
cigar  as  long  as  he  can. 

You  may  see  the  old  man  smoking  a  cigar  thus,  hold- 
ing it  carefully  and  smoking  it  slowly  and  contempla- 
tively, looking  at  the  ash  occasionally  and  clearly  in- 
terested in  seeing  it  grow  just  as  he  did  when  he  was 
young.  Why  he  does  this  now  is  uncertain,  but  per- 
haps it  is  because  it  brings  back  memories  of  his  youth. 
-—Western  Tobacco  Journal. 


"A  SMILE." 

NOTHING  on  earth  can  smile  but  man.  Gems  may 
flash  reflected  light,  but  what  is  a  diamond 
flash  compared  to  an  eye  flash  and  a  mirth 
flash?  Flowers  cannot  smile;  this  is  a  charm  that 
even  they  cannot  claim.  It  is  the  prerogative  of 
man;  it  is  the  color  which  love  wears,  and  cheerful- 
ness and  joy;  these  three  It  is  a  light  in  the  win- 
dows of  the  face,  by  which  the  heart  signifies  it  is  at 
home  and  waiting.  A  face  that  cannot  smile  is  like 
a  bud  that  cannot  blossom,  and  dries  up  on  the  stalk. 
Laughter  is  day,  and  sobriety  is  night,  and  a  smile 
is  the  twilight  that  hovers  gently  between  both — more 
bewitching  than  either.-=-lIenry  Ward  Beecher. 
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GO  AFTER  THE  MEN'S  TRADE 

WITH 

FATIMA 

TURKISH  BLEND  CIGARETTES 


Distinctive 

in 

Flavor 


TUI?KISH 

\    ^  ■  MANUfACT 

HI       IMPERIAL  TOBACCO  COM 


I 

0 
h 


Distinctive 

in 

Package 


These  high-grade  Turkish  Cigarettes 
with  their  deHghtful  flavor — will  help 
you  to  win  the  trade  of  the  men  in 
your  neighborhood. 


Handled  by  all  the 
Wholesale  Trade 


OA   in  a  package    OC^ 
LV   to  Retail  for   LiDC. 
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Fancy  Goods,  Novelties  and  Photographic  Supplies 

A  Jepadmenl  of  means  and  methods  of  increasing  busirKss  in  photographic  sup- 
plies,  pennants,  playing  cards,   pens,  ink,  sporting   goods,    novelties,  china,    etc. 

1 

ARE  YOU  READY  FOR  THE  XMAS  TRADE  IN 
FANCY  GOODS 

THE  selling  season  for  Xmas  goods  is  all  but  here, 
.  and  it  is  now  time  that  the  dealer  had  all  his 
requirements  purchased  and  his  selling  cam- 
paign in  shape.  Too  many  dealers  do  not  secure  the 
greatest  possible  results  because  they  do  not  start  in 
early  enough.  A  representative  of  The  Retail  Drug- 
gist called  upon  a  dealer  in  the  middle  of  November 
last  year,  and  found  him  worrying  as  to  where  he  could 
secure  certain  goods  for  the  Christma.s  trade,  and  he 
wanted  them  right  away  because  they  were  fairly 
staple  lines,  and  he  had  already  received  some  enqiiiries 
regarding  them. 

Can  be  Shown  to  Advantage  Early 

Fancy  goods  and  novelties  can  be  displayed  to  ad- 
vantage quite  early.  People  are  always  interested  in 
them,  and  even  if  only  a  few  sales  are  made  during 
November,  they  are  brought  to  the  attention  of  people, 
and  they  know  where  to  come  when  they  want  them. 
Many  people  begin  to  make  mental  notes  of  where  they 
can  secure  certain  lines  a  considerable  time  before  they 
purchase. 

One  dealer  told  the  writer  last  year  that  while  he  be- 
gins to  show  goods  acceptable  for  Xmas  gifts  by  the 
middle  of  November,  he  does  not  put  all  his  stock  out, 
lieeping  a  few  novel  lines  in  reserve  until  nearer  Christ- 
mas, so  a&  to  be  able  to  brighten  up  his  stock. 

Lines  That  Will  Sell 

Among  the  big  selling  lines  for  Xmas  are  manicure 
sets,  combs  and  brushes,  mirrors,  perfumes,  etc. 

What  about  featuring  such  lines  as  thermos  bottles, 
electric  flashlights,  etc.? 

Fountain  pens  are  big  sellers.  Play  them  up  promi- 
nently in  your  ads.  and  displays. 

Many  a  woman  would  be  pleased  to  get  a  hot  water 
bottle  for  Christmas.    Don't  forget  to  suggest  this  line. 

Most  people  decorate  at  least  one  room  for  Christ- 
mas, and  this  requires  paper  bells,  stars,  colored  paper, 
etc.    Tree  decorations  will  also  be  in  demand. 

Fancy  leather  goods,  including  ladies'  fancy  hand- 
bags, enjoy  a  big  sale. 


DOLL  AND  TOY  ADVERTISEMENT 

R.  L.  Morgan,  druggist,  of  Lindsay,  Ont,,  ran  an  ad. 
last  year  he'aded  "About  dolls  and  toys."    It  read: 

If  you  want  to  give  your  child  cross-eyed  and 
erooked-eyed  dolls  and  cross-eyed  and  ugly-eyed  toy 
animals  don't  come  to  us  for  them,  we  have  none. 

The  tendency  of  a  child  to  imitate  should  make  one 
very  careful  in  the  selection  of  anjrthing  that  would 
tend  in  any  way  to  cause  injury  to  the  little  one,  and 
this  kind  of  plaything  most  assuredly  would. 

The  new  unbreakable  dolls  this  year  are  far  ahead 
of  any  it  was  our  privilege  to  show  last  season,  and 
when  you  give  a  child  one  of  these  dolls  you  give  some- 
thing that  will  not  cause  any  eye  defect,  but  something 


that  is  absolutely  unbreakable,  and  will  be  a  source  of 
pleasure  for  the  whole  year. 

We  invite  you  to  look  at  thes«  goods  before  pur- 
chasing. 

Watch  for  the  big  moving  window  attraction  next 
week. 

Here  for  toys,  dolls  and  games,  railway  trains,  alec- 
trie  and  steam  and  mechanical  toys  of  all  descriptions. 


CIRCUS  SETTING  FOR  TOY  WINDOW 

A  good  idea  that  was  used  by  a  dealer  last  year  in 
featuring  toys  in  the  window  was  that  of  a  circus 
setting.  The  window  was  handled  in  a  manner  that 
gave  a  remarkably  realistic  impression  of  the  inside 
of  a  circus  tent.  The  big  sagging  "canvas"  covered 
entirely  the  top  and  walls  of  the  window.  In  the 
middle  were  the  two  big  poles  with  their  clusters  of 
lights,  with  the  usual  ropes,  ladders,  etc.  Tn  the  middle 
of  the  back  was  the  entrance  to  the  "dressing  tent," 
and  from  this  a  path  led  to  the  ring,  where  an  eques- 
trian performance  was  going  on.  Outside  the  ring  the 
big  tient  parade  was  in  progress.  All  sorts  of  toy 
animals  were  shown  in  the  procession.  The  regulation 
seats  were  filled  with  dolls. 


MAINTAIN  INTEREST  IN  PHOTOGRAPHY 

At  this  time  of  the  year,  interest  in  amateur  photo- 
graphy begins  to  lag  to  some  extent.  Of  course,  sum- 
m,er  is  the  big  season  for  photography,  but  there  is  no 
reason  why  it  should  not  be  indulged  in  during  the  en- 
tire year.  There  are  just  as  pretty  scenes  and  as  beau- 
tiful settings  for  "snaps"  during  the  fall  and  winter 
as  during  the  summer.  This  sihould  be  impressed  upon 
the  public  by  dealers  who  wish  to  keep  their  phoio- 
graphic  department  busy  during  the  winter  months.  It 
will  not  only  help  the  sale  of  cameras  and  supplies,  but 
also  business  in  developing,  printing  and  enlarging. 

The  dealer  should  continue  to  give  these  lines  promin- 
ence. Seasonable  pictures  will  also  help  to  maintain 
interest. 


What  He  Wanted 

He  was  earnestly  but  prosily  orating  at  the  audience. 
"T  want  land  reform,"  he  wound  up,  "I  want  housing 
reform,  I  want  educational  reform,  I  want — " 

And  said  a  bored  voice  in  the  audience:  "Chloro- 
form. ' ' 


FEATURE  PLAYING  CARDS  AND  GAMES. 

NOW  that  the  cooler  weatheir  and  longer  e\-enlngs 
are  here,  indoor  amusements  will  be  indulged  in 
to  a  greater  extent.  There  will  be  more  card 
parties  and  playing  cards  will  be  in  demand.  Games 
wnll  also  be  required  to  entertain  the  children.  N'ow 
is  the^tame  to  put  these  lines  to  the  front  and  feature 
them  by  window  and  counter  display. 
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Our  Truthful  Experience 

The  sale  of  Christmas  Booklets — medium  priced  Calendars  and  Children*  Picture  and  Story  Books  is  not  affected  by 
dull  times.     They  evidently  take  the  place  of  more  expensive  gifts  that  are  bought  in  the  days  when  money  is  plentiful. 

Dealers  should  note  this,  and  keep  stock  up  to  concert  pitch,  also  display  well  this  class  of  goods.  We  can  supply 
up  to  the  last  minute  in  any  quantity : — 

CHRISTMAS  BOOKLETS— at  $2.00,  $4.50,  $7.50  and  $10.00  per  gross. 
CHRISTMAS  POSTCARDS— at  $5.00,  $10.00  and  $15.00  per  1.000. 
CALENDARS -at  $7.50  and  $11.50  per  gross. 

PATRIOTIC  BOOKLETS  AND  CALENDARS— at  $7.50  and  $1 1.50  per  gross. 
CHILDREN'S  PICTURE  BOOKS— at  $4.00,  $9.00,  $13.00  and  $18.50  per  gross. 

In  Paper  and  Linen. 

BOOK  TOYS— at  $22.00,  $33.00  and  $44.00  per  gross. 
TAGS,  SEALS  AND  CARDS— $1.00  per  carton  (36  envelopes). 
CALENDAR  PADS— at  $1.25  and  $2.25  per  gross. 

The  Valentine  &  Sons  United  Publishing  Co. 


444  St.  Paul  Street 

Also  at  TORONTO  WINNIPEG 


MONTREAL 

and  VANCOUVER 


LIMITED 


■  <^y^  jtL/Ai 

ialo*^ 

Wellington  Goods 

^  -^ 

sell  quickly  and  require  ' 

no      handling-      except 

handing  out.  Attractive 

show  cards  with  order 

Photo  Bookleu 
Free 

Wellington  * 
&Ward 

MniMTRF  Al 

J             ^ 

Plates 
Paper 

and 

Films 

Also  obtainable  from  the      ' 
National  Drug  &  Chem. 
iol  Co.    Ltd.    Montreal. 

WElLMi 

UMITEO 


The  great  wave  o(  pitriotism  that  i>  surging  ovei  the 
country    hai  created    an  unprecedented    demand  for 

PATRIOTIC  SONGS 


"  Soldiers  of  the  Kins." 

']  Private  Tommy  Atktna.*' 

"  It's  a  Long  Way  to  Tipperary  *' 

"We'll  Never  Let  the  Old  FUg  Fall.' 

(New  ions  of  sreat  merit) 
"  Call  of  ihe  Motherland." 

(New.  A  great  succeut 
"Canadian  Jack,"  and  many  others. 


We  have  all  the  popular  hits  in 
•toclc,  and  our  prices  enable  you 
to  make  from 


75  to 


100% 


Profit 


We    can    deliver  immediately. 
Write  us  to-day  and  stock  up. 


ANGLO-CANADIAN  MUSIC  COMPANY 

{.A»hdo  ^n*%  Maaic  5for«) 

144  VICTORIA  ST.  TORONTO 


TTiis  Sign 

is 

Electric 

Get  our 

Patriotic 
Prices 

With  Special  Discounta 


(kodaks 


Write  us    for  further  in- 
formation. 


257  King  St.,  West 


Toronto 
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HINTS  TO  BUYERS 

Nems  from  Manufacturers,  Jobbers, 
and  Agents 


fixtures  built  to  match  those  already  installed.  All 
were  designed  and  installed  by  Kent-McClain,  Limited. 
(Toronto  Show  Case  Co.) 


KENT-McCLAIN  AGAIN 

Mr.  J.  Garnet  Armstrong,  of  Lueknow,  Ont.,  has  put 
in  a  very  attractive  store.  The  fixtures  are  in  "Forest 
Green"  oak,  with  show  eases  of  the  popular  Dresden 
design,  as  made  by  Kent-McClain,  Limited  (Toronto 
Show  Case  Co.),  of  Toronto. 

MARVEL  WHIRLING  SPRAY  SYRINGE 

The  Marvel  Whirling  Spray  Syri'tge  is  not  cheap, 
but  it's  good.  You  can  guarantee  it.  The  manufac- 
turer stands  back  of  you. 

The  Marvel  is  compact — every  part  has  a  real  use.  Ft 
pays  you  a  good  profit.     Are  you  pushing  Marvels' 

HENRY  K.  WAMPOLE  &  CO. 

No  advance  has  been  made  in  the  preparations  of 
Henry  K.  Wampole  &  Co.  Druggists  are  advised  to 
stock  up  liberally  with  Wampole 's  cod  liver  oil  this 
month.  Tlieir  special  display  offer  expires  Dec.  1. 
They  have  a  striking  window  display,  including  a 
beautifully  lithographed  cut-out  in  nine  colors,  win 
dow  cards,  hangers,  etc. 

KENT-McCLAIN  AGAIN 

Mr.  J.  H.  Pountney.  of  Toronto,  has  opened  another 
store,  this  time  at  the  corner  of  Woodlawii  Ave.  & 
Yonge  St.  The  outfit  comprises  handsome  wall  fixtures 
and  Dresden  style  show  cases,  all  in  mahogany.  These 
were  installed  by  Kent-lMcClain,  Limited  (Toronto 
Show  Case  Co.). 

WARWICK  BROS.  &  RUTTER,  LTD 

The  shortage  of  gift  goods  from  European  markets 
is  going  to  mean  a  bigger  business  for  the  druggist  thi-^ 
year  in  moderate-priced  box  stationery.  Warwick 
Bros.  &  Rutter,  Ltd.,  of  Toronto,  have  manufactured 
an  entirely  new  line  of  nineteen  different  styles  to 
meet  this  demand,  retailing  from  25c.  to  $1.  Dmg- 
gist:s  should  get  in  touch  with  them. 

KENT-McCLAIN  AGAIN 

In  making  recent  extensive  store  improvements. 
Messrs.  J.  P.  Lamb  &  Co.  of  Athens,  Ont.,  have  added  to 
their  display  facilities  a  line  of  "Wedgewood"  show 
cases  in  golden  oak,  to  match  the  other  fixtures.  The 
"Wedgewood"  is  of  the  popular  design  and  is  built  by 
Kent-MeClain,  Limited.   (Toronto  Show  Case  Co.) 

DOMINION  TOY  MFG.  CO.,  LTD. 

The  druggist  should  now  mak<'  full  prepai-ations  for 
his  requirements  of  Christmas  tovs.  The  Dominion 
Toy  Mfg.  Co.,  Ltd.,  16M6.5  Queen  St.  E.  Toronto,  are 
equipped  to  make  eai'ly  delivery  of  all -orders  for  the 
holiday  trade.  Their  assortment  is  large  and  they  guar- 
antee satisfaction  in  eveiy  detail.  Dominion  toys  in- 
clude unbreakable  character  dolls,  stuffed  toy  animals, 
cowboj'  and  Indian  suits.  Dealers  should  write  foi- 
samples  and  prices. 

KENT-McCLAIN  AGAIN 

Mr.  W.  H.  Lee  has  recently  made  extensive  improve 
ments  to  his  Avenue  Road  store.     These  comprise  new 


W.  J.  GAGE  &  CO. 

W.  J.  Gage  &  Co.,  Ltd.,  who  manufacture  papeteries 
of  all  kinds,  and  own  the  Kinleith  Paper  Mills,  are  anti- 
cipating a  great  demand  for  both  their  Xmas  and  stock 
lines  owing  to  the  shortage  of  foreign  kniek  knacks  be- 
ing out  of  the  market  this  year,  and  the  fact  that  peo- 


No.  1397.— A  sample  of  the  Christmas 

stationery  of  W.  J.  Gage  &  Co., 

Toroni  o. 

pie  will  demand  serviceable  presents  and  less  expen- 
sive than  usual,  and  their  advice  is  that  the  wise  sta- 
tionery dealer  will  anticipate  this  demand.  We  think 
so,  too. 


INTERSTATE  ELECTRIC  NOVELTY  CO. 

Druggists  who  have  taken  ui)  eleeti'ic  flashlights  and 
electric  novelties  are  finding  them  a  good  selling  and 
profitable  line,  and  especially  will  they  be  in  demand 
for  the  Christmas  trade.  Dealers  will  be  interested  in 
the  fine  assortment  of  goods  suitable  for  Xmas  gif^s 
which  the  Interstate  Electric  Novelty  Co.,  of  220  King 
St.  W.,  Toronto,  is  showing.  Their  illustrated  booklet 
of  "Franco"  electric  novelties  will  be  sent  on  request. 
One  of  their  special  lines  for  Xmas  is  eleeti-ical  tree 
decorations.  These  may  be  had  for  connection  with 
either  house  or  battery  currents. 

A  feature  of  their  flashlights  is  that  they  are 
e((uipped  with  vulcanized  fibre  cases,  so  that  they  can- 
not short-circuit  when  in  contact  with  metal.  This  is 
something  that  will  be  appreciated  by  many  users, 
es])eeially  motorists,  who  fre<[uently  find  that  their 
flashlights,  left  in  the  tool  case  with  metals,  short-cur- 
cnit  and  burn  out. 

Every  druggist  will  be  interested  in  their  cigar 
lighters,  especially  those  who  have  cigar  departments. 
In  one  variety  which  they  are  showing,  the  liglit  is  pro- 
duced by  flint,  the  tip  of  the  lighter  being  covered  with 
asbestos  and  kept  in  a  compartment  with  gasoline  in  it. 

The  flint  produces  the  light,  the  asbestos  ignites,  and 
when  the  user  is  through  he  merely  puts  it  back  in  the 
holder,  extinguishing  the  light.  Druggists  who  are 
continually  handing  out  matches  to  smokers  will  find 
this  lighter  will  considerably  reduce  their  match  bills. 

Electric  candlesticks,  electric  ligtit  and  watch 
holdei's,  electric-lighted  alarm  clocks  and  a  patent  elec- 
tric alarm  which  only  awakens  the  one  using  it  are 
other  lines  of  intei-est  to  the  dniggist,  handled  by  this 
firm. 
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ALWAYS  USE 


UCK^ 

XMAS  CARDS 
CALENDARS 
POST  CAPDS 

BIRTHDAY  CARDS 
VALENTINE  CARDS 
EASTER  CARDS 
TOY  BOOKS 
ART  NOVELTIES 

Every  TUCKC&rd  and  other  publicdifiofv  be&r$  th» 
name  o/  fhe  Jirm  And  our  iSdse/6-Pd/ff/Te  Trade  M&rW 
00  NOT  BE  MISLED.  NONE  GENUINE  WITHOUT. 

RAPHAELTUCK&SONSCQLiNiTED 

9  S^ANTOINE  STREET 
MONTREAL 


TK#y  &r«  tK#  MOST 
WELCOMt.  ARTISTIC 
a.r\d     UP-TO-OATC. 

USED  BY  ROYALTY. 


Quality 


Service 


Interlake  Xmas  Lines 


There  is  a  great  demand  for  Decorative  Crepe  Paper, 
Crepe  Paper  Napkins,  etc.,  for  the  Xmas  festivities. 
Meet  it  this  season  with  Interlake  "better  quality"  goods. 

Decorative  Crepe  Rolls 

In  36  beautiful  shades.  Its  uniformity  of  creping  is 
particularly  advantageous  in  obtaining  the  best  results. 

Crepe  Paper  Napkins 

Made  from  highest  quality  pure  white  stock,  14x14 
inches.  Put  up  in  glassine  or  transparent  parchment 
sealed  envelopes. 

Write  your  wholesale  Druggist 
for  prices,  or  address 

Toronto  Office,  Telephone  Building 

Interlake  Tissue  Mills,  Limited 


Merritton 


Ontario 


ERAformulary 


5.000  FORMULAS 
FOR  DRUGGISTS 


New  and  Enlarged  Edition 

NOW  READY 

Here  is  the  best  book  of 
the  kind  we  know  of.  Here 
are  the  best  formulas  avail- 
able, all  under  the  covers  of 
one  book. 


THE  ERA   FORMULARY 
5000    Formulas    for    Druggist* 

The  contents  are  divided  into  nine  parts  as  follows  : 
Part  1  — Unofficial  Pharmaceutical  Preparations  (800  formulas). 
Part  2 —  Proprietary     Preparations,     Patent    Medicines,    etc.    (417 

lormulas). 
Part  3 — Toilet  Preparations  ( 1 0 1 3  formulas). 
Part  4 — Veterinary  Remedies  (456  formulas). 
Part  5— Family  Medicines  (722  formulas). 

Part  6 — Household  Formulas,  Domestic  Receipts,  etc.  (495  formulas). 
Part  7 — Technical  Formulas.  Industrial  Processes  etc.  (389  formulas). 
Part  8 — Paints.  Varnishes,  Floor  Stains,  etc.  (202  formulas). 
Part  9 —  Miscellaneous  and  Unclassified  (456  formulas). 


For  $5.00  you  can  have  a  good 
formula  for  anything  you   want. 


The  Retail  Druggist 

32  Colborne  St.,  Toronto 
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Send  us  Samples,  with  Particulars 
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We  WiU  Supply  You 


J.  G.  INGRAM  &  SON 

{English  Manufacturers) 

HACKNEY  WICK,  LONDON,  ENGLAND 

ESTABLISHED  OVER  60  YEARS 


Corson's 
Perfumes 
and  Toilet 
Requisites 

Ar*  of  the 
Highett  Standard 


They  are  made  in  the 
laboratories  of  the  only 
Canadian  House  exclu- 
sively engaged  in  making 
Perfumes  and  Toilet  Re- 
quisites. ^  Your  orders  will 
receive  prompt  attention. 

Sovereign  Perfumes 

Limited 

Toronto 


RHEUMATISM    CURED 

THE  BEST  REMEDY  IN  THE  WORLD  FOR 
RHEUMATISM,   GOUT,   LUMBAGO,   SCIATICA,    NEURALGIA. 

BLAIR'S    GOUT    PILLS 

If  you  suffer  from  any  of  these  complaints  try  the»e  celebrated  pilli. 

Perfectly  safe,  sure  and  effectual.    Thousands  can  testify  to  this  statement. 

Proprietor*  —  Prout  &  Harsant,    229  Strand,   London,   Eng, 


IF  you  know  a  Druggist  who  is 

not  receiving  The  Retail  Druggist  as  a 
Subscriber  you  will  favour  the  Publishers  by 
sending  the  address  to  32  Colborne  St.,  Toronto 


A.  De  St.  Dalmas  &  Co. 


MAKERS  OF 


Adhesive  Plaster 

Belladonna  Plaster 
Hospital  Strapping 
Porous  Plasters 

Rubber  Adhesive  Plaster 

Menthol  Plasters 
Kidney  Plasters 
Mustard  Leaves 
Corn  Plasters 

and  all  kind*  of 

Medicated  Plasters 


Leicester  (England) 

Contractors   to  his  Majesty's  Government 
Agents: — SharUnd  &  Co.,  27  Common  St.  Montreal 


MirML  mnjwn 


D.   O.   McKINNON 

PNtSIOBNT 
W.   L.    EDMONDS 

VICS-PRBSIDKNT    AND 
CONTRiaUTINO    EDITOR 


Published  thi  riR«T  or  Each  Month  by 

The  Commercial  Press,  Limited 


J.  C.  ARMER 

VICB-PRESIDINT    AND 
MANAaCN    OF   TCCHNICAL 
PAPERS 


WESTON   WRIOLEY 

VICE-PRESIDKNT    AND 
MANAGER    OF  TRADE    PAPERB 

WM.  J.   BRYANS 

EDITOR 
DONALD   McKINNON 

ADVERTISING     MANAGER 


GEO.   H.   HONSBERGER. 

ONTARIO    REPRESENTATIVE 


32  Colborne  Street,  Toronto 

Next  King  Edward  HoUl 

F.  C.   D.  WILKES,  70*  U~,TV  .u,.D,.a.  mcht„*.  E.  J.  MacINTYRE.  Room   „5».  .22  8.  «.c»,o.n  avs.ue.  CHICAGO 

Subscription  rate,  Canada  and  Great  Britain,  $1.00  per  year;  United  States.  $1.50  per  year. 


Volume  One 


TORONTO,   DECEMBER,   1914 


NuMUER  Twelve 


Speed  Up  on  the 
Last  Lap. 


"We  are  now  on  the  last  lap  of  the 
year's  race,  and  it  hehooves  us 
to  make  a  spurt  from  now  until 
the  finishing  tape  is  reached.  Every  sprinter  in  the 
long-distance  contest  knows  the  value  of  speeding  on 
the  home  stretch.  It  often  means  the  winning  of  the 
race.  And  in  the  same  way,  going  after  business  with 
a  full  head  of  steam  during  the  last  lap  of  the  business 
year,  frequently  serves  to  bring  the  dealer  in  a  winner. 
The  year  was  started  with  a  certain  ideal  in  the  mat- 
ter of  sales  that  it  was  hoped  to  attain  during  1914. 
There  have  been  certain  contingencies  that  have  tend- 
ed to  interfere  in  some  degree  with  business  during  the 
latter  part  of  the  year,  but  on  the  whole  things  have 
been  satisfactory,  and  a  spurt  on  the  home  stretch  will 
serve  to  put  a  good  finishing  touch  to  the  year's  busi- 
ness. 

There  is  good  reason  for  making  a  strong  bid  for 
trade,  for  the  tail  end  of  the  year  affords  excellent  op- 
portunities to  the  dealer  who  is  prepared  to  go  after 
business  in  an  aggressive  manner.  All  the  final  pre- 
parations for  Christmas  and  New  Year  are  yet  to  be 
made,  and  this  means  business  for  the  retailer,  and 
especially  to  the  retailer  who  is  determined  to  get  his 
full  share  of  the  business  that  is  going. 

Tt  is  certainly  no  time  to  slacken  efforts,  for  even  ad- 
mitting the  fact  that  people  may  be  more  economically 
inclined  this  year,  that  is  all  the  more  reason  why  even 
greater  efforts  should  be  made  to  induce  sales.  Like 
the  soldiers  who  are  battling  for  us  on  the  fields  of 
Europe,  we  should  be  spurred  on  to  even  greater  effort 
when  anything  arises  that  might  tend  to  stay  our  pro- 
gress. That  is  the  true  British  spirit  for  both  soldier 
and  business  man. 

•     •     •     • 

Up  on  Your  Toes.  This  is  a  time  when  the  whole 
staff  of  the  store,  from  proprietor 
down  to  errand  boy,  wants  to  be  "up  on  their  toes." 
From  now  until  the  end  of  the  year  is  a  season  when 
a  larger  amount  of  money  is  expended  than  during  any 
other  period  of  similar  length.  Someone  is  going  to  get 
the  business,  and  it  is  hardly  necessary  to  state  that  it 
is  the  store  that  goes  after  trade  in  the  most  aggressive 
manner  that  is  going  to  corral  the  greatest  portion. 


Down  at  the  resort  where  I  spent  my  holidays  last 
summer  was  a  man  who  was  particularly  successful^  at 
fishing.  My  own  lack  of  success  in  this  direction 
caused  me  to  make  a  study  of  his  methods,  and  T  found 
thajt  one  of  the  principal  reasons  he  caught  so  many 
fish  was  that  he  selected  those  times  when  the  fish 
were  in  the  habit  of  biting.  The  time  to  catch  fish  is 
when  the  fish  are  biting,  and,  likewise,  the  time  to  catch 
trade  is  when  the  people  are  buying. 

Now  is  that  particular  time,  and  the  dealer  and  his 
staff  all  want  to  be  "up  on  their  toes."  There  is  busi- 
ness  to  be  secured,  and  it  is  the  store  that  makes  the 
beet  bid  for  it  that  is  going  to  secure  the  greatest 

share. 

•    •    •    • 

Get  Co-operation         Enthusiastic    and   whole-hearted 
of  Clerks.  co-operation  of  clerks  is  a  valu- 

able factor  in  the  achieving  of 
the  best  results  in  any  retail  store.  The  dealer  who  is 
not  getting  this  co-operation  is  losing  a  good  deal,  and 
the  unfortunate  part  of  it  is  thajt  it  could  often  be  se- 
cured if  the  dealer  himself  would  only  put  forth  an 
effort  to  get  his  staff  interested  in  the  store  and  pulling 
with  him  for  the  accomplishment  of  the  best  results. 

Just  about  this  time  last  year  a  dealer  found  that 
his  sales  for  the  year  were  going  to  fall  short  of  his 
anticipated  total  unless  they  took  a  decided  spurt  dur- 
ing the  last  month  of  the  year.  Realizing  this,  he 
called  a  conference  of  his  sales  staff  and  explained  to 
them  the  exact  situation  of  affairs,  pointing  out  what 
would  have  to  be  done  in  order  to  cause  the  year's 
sales  to  come  up  to  the  ideal  set  at  the  beginning  of  the 
year.  Then  he  put  the  proposition  up  to  them:  "Can 
we  do  this  during  the  last  month t  Are  you  willing  to 
work  with  me  in  a  grand  effort  to  make  the  grade  t" 
And  the  answer  came  back,  "Yes." 

All  the  clerks  were  extremely  pleased  that  their  em- 
ployer had  taken  them  into  his  confidence,  and  his  ad- 
mittance that  he  was  mot  the  whole" works,"  but  that 
they  were  important  factors  also  in  the  store's  work. 
They  tackled  the  task  with  enthusiasm,  and  many  were 
the  suggestions  for  increasing  business  that  they  pro- 
posed on  his  invitation.  A  friendly  rivalry  in  the  mat- 
ter of  sales  sprang  up.  Different  clerks  weru  given 
charge  of  different  windows  and  vied  with  one  another 
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in  turning  out  displays  that  would  sell  the  most  goods. 
Sales  did  show  a  decided  spurt  during  the  month,  a 
tab  being  kept  on  them  from  day  to  day  to  see  »vhat 
increase  was  being  made.  To  make  a  long  story  short, 
their  aim  was  attained  and.  in  addition,  a  spirit  of  co- 
operation was  worked  up  among  the  clerks  that  con- 
tinued to  show  its  value  in  increased  sales  from  month 
to  month. 

*     *     «     * 

Country  Peddling  In  some  sections  of  the  United 
by  Retail  Druggists.  States,  a  few  druggists  have  in- 
augurated a  wagon  branch  to 
their  business — sending  a  wagon  out  through  the  rural 
sections  to  sell  goods.  They  claim  that  they  have  been 
forced  into  this  business  by  peddlers  who  flood  the 
country,  and  who  are  getting  a  portion  of  the  business 
that  justly  belongs  to  the  pharmacist.  They  further 
claim  that  it  is  needed  as  a  weapon  against  the  compe- 
tition of  the  large  medical  companies  and  mail  order 
houses. 

Is  this  a  step  forward  or  backward  in  retail  drug 
merchandising?  Some  years  ago,  many  country  grocers 
in  Canada  made  a  practice  of  having  rural  wagon 
routes,  but  with  the  advance  in  merchandising,  these 
have  pretty  well  disappeared.  Speaking  without  ex- 
act knowledge  of  conditions  that  may  exist  in  the 
Northwestern  States,  where  the  plan  seems  to  be  re- 
ceiving the  most  consideration,  we  believe  it  is  stray- 
ing too  far  away  from  the  accepted  lines  of  drug  re- 
tailing and  will  tend  to  somewhat  cheapen  the  profes- 
sion in  the  eyes  of  the  general  public.  Besides,  one 
must  realize  on  a  moment's  thought  that  it  will  tend  to 
promote  the  very  thing  that  druggists  are  trying  to 
overcome — the  sale  of  medicines  and  other  lines 
through  peddlers.  It  is  getting  the  farmer  in  the  habit 
of  buying  from  peddlers— and  this  is  bad  business. 

In  addition  to  this,  we  believe  that  the  dealer  will 
find  it  difficult  to  make  the  wagon  business  profitable. 
It  requires  a  considerable  initial  investment,  and  a  good 
deal  to  maintain  in  operation  afterwards.  One  drug- 
gist who  advocates  wagon  business  in  an  article  in  the 
Northwestern  Druggist  points  out  the  necessity  of  leav- 
ing a  good  deal  of  goods  on  approval.  This  tendency  to 
give  people  the  habit  of  buying  goods  on  approbation 
is  another  objectionable  feature. 

Indeed,  the  farther  one  probes  into  the  subject,  the 
more  objections  there  are  that  come  to  light.  We  think 
the  time  and  money  could  be  spent  to  better  advantage 
in  developing  business  along  present  lines — attracting 
the  people  to  the  store,  and  featuring  the  many  side- 
lines prominently. 


Guard  Ag^ainst 
Fires. 


The  yearly  loss  through  fires  is 
enormous,  and  it  is  regrettable 
that  in  this  regard  Canada 
ranges  exceedingly  high.  At  this  season,  especially, 
when  cold  weather  necessitates  heavy  fires  for  heating 
purposes,  fires  become  altogether  too  numerous.  There 
is  no  doubt  that  the  proverbial  "ounce  of  prevention" 
would  do  much  to  lessen  the  loss. 

Merchants  should  take  every  possible  precaution 
against  fires.  Only  safe  heating  appliances  should  be 
used  and  they  should  be  frequently  inspected.  Reli- 
able persons  only  should  have  charge  of  the  firing  of 
furnaeesor  other  heating  apparatus. 

CleanHness  is  one  of  the  greatest  preventatives  of 
fire.  Cities  that  have  carried  on  a  cleaning-up  cam- 
paign have  found  this  to  be  true.  Rubbish  and  waste 
paper  should  not  be  allowed  to  accumulate.     Ashes 


should  be  placed  in  metal  receptacles  instead  of  wood- 
en boxes  or  barrels,  as  is  a  common  practice. 

Clerks  should  be  instructed  to  be  careful  of  matches. 
One  misused  match  may  mean  the  destruction  of  thous- 
ands of  dollars'  worth  of  goods  and  property.  Elec- 
tric wiring  is  another  thing  that  needs  attention.  We 
frecjuently  hear  of  fires  being  caused  by  improper  in- 
stallation of  electric  lights.  Flimsy  decorations  should 
be  eliminated.    Every  precaution  should  be  taken. 

This  may  seem  somewhat  of  a  sermon,  but  it  is  all 
worthy  of  the  attention  of  the  dealer.  It  costs  money 
to  be  burned  out,  whether  insured  or  not,  from  loss  of 
business. 

•     •     •     • 

Make  Friends  Personality   plays   an   important 

of  Customers.  part  in  business  to-day.    It  is  the 

man  behind  the  store  that  deter- 
mines to  a  larger  extent  the  patronage  of  the  establish- 
ment. People  like  to  deal  at  a  store  where  friendliness 
is  mixed  with  business.  They  like  to  be  regarded  in 
the  light  of  a  friend  as  well  as  of  a  customer.  It  makes 
the  store  popular  with  customers — binds  them  to  it  with 
a  bond  that  is  strong  and  not  easily  severed. 

Don't  strut  about  the  store  with  an  over-dignified 
appearance.  Too  many  merchants  are  long  on  dignity 
and  short  on  popularity.  It  should  not  be  forgotten  by 
the  dealer  that  he  depends  upon  the  public  for  his 
trade,  and  to  win  success  he  must  win  customers — cus- 
tomers that  come  not  only  once  but  return  again  and 
again.  The  merchant  must  put  his  own  likes  and  dis- 
likes into  the  background  and  study  the  things  that 
will  please  his  customers. 

Especially  in  the  smaller  towns,  the  public  demand  a 
spirit  of  friendliness  and  service  on  the  part  of  the 
dealer.  They  expect  you  to  exchange  goods,  make 
good  all  losses,  extend  many  courtesies,  visit  with  them, 
advise  them  in  time  of  trouble,  write  letters  for  them, 
etc.  All  these  things  the  wise  merchant  aims  to  do, 
and  does  in  a  manner  that  makes  him  popular  with  his 
trade. 


SHORT  NOTES  FROM  THE  EDITOR'S  PEN. 

Now  for  the  Xmas  trade. 

•  *     • 
Pull  hard  on  the  home  course. 

•  •     • 
Make  the  windows  work  full  time. 

•  •     * 

A  slovenly  window  indicates  a  shiftless  dealer. 

•  •     • 

Be  a  live  wire  and  you  won't  be  stepped  on. 

•  *     • 

Make  the  cash  register  play  a  lively  Christmas  tune. 

•  •     • 

Get  people  imbued  with  the  Christmas  spirit.  It 
makes  free  spenders. 

•  •     • 

In  addition  to  other  notes  that  are  now  due  is  the 
snow  bird's. 

•  •     • 

It  is  not  what  the  customer  comes  in  for,  but  what  he 
goes  out  with  that  counts. 

•  «     • 

Now  is  the  time  to  swing  to  the  front  those  lines 
which  do  battle  with  and  relieve  coughs,  colds  and  asso- 
ciated ailments. 

•  •     • 

If  all  dreams  came  true,  some  fellows  would  make 
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ffood  progress  in  business.     Too  many,  however,  are 
long  on  dreams  and  short  on  actual  endeavor. 

•  •     • 

Shakespeare  said  that  some  men  are  born  to  great- 
ness and  some  achieve  it.  It  might  be  added  to  his  mor- 
alizing that  some  grow  great  by  advertising. 

•  •     • 

Loolv  forward  to  the  annual  stocktaking  and  inven- 
tory at  the  first  of  the  year.  Hints  and  suggestions  on 
how  best  to  handle  this  important  work  will  be  given 

in  our  next  issue. 

•  •     • 

Competition  is  a  hoodoo  with  mgny  a  business  man 
because  he  confuses  competition  with  competitors.  The 
activities  of  his  fellow-dealer  should  not  blind  the  mer- 
chant to  the  wants  of  his  customers. 

•  •     • 

On  complaints  that  various  confections  in  which 
whiteness  is  desired,  and  so-called  "marshmallows"  in 
particular,  frequently  contain  notable  amounts  of  sul- 
phurous acid,  the  Inland  Revenue  Department  exam- 
ined 93  samples.  Dangerous  excess  of  sulphurous  a«id 
was  not  found  in  any  samples.    Use  this  fact  to  promote 

sales. 

•  •     • 

Many  dealers  wish  to  remember  their  clerks  at 
Christmas  time  by  some  small  gift.  The  dealer  can 
hardly  give  the  clerk  a  more  suitable  gift  than  a  year's 
subscription  to  a  good  trade  paper.  It  is  something 
that  will  be  greatly  appreciated  by  any  ambitious  clerk 
who  desires  to  make  headway  in  the  business,  and  is  a 
good  gift  from  the  dealer's  standpoint,  because  it  will 
make  the  clerk  a  more  valuable  employe. 

•  •     • 

We  have  an  enquiry  from  an  Ontario  suhscriber  this 
month  as  to  whether  it  is  necessary  to  keep  his  certifi- 
cate tacked  up  where  everyone  can  see  it.  The  Phar- 
macy Act  decrees  that  he  must,  but  aside  from  the  legal 
necessity  of  it,  we  believe  it  is  good  business,  as  it 
drives  home  to  customers  who  visit  the  store  that  the 
dealer  is  a  fully  (|ualified  man,  and  in  purchasing  drugs 
and  prescriptions,  this  is  one  thing  that  the  customer 
wants  to  feel  sure  of. 

•  •     • 

Insurance  policies  should  be  carefully  read  to  see 
that  they  really  protect  in  the  anticipated  manner. 
Conditions  set  forth  should  be  complied  with.  For  in- 
stance, if  you  are  insured  in  more  than  one  company, 
look  over  your  policies  and  see  that  they  read  concur- 
rently— that  the  description  of  your  stock  and  premises 
is  the  same  in  each  polic.y — and  that  each  has  notice  of 
the  insurance  carried  by  the  others.  This  latter  is  an 
important  point,  because  in  the  past  it  has  been  an  ar- 
gument for  non-payment  by  some  companies. 

•  •     • 

To  increase  the  interest  of  its  salesmen  in  cash  sales, 
a  United  States  retail  firm  has  adopted  a  daily  honor 
roll  system.  A  wooden  frame,  about  12  by  18  inches, 
is  fitted  with  a  panel  back  and  equipped  with  small 
door  buttons.  "When  the  register  checking  is  complet- 
ed each  day,  the  name  of  the  salesman  whose  total  of 
cash  sales  is  the  highest  is  written  on  a  piece  of  paper 
and  fastened  to  the  frame  by  means  of  the  door  but- 
tons. It  is  said  that  this  method  has  increased  the  in- 
terest of  the  salesmen  in  the  business.  A  friendly  rival- 
ry is  noticeable  among  the  men,  and  the  result  has  been 
to  increase  the  number  of  suggested  sales  to  an  appre- 
ciable extent. 


What  About  Maximum  Selling 
Prices  for  Patent  Medicines? 


SHOULD  the  Department  of  Inland  Revenue  in  i»- 
suing  certificates  of  registration  for  patent  medi- 
cines, set  a  maximum  figure  at  which  such  regis- 
tered patent  medicines  should  be  sold?  This  was  a 
question  brought  up  by  a  pharmacy  official  in  a  recent 
conversation  with  The  Retail  Druggist. 

This  official  has  given  a  good  deal  of  thought  to  the 
question,  but  the  immediate  cause  for  his  declaration 
that  such  should  be  the  case  was  a  recent  instance 
brought  to  light  of  a  patent  medicine  for  which  the 
public  was  being  charged  $5,  and  which  was  said  to 
cost  only  24  cents  to  manufacture.  It  might  be  stated 
that  the  patent  medicine  in  question  was  not  being  sold 
through  the  druggist,  but  direct  to  the  public,  and  by 
means  of  extensive  advertising  with  strong  claims  as  to 
its  curative  properties,  an  enormous  quantity  was  being 
sold  at  this  big  profit. 

The  official  in  question  declared  that  it  was  a  serious 
weakness  in  the  Patent  Medicine  Act  that  the  public 
should  be  imposed  on  by  the  charging  of  such  an  ex- 
orbitant profit  on  any  line.  The  druggist  on  first 
thought  might  he  inclined  to  think  that  this  is  a  matter 
of  purely  public,  and  not  of  trade,  interest.  On  second 
consideration,  he  will  realize  that  it  is  of  direct  inter- 
est to  him.  He  should  certainly  lend  his  influence 
wherever  possible  to  see  that  the  public — his  customers 
— are  not  imposed  upon  by  exorbitant  profits.  There 
is  frequently  heard  a  wail  from  the  consuming  public 
about  the  long  profits  secured  on  drugs  and  associated 
lines.  While  it  is  true  that  these  complaints  are  fre- 
quently unwarranted,  members  of  the  drug  trade  should 
do  all  they  possibly  can  to  minimize  the  complaints  on 
this  score  without  clipping  their  profits  below  the  mar- 
gin at  which  they  can  profitably  sell  goods. 

The  instance  cited  certainly  causes  one  to  believe 
that  the  Act  should  give  consideration  to  this  question. 
The  numher  of  cases  in  which  there  is  need  of  it  is  com- 
paratively few,  because  reliable  and  established  firms 
selling  through  the  retail  drug  trade  will  be  found  to 
charge  only  fair  prices  for  their  goods,  but  it  is  to  pre- 
vent unscrupulous  firms  that  occasionally  do  come  into 
existence  from  getting  profits  that  are  beyond  reason, 
that  there  seems  need  of  legislation  along  this  line. 

There  is  no  doubt  that  the  method  to  be  followed  in 
setting  a  proper  maximum  price  for  patent  medicines 
would  be  a  difficult  one  to  determine,  because  there  are 
some  cases  in  which  a  much  larger  profit  is  necessary 
or  is  justified  than  in  others.  For  one  thing,  when  the 
sale  of  an  article  is  limited,  it  is  sometimes  necessary  to 
get  a  larger  margin  in  order  to  make  the  business  pro- 
fitable. Then,  again,  for  instance,  if  a  man  spends 
years  of  study  in  discovering  or  perfecting  a  prepara- 
tion, aside  from  the  actual  cost  of  manufacturing  it  he 
is  justified  in  getting  something  for  the  time  spent  in 
discovering  or  perfecting  it. 

Because  circumstances  would  have  to  be  taken  into 
consideration,  the  defining  of  the  method  of  arriving  at 
a  maximum  price  for  goods  would  be  complicated. 
Aside  from  that  difficulty,  however,  which  should  not 
be  an  insurmountable  one.  there  seems  good  reason  for 
the  Inland  Revenue  Department  giving  consideration 
to  the  point  brought  up  by  this  pharmacy  official. 

We  would  be  pleased  to  receive  the  opinions  of  other 
men  connected  with  the  drug  tra(?e  on  thiq  question. 
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Make  the  Most  of 

the  Xmas  Trade 

EXTRA    EFFORT   WILL    BRING    YOU    IN    A    WINNER 


A  SUPREME  effort  should  be  made  by  every  dealer  to  reap  as  richly  as 
possible  from  the  Christmas  trade  that  is  now  looming  up  so  promi- 
nently. In  past  years,  the  last  month  has  always  proved  the  record  one 
of  the  year  in  point  of  sales,  and  there  is  no  reason  why  history  should  not  re- 
peat itself  this  year,  especially  if  the  dealer  does  not  allow  his  interest  in  the 
war  to  overshadow  that  in  his  business. 

The  demand  for  goods  is  not  a  set  quantity  by  any  means,  but  can  be 
increased  to  a  considerable  extent  by  intelligent  merchandising  methods  on 
the  part  of  the  dealer  and  his  clerk.  There  is  no  season  in  which  this  is  more 
true  than  the  one  we  are  now  in  the  midst  of,  so  that  it  behooves  every  mem- 
ber of  the  staff  to  draw  on  his  or  her  reserve  strength,  ability  and  enthusiasm 
in  a  grand,  united  bid  for  Christmas  business. 

The  display  window  should  be  made  to  work  full  time  from  now  until 
the  end  of  the  festive  season.  It  is  probably  the  cheapest  medium  that  the  re- 
tailer has  at  his  disposal  of  interesting  people  in  his  store  and  selling  goods. 
It  should,  therefore,  be  worked  to  the  full  limit,  displays  being  changed  fre- 
quently and  time  and  attention  given  to  turning  out  windows  of  a  character 
that  will  have  the  greatest  selling  power. 

The  display  window,  however,  should  be  supplemented  during  the 
Christmas  campaign  by  a  liberal  amount  of  printers'  ink  advertising.  A  big 
amount  of  trade  is  passing,  and  while  the  window  will  catch  a  good  deal  of  it, 
the  dealer  should  put  out  more  than  one  line  in  his  effort  to  make  the  largest 
possible  catch.  The  attention  of  people  who  probably  never  visit  your  store, 
and  but  infrequently  pass  it,  can  often  be  secured  by  advertising.  This  is  es- 
pecially true  at  Christmas  time,  when  everyone  is  in  the  lookout  for  suitable 
Xmas  goods.  , 

The  merchant  should  put  forth  every  effort  to  have  the  Christmas  spirit 
permeate  the  store,  and  the  earlier  he  can  introduce  it,  the  more  advantageous 
it  will  be  to  him,  because  the  Christmas  spirit  induces  freer  spending  of  money. 
The  more  Christmas  spirit  the  dealer  has  about  his  store  and  in  his  advertise- 
ments, the  greater  will  be  the  results. 

A  good  deal  of  space  was  given  over  in  our  last  issue  to  methods  that 
the  druggist  can  use  to  good  effect  in  working  for  a  record  Christmas  trade. 
Further  hints  and  suggestions  are  given  in  this  issue.  The  sidelines  should  be 
featured  strongly  from  now  until  the  end  of  the  year.  It  is  at  this  time  that  the 
druggist  finds  the  greatest  demand  for  the  various  sidelines.  It  should  be  as- 
certained that  stocks  are  in  good  shape.  Then  the  full  force  of  selling  agents 
should  be  swung  into  play  in  a  grand  bid  for  the  biggest  trade  yet  experienced. 
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Pointed  Suggestions  for  Going  After  Xmas  Business 

Hints  for  the  final  campaign  put  up  in  short  form  for  the  busy  dealer 


JUST  before  the  players  take  their  place  in  the  game 
for  the  last  quarter,  some  hints  and  suggestions 
are  generally  handed  out  to  them  as  to  how  to  play 
to  accomplish  the  best  results  during  the  last  period. 
These  hints  are  necessarily  short  and  to  the  point.  The 
players  are  expected  to  use  their  best  judgment  and 
efforts  in  carrying  them  out.  In  the  same  way,  now,  on 
the  eve  of  the  last  round  for  Christmas  trade,  we  give 
some  hints  and  suggestions  in  short  form  for  the  as- 
sistance and  guidance  of  the  husy  dealer. 

LINES  TO  FEATURE  PROMINENTLY. 

Books,  stationery  and  associated  lines  are  always  in 
big  demand  for  gift  purposes. 

This  is  the  season  when  the  biggest  trade  of  the  year 
is  possible  in  cigars  and  smokers'  sundries.  See  that 
you  get  your  share  of  this  trade. 

Cameras  make  ideal  Xmas  gifts.  A  sale  of  a  camera 
means  more  trade  in  supplies  and  developing  in  the 
future. 

Postcards  may  seem  an  incidental  line,  but  they  pay 
a  good  profit,  and  also  attract  customers  to  the  store. 

This  is  the  harvest  season  in  fancy  goods  and  novel- 
ties, of  which  a  wide  variety  is  sold  in  the  drug  store. 
They  should  be  played  up  strong. 

The  last  week  before  Christmas  sees  a  big  demand  for 
chocolates  and  confectionery.  Demand  is  not  a  set 
quantity,  but  can  be  increased  by  proper  effort. 

Goods  of  a  patriotic  nature  will  sell  well  this  Christ- 
mas.   Swing  them  to  the  front. 

A  lengthy  list-of  other  lines  that  should  be  pushed  for 
Xmas  will  be  found  elsewhere  on  this  page.  Read  it 
over. 

WHAT  TO  DO  FOR  MORE  TRADE. 

There  will  be  a  bigger  demand  for  Christmas  goods 
of  a  useful  nature  this  year.  These  can  be  pushed  to 
advantage. 

In  this  connection,  why  not  suggest  hot  water  bot- 
tles to  the  men  as  presents  for  their  wives. 

A  fountain  pen  makes  an  ideal  gift  for  man  or  wo- 
man, boy  or  girl. 

Suggest  the  idea  of  subscriptions  to  magazines  and 
newspapers  as  good  Xmas  gifts. 

Don't  forget  to  feature  such  lines  as  thermos  bottles, 
electric  flashlights,  cigar  lighters,  etc. 

Decorations  for  rooms  and  for  Xmas  trees  will  be  in 
demand  to  give  the  Christmas  setting  to  the  home. 

If  extra  help  is  necessary  to  handle  the  Xmas  rush, 
don't  neglect  to  get  it.  Be  careful  in  the  selection  of 
extra  clerks. 

A  dealer  with  a  toy  department  hired  a  dependable 
boy  to  demonstrate  mechanical  toys.  There  was  no 
reason  for  customers  trying  to  figure  out  how  to  work 
them,  and  this  frequently  breaks  many. 

CHRISTMAS  SELLING. 

Proper  display  of  merchandise  has  much  to  do  with 
the  success  of  Christmas  selling. 

Everything  should  be  kept  in  plain  sight.  Plenty  of 
price  tickets  should  be  used.  They  will  help  in  the 
selling. 


Use  lots  of  decorations.  The  store  should  radiate 
Christmas  from  the  front  to  the  rear. 

Try  to  arrange  your  fixtures  so  as  to  give  your  cus^ 
tomers  as  much  room  as  possible.  The  more  room  you 
have,  the  more  eomfortatole  your  store  is,  and  the  bet- 
ter results  you  will  get. 

HOLIDAY  LIGHTING. 

In  many  show  windows  during  the  Christmas  season 
the  incandescent  electric  light  bulbs  that  are  used  in 
decoration  are  half  worn  out  and  the  .illumination  is 
weak.  A  pale  yellow  cast  is  the  general  effect.  It 
would  be  to  the  benefit  of  such  dealers  to  replace  the 
worn  out  bulbs  with  new  ones,  and  thus  give  a  brilliant 
and  clear  effect  to  the  entire  store. 

CHRISTMAS  PACKAGES. 

A  retailer  cannot  be  too  careful  in  wrapping  up 
packages  at  Christmas  time.  The  general  appearance 
of  a  store,  too,  the  handling  of  customers,  and  the 
decorations  and  incidentals  that  conform  with  the  sea- 
son, all  these  signify  that  a  retailer  will  be  well  paid 
for  this  extra  effort  if  he  aims  in  the  right  direction. 

HINTS  FOR  "HER"  AND  "HIM." 

J.  N.  C.  Hill,  druggist  and  stationer,  of  619  First 
street,  Edmonton,  Alberta,  ran  a  Christmas  ad.  last 
year,  one  section  of  which  was  devoted  to  hints  for 
"Her,"  and  one  section  to  hints  for  "Him."  This  is  a 
style  of  Xmas  advertising  that  a  number  of  dealers 
have  used  with  good  results. 

Suggestions  for  "Her"  included  comb  and  brush 
sets,  mirrors,  manicure  sets,  perfumes,  perfume  atom- 
izers, etc.  Those  for  "Him"  included  such  lines  as 
military  brushes,  manicure  rolls,  shaving  sets,  cigar  and 
cigarette  cases. 

Some  descriptive  matter  was  given  to  each  line.  For 
instance,  that  on  military  brushes  read  "Splendid 
brushes  with  solid  ebony  backs  and  real  bristles.  These 
brushes  come  in  a  neat  leather  case.  A  gift  that  will  be 
sure  to  please  any  man.    Various  styles  from  $3  to  $8." 


PUSH  THESE  LINES   FOB  XBIAS   aiFTS. 

THE  druggist  has  a  big  variety  of  lines  that  make 
acceptable  Cbriatmas  gifts,  and  these  should  be 
featured  strongly  from  now  until  the  end  of  the 
season.  Here  is  a  list  of  goods  alpha;betically  arrang- 
ed: 

Books,  brass  goods,  brushes,  cameras,  cutlery,  calen- 
dars, china,  cut  glass,  cigars,  card  cases,  candlesticks, 
candle  shades,  cufF  boxes,  collair  boxes,  ca.rds,  choco- 
lates, diaries,  fancy  baskets,  fancy  trays,  fountain 
pens,  flashlights,  games,  greeting  cards,  hot  water  bot- 
tles, inkstands,  jerwel  cases,  jewelry,  leather  goods, 
manicure  sets,  military  brushes,  memo  books,  miagic 
lauterns,  mirrors,  music  rolls,  novelties,  playing  cards, 
phoito  supplies,  photo  enlargemen/ts,  post  cards,  per- 
fumie,  pictures,  pennants,  jnpes,  razors,  razor  strops, 
smokers'  sets,  sporting  goods,  stationery,  songs,  shav- 
ing brushes,  shaving  setS;  silver  goods,  scissors,  toys, 
toy  books,  thermometers,  thermos  battles,  toilet  pre- 
parations, tree  novelties,  vases,  work  boxes,  Xmas  nov- 
elties, Xmas  bells. 
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BEAL  STORE  SERVICE  FOR  THE  CHRISTMAS 
TRADE 

THE  store  that  can  be  hospitable  and  efficient  in 
the  rush  and  hurly-burly  of  the  Christmas  shop- 
ping season  is  not  only  going  to  gain  a  better 
profit  this  year,  but  is  laying  up  riches  for  the  future. 
Strive  to  make  shopping  easy  in  your  store.  Even 
when  things  are  at  their  very  best  the  buying  of  Christ- 
mas merchandise  is  a  task.  There  are  crovrds  to  con- 
tend with  and  many  other  conditions  brought  about  by 
the  necessity  of  putting  several  weeks  of  buying  into  a 


Suggestion  for  a  background  for  a  Christmas  window.  Th»  background 
is  an  important  part  of  tb  3  display. 

very  limited  season.  If  you  can  lessen  these  perplexi- 
ties of  your  customers,  you  have  gone  a  long  way  to- 
ward insuring  a  successful  season. 

Here  are  some  of  the  ways  that  you  can  make  your 
Christmas  store  service  efficient: 

Have  all  your  goods  in  plain  sight  and  displayed  in 
a  manner  that  will  permit  easy  selection.  Nothing  is 
quite  so  good  as  this  for  making  easy  the  path  of  the 
Christmas  shopper.  If  a  woman  can't  see  all  the  mer- 
chandise quickly  and  easily,  she,  of  course,  is  going  to 
overlook  a  lot  of  good  items.  Have  the  merchandise 
where  it  can  be  seen  and  handled. 

Another  way  is  to  have  plenty  of  price  tickets.  No 
more  effective  first  aid  to  a  busy  store  can  be  found. 
They  tell  the  price  effectively  and  politely  when  others 
do  not  have  sufficient  time. 

Have  a  check  room.  The  women  dislike  to  go  around 
a  store  carrying  three  or  four  parcels.  If  they  have 
made  purchases  at  other  stores  before  coming  to  yours, 
they  will  greatly  appreciate  it  if  you  can  afford  some 
conveniences  for  taking  care  of  these  packages  until 
they  are  ready  to  go  home.  Such  a  policy  on  your 
part  would  be  very  broad  and  impressive.  Then  you 
should  make  adequate  arrangements  for  keeping  for 
future  delivery  purchases  which  may  be  ordered  now 
and  called  for  later. 

If  possible,  have  a  rest  room.  This  will  be  especially 
welcome  during  the  busy  Christmas  season.  If  you 
can't  spare  the  space  for  a  real  rest  room  a  few  chairs 
in  SQm,e  convenient  location  would  answer. 

If  your  customers  are  like  the  average  they  will  need 
Christmas  suggestions.  They  will  come  into  your  store 
wondering  what  to  buy  for  this  person  or  that.  If  your 
clerks  can  be  versatile  in  this  respect  and  be  able  to 
make  suggestions  the  burden  of  Christmas  shopping 
will  be  lifted  and  the  reputation  of  your  store  in  the 
minds  of  the  people  thus  increased. 

Make  a  careful  study  of  the  situation  in  your  town 
so  your  service  facilities  and  arrangements  can  fit  your 
particjilar  case,  „ 


GET  THE  CLERKS  TO  DO  THEIR  BEST 

The  co-operation  of  clerks  is  of  much  value  during 
the  Christmas  trade,  and  the  merchant  should  strive 
by  every  means  at  his  command  to  impress  his  clerks 
with  the  extreme  value  of  getting  just  a  little  more 
trade.  This  just-a-little-more  business  is  just  what 
brings  in  the  pure  cream  profits.  If  every  clerk  tries 
every  day  with  every  customer  to  sell  the  customer 
more  than  she  intended  to  buy,  the  aggregate  amount 
will  mean  much. 

One  dealer  increased  this  just-a-Iittle-more  feeling 
among  his  clerks  by  offering  prizes  to  the  ones  who 
sold  the  nuost  merchandise.  For  instance,  he  had  on 
sale  a  quantity  of  cut  star  pitchers.  These  he  was 
anxious  to  dispose  of  during  the  month  of  December. 
He  told  the  clerks  that  every  one  who  sold  a  dozen  of 
the  pitchers  during  a  certain  week  would  be  given  one 
of  the  pitchers,  without  charge.  He  cleaned  out  the 
whole  stock  and  could  have  sold  more. 


A  WINDOW  TO  INDUCE  EARLY  XMAS 
SHOPPING 

Here  is  a  suggestion  for  a  window  to  impress  on  cus- 
tomers the  value  of  purchasing  their  Christmas  re- 
quirements early.  In  any  ordinary  display  of  goods, 
place  an  alarm  clock  as  a  central  feature,  with  a  show 
card  reading : 

What  time  is  itt 
Time  to  purchase  your  Xmas  requirements. 

This  added  feature  will  be  more  liable  to  attract  at- 
tention than  if  just  an  ordinary  display  was  used. 


An  interesting  display  of  Christmas  goods  containing  hints  for 

the  dealer.    Note  the  clever  arrangement  of 

Santa  Claus  and  deer. 

Hints  and  suggestions  on  arranging  Christma.s  dis- 
plays can  be  gleaned  from  the  special  section  in  this 
issue  devoted  to  the  pushing  of  Xmas  goods.  Tiook 
it  up. 
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WINDOWS  SHOW  CHARACTER  OP  STORE. 

By  Marsh  K.  Powers 

In  general,  there  are  three  main  classes  of  people 
whom  you  cannot  reach  by  live  window  displays — 
the  invalid  who  is  bedridden,  the  child  too  young  to 
understand,  and  the  people  who  never  pass  your  store. 
The  first  two  classes  are  not  purchasers,  and  the  third 
class  for  the  most  part  is  almost  altogether  out  of  your 
reach.  All  the  rest  can  be,  and  are  being,  reached 
every  day  by  live  window  displays. 

Buys  Not  on  Price  Alone. 

Live  customers  like  live  dealers.  No  one  has  con- 
fidence in  a  dead  one — no  one  cares  to  do  business 
with  him,  for  the  purchaser  cannot  put  faith  either  in 
his  advice  or  in  his  merchandise.  Remember,  too,  that 
it  is  the  live  customer  that  means  real  money  for  you. 
He  is  the  man  who  has  money  to  spend,  and  he  is  the 
man  who  spends  it  when  you  go  after  him  in  the  right 
way.  His  money  is  never  glued  to  his  pocket.  He  does 
not  buy  on  price  alone.  Best  of  all,  he  is  the  man 
who  is  always  on  the  lookout  for  new  things  to  buy. 

"On  the  lookout"  means  that  when  he  sees  an  at- 
tractive, interesting  window  display,  he  stops  to  ex- 
amine it.  Nine  chances  out  of  ten,  he  does  not  come  in 
and  buy  at  once.  Instead  he  thinks  to  himself,  "That 
man  is  a  live  merchant — his  stock  is  up-to-date — he 
knows  his  business." 

I  do  not  mean  to  say  that  he  actually  repeats  these 
things  to  himself,  but  I  do  mean  that  he  gains  real 
confidence  in  your  store,  because  through  your  win- 
dows you  have  proven  yourself  a  live  dealer.  Then 
when  the  time  arrives  that  he  needs  something  in  the 


drug-  line,  he  comes  to  you  to  ask  your  advice,  and 
lie  buys  according  to  your  recommendation  because 
you  have  already  gained  his  confidence.  Your  window 
displays  have  made  him  your  customer. 

Take  an  actual  case  out  of  the  writer's  own  experi- 
ence. Two  miles  from  my  home  there  is  a  retail 
store  which  has  built  an  enviable  reputation  for  the 
careful  displays  in  its  show  windows.  As  it  is  in  a 
neighborhood  which  I  frequently  visit,  I  long  ago 
learned  to  watch  for  its  new  displays. 

Frequently  I  go  actually  out  of  my  way  in  order  to 
pass  this  store,  and  have  often  advised  other  people  to 
be  sure  to  see  special  displays.  Not  only  do  I  thus  ad- 
vertise this  store  for  its  owner,  but  two-thirds  of  my 
ordinary  purchases  are  made  at  this  inconvenient  place, 
merely  because  no  other  store  in  my  neighborhood  has 
yet  caught  my  eye. 

No — I  will  withdraw  that  last  phrase.  There  is 
another  store  three  blocks  from  my  home  which  I  pass 
several  times  a  week.  Its  window  is  always  carelessly 
filled.    Needless  to  add,  I  have  never  entered  that  store. 


Revenge. 

"What's  up?"  asked  the  soda  clerk.  "Have  you  been 
taking  something?" 

"No,"  gurgled  the  dope  dispenser  gleefully.  "But 
do  you  remember  when  our  water  pipes  were  frozen 
last  winter?" 

"Yes,  but  what " 

"Well,  the  plumber  who  fixed  them  has  just  come 
in  to  have  a  prescription  filled." 


Tasty  window  display  of  Christmas  presents  used  by  a  dealer  in  a  medium  sized  town.    .Nolo  uspoiially  the 

construction  of  the  background. 
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Good  Arrangement  is  Feature  of  Saskatoon  Store 

Interior  of  the  drug  store  of  A.  Dulmage,  of  Saskatoon,  Sask-,  is  arranged 
so  as  to  give  attractive  appearance  and  show  goods  up  to  the  best  advantage 


ONE  feature  of  the  drug  store  of  A.  Dulmage,  of 
Saskatoon,  Sask.,  is  the  compact,  yet  effective 
display  in  the  interior.  Not  only  are  goods  so 
arranged  as  to  show  them  up  to  the  best  advantage,  but 
an  attractive  appearance  is  also  maintained  and  every 
druggist  realizes  these  two  things  as  valuable  factors 
in  attracting  customers  to  the  store,  and  in  inducing 
sales. 

Arrangement  of  Interior. 

The  photograph  of  the  interior  which  is  reproduced 
here  illustrates  the  good  arrangement  of  the  store. 
Silent  salesmen  are  very  prominent,  four  extending 
down  each  side  and  two  across  the  rear.  These  are 
practically  all  devoted  to  the  so-called  sidelines,  and 
neat  and  attractive  displays  are  maintained,  it  being 
the  practice  of  the  store  to  devote  a  good  deal  of  time 
to  the  arrangement  of  show  cases. 

It  will  be  noted  how  displays  are  also  built  up  on  the 
top  of  silent  salesmen,  the  step  arrangement  being  a 
favorite  form.  A  table  down  the  centre  also  gives  con- 
siderable extra  display,  and  is  used  for  showing  lines 
of  goods  that  it  is  desired  to  feature.  Wall  cases  that 
extend  up  to  the  ceiling  are  ranged  along  both  sides. 

Was  Pioneer  Druggist  of  Saskatoon. 

Mr.  Dulmage  has  just  taken  over  this  store,  which 
has  been  conducted  for  some  years  by  R.  T.  Chown.  He 
is  not  a  stranger  to  Saskatoon,  however,  being  one  of 
the  pioneer  druggists  of  that  city,  at  one  time  control- 
ling the  Saskatoon  Drug  and  Stationery  Company.  He 
sold  out  in  1912,  but  has  again  re-entered  the  profes- 
sion in  the  same  city, 

Mr.  Dulmage  recalls  some  interesting  experiences  re- 
garding business  in  Saskatoon  in  the  early .  days,  as 
well  as  in  Edmonton,  when  he  was  learning  the  business 
some  fifteen  years  ago.    At  that  time  there  was  a  good 


deal  of  trade  with  the  trappers  and  Indians,  and  in 
many  ways  the  drug  business  was  widely  different  to  the 
present  day.  For  one  thing,  the  side  lines  which  form 
such  an  important  part  of  the  drug  store  trade  of  to- 
day were  much  less  prominent  than  they  now  are. 

Opening  of  Store  Under  New  Management. 

The  opening  of  the  store  under  new  management  was 
marked  by  the  presentation  of  souvenirs  to  all  visitors 
and  customers.  Each  member  of  the  staff  also  wore  a 
white  carnation  on  that  day.  A  small  card,  3  by  4 
inches,  was  gotten  out  advising  the  public  of  the  change 
and  soliciting  their  patronage.    The  card  read : 

TO  OUR  CUSTOMERS. 

In  taking  possession  of  the  Chown  Drug 
Store,  I  will  make  it  my  object  to  give  you  the 
best  drug  store  service  in  the  city,  and  to  con- 
duct this  business  so  that  I  will  not  lose  one  of 
Mr.  Chown 's  customers,  and  will  add  many 
new  ones. 

You  will  get  the  best  service  for  your  money 
or  it  will  be  cheerfully  refunded. 

A.DULMAGB, 
Successor  to  R.  T.  Chown. 

One  window  of  the  Dulmage  store  is  rented  out  to  a 
^rl  who  sells  cut  flowers.  They  state  that  the  sale  of 
this  line  in  their  store  brings  in  many  customers  who 
otherwise  might  not  be  induced  to  enter. 

Editor's  Note — Since  the  above  was  written,  Mr. 
Dulmage,  who  is  a  lieutenant-colonel,  has  gone  to  the 
front  with  the  Canadian  contingent,  and  Mr.  Chown, 
the  former  owner  is  managing  the  business  in  his  ab- 
sence. 


Interior  of  the  drug  store  of  A.  Dulmage  of  Saskatoon,  Sask.,  in  Xmas  attire.    Compact  yet  effective  display  is  maintained. 
Note  the  use  of  silent  salesmen  and  wall  cases  as  well  aa  the  manner  in  which  goods  are  displayed  on  the  centre  table. 
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"Ideas  Are  No  Good  If  You  Don't  Act 

f  J-r^      I  rtpjjl  *  Says  J.  H.  E.  Brodeur,  Druggist,  St.  Hyacinthe,  Que. 


THERE  was  much  truth  in  the  statement  that  J.  H.  E.  Brodeur,  druggist, 
of  St.  Hyacinthe,  Que.,  made  to  a  representative  of  The  Retail  Drug- 
gist in  an  interview  with  him  a  short  time  ago.  Mr.  Brodeur  is  a  firm 
believer  in  the  value  of  trade  journals  in  assisting  the  dealer  to  conduct  his 
business  along  progressive  lines,  and  states  that  he  gets  many  valuable  hints 
and  suggestions  from  them. 

He  admits  that  they  contain  much  of  practical  value  to  the  dealer,  but 
he  makes  a  good  point  that  many  dealers  would  do  well  to  turn  over  in  their 
mind,  when  he  says:  "They  are  no  good  if  you  don't  act  on  them.  Ideas 
in  your  head  are  worth  nothing,  but  ideas  when  carried  out  make  the  differ- 
ence between  the  successful  and  unsuccessful  merchant." 

There  is  a  wealth  of  wisdom  in  that  statement.  It  is  frequently  the  case 
that  a  merchant  will  have  an  idea,  either  originated  himself  or  secured  from 
a  good  trade  journal  that,  if  put  into  use  in  his  business,  would  mean  greatly- 
increased  sales,  but  he  neglects  to  put  it  into  practice,  and  the  possible  busi- 
ness is  lost. 

It  is  not  contended  that  every  idea  or  plan  set  forth  in  a  trade  journal  is 
adaptable  to  every  business,  but  out  of  the  numerous  hints  and  suggestions 
that  are  given  every  month  by  a  real  practical  journal,  there  are  many  that 
can  be  put  to  good  use  by  the  wideawake  dealer. 

It  is  not  enough  to  read  of  them  or  admit  their  value.  They  must  be  acted 
upon.    As  Mr.  Brodeur  says,  "Therein  lies  their  value." 


store  ol  J.  H.  E.  Brodeur,  druggiat  of  St.  Hyacinthe,  Que.,  with  an  insert  showing  the  interior  of  his 
store.    Note  the  good  use  made  of  silent  salesmen  in  the  store. 
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Methods  and  Ideas  of  Other  Retail  Druggists 

Practical  ideas  that  are  being  used  by  other  druggists 
to   build  for  larger  and  more    profitable   business 


EVERY  dealer  should  have  a  desk  pad  or  a  book 
of  the  proper  kind  for  making  notes  of  things 
that  he  should  do  or  intends  to  do  on  certain 
days.  How  often  is  it  the  case  that  a  dealer  makes  a 
mental  note  of  something  he  must  do  on  a  certain  day — 
perhaps  a  week,  month  or  even  farther  ahead.  The 
day  comes  and  goes  without  that  thing  being  done, 
because  the  mental  note  has  failed  to  remind  him.  Here 
is  where  a  note  pad  or  book  can  be  made  of  value.  Pro- 
perly conducted  the  merchant  will  get  in  the  habit  of 
looking  over  it  each  morning  to  see  what  should  be 
done  that  day — or  he  may  have  his  bookkeeper  keep  tab 
on  the  book  and  draw  these  things  to  his  attention. 

HINTS  ON  WINDOW  TRIMMING. 

The  main  thing  to  be  aimed  at  in  trimming  a  win- 
dow, in  my  estimation,  is  selling  power.  A  window 
may  look  good  to  the  eye  and  yet  fail  in  its  real  object 
— that  of  making  sales. 

Another  point  we  consider  should  he  remembered, 
is  the  use  of  price  tickets.  These  should  have  an  ap- 
pearance pleasing  and  attractive  to  the  eye,  and  should 
be  placed  so  as  to  direct  attention  to  each  particular 
line,  and  in  such  manner  that  there  will  be  no  mistake 
as  to  the  line  of  goods  for  which  they  are  intended. 

The  trimmer  in  the  small  store  sometimes  thinks  he 
is  handicapped  because  he  has  not  the  window  fixtures 
at  his  disposal  that  the  trimnjer  in  the  large  establish- 
ment has.  There  are  always  plenty  of  boxes  available, 
and  these  can  be  made  use  of  in  providing  a  variety  of 
fixtures  at  small  cost. 

A  BABY-WEIGHING  CONTEST. 

A  dealer  recently  created  a  good  deal  of  interest  by 
a  baby-weighing  contest.  The  manager  of  the  store 
decided  that  such  a  contest  would  be  more  satisfactory 
than  having  the  babies  judged  for  beauty,  as  there  is 
frequently  much  dissatisfaction  and  criticism  from 
parents  in  beauty  contests. 

In  the  contest  a  substantial  cash  prize  was  offered, 
part  going  to  the  five  heaviest  and  part  to  the  five 
lightest.  An  additional  prize  was  given  to  every  twin 
and  triplet  weighed.  The  only  restrictions  were  that 
the  babies  most  not  be  more  than  one  year  old,  that 
they  must  be  residents  of  the  town,  and  that  they  must 
be  weighed  at  the  store. 

The  contest  attracted  large  crowds,  and,  of  course, 
principally  women,  who,  every  dealer  knows,  form  a 
large  percentage  of  his  customers.  Altogether,  it 
proved  a  good  trade  stimulant. 

MAKING  USE  OF  ADVERTISING  MATERIAL  OP 
MANUFACTURERS. 

A  good  many  druggists  do  not  make  the  use  of  cir- 
culars and  other  advertising  supplied  by  manufactur- 
ers that  they  might.  Frequently  it  is  the  case  that 
some  advertising  material  of  this  kind,  if  got  into  the 
hands  of  a  probable  purchaser,  will  bring  business  to 
the  store  for  that  particular  line.  And  yet,  many  drug- 
gists receive  a  good  many  circulars  and  booklets  re- 
garding lines  which  they  handle,  and  make  no  attempt 


to  make  any  use  of  them.     This  neglect  of  opportuni- 
ties is  unfortunate. 

W.  A.  Ellis,  of  Avenue  Road,  Toronto,  is  one  drug- 
gist who  believes  in  taking  advantage  of  manufactur- 
ers' advertising.  For  instance,  he  handles  the  toilet 
preparations  of  a  firm  that  issues  a  "beauty  book,"  ot 
much  interest  to  women.  In  order  to  distribute  this 
among  his  customers,  he  called  their  attention  to  it  by 
a  show  card  in  conjunction  with  these  toilet  prepara- 
tions, which  read: — 

THE  MOST  AUTHENTIC  BOOK 

ON  BEAUTY 

EVER  PUBLISHED. 

EVERY  LADY  SHOULD  READ  IT. 

Reading  matter  along  this  line  is  of  great  interest 
to  the  majority  of  women,  and  so  this  card  was  one  to 
catch  the  attention  of  lady  customers. 

CENTREPIECE  FOR  WINDOW  DISPLAY 

Presenting  goods  in  an  unusual  manner  always  at- 
tracts attention,  and  dealers  are  from  time  to  time 
working  out  some  good  ideas  along  this  line.      Here- 


SuKirested  centrepiece  for  pocket  knife  display. 

with  is  an  illustration  for  a  centrepiece  for  a  window 
display  of  pocket  knives  that  was  used  by  a  Vancouver 
firm.  This  idea  could,  of  course,  be  used  in  displays 
of  other  lines. 

This  idea  could  either  be  used  as  a  centrepiece  for 
a  window  display  or  for  an  individual  display  of  any 
line. 

SERVICE  IS  THE  CHIEF  THING  FOR  SALE. 

By  J.  Archibald 

A  man  went  into  a  drug  store  for  some  sulphur  and 
complained  to  the  druggist  that  the  quantity  he  sold 
for  ten  cents  was  not  as  great  as  he  could  get  at  a  com- 
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petitor's  across  the  way.  The  druggist  got  mad  and 
remarked  that  he  knew  where  he  could  get  all  he 
wanted  for  nothing  and  directed  the  would-be  customer 
to  the  place. 

Every  day  in  the  week,  every  merchant  is  probably 
tempted  to  tell  some  of  his  trade  the  same  thing.  But 
does  it  pay  to  flare  up,  lose  a  customer,  make  an  enemy 
who  may  influence  others  not  to  patronize  you? 

The  largest  mercantile  establishments  in  the  world 
are  pounding  home  to  their  clerks  the  slogan  that  "the 
customer  is  right."  It  is  the  best  policy  to  agree  with 
the  customer  in  the  case  of  most  trivial  complaints, 
and  if  handled'with  gloves,  the  angry  customer  can  be 
calmed  and  gotten  into  line  again. 

A  large  advertising  agency  is  now  spreading  the 
gospel  that  all  that  most  firms  have  to  sell  is  Service. 
They  maintain  that  friendship,  family  connections, 
cleverness,  boosted  quality  never  sell  goods  profitably, 
nor  do  low  prices.  It's  service  that  the  merchant 
has  to  offer  that  really  sells  the  goods. 

SOLD  GOODS    AT    REGULAR    PRICES    AGAINST 
OUT  PRICES. 

John  A.  Hook,  president  of  the  Hook  Drug  Co.,  a 
firm  with  eight  stores  in  Indianapolis,  Ind.,  who  was 
in  Toronto  in  March,  related  an  experience  demon, 
strating  how  it  is  possible  to  sell  goods  at  full  prices 
against  the  cut  prices  of  other  stores  on  similar  lines, 
but  of  different  brands. 

He  took  on  the  agency  for  a  brand  of  drug  prepara- 
tions sold  on  the  agency  plan,  and  also  on  the  protected 
price  plan.  The  selling  prices  of  these  goods  were  25c., 
50c  and  $1,  and  had  to  compete  with  goods  that  were 
sold  at  cut  prices.  The  managers  of  his  stores  hegan 
to  complain  that  it  would  be  difficult  to  sell  these 
goods  in  competition  with  the  cut  prices  on  other 
brands  of  goods.  An  application  was  made  to  the 
manufacturers  for  permission  to  sell  the  goods  at  22c., 
46  and  79  cents,  but  this  was  refused  by  the  manufac- 
turers. 

Talked  Quality  in  Sales. 

It  was  realized  that  it  would  be  necessary  to  sell  the 
goods  at  full  prices  or  give  up  the  agency,,  and  this 
they  did  not  wish  to  do,  as  the  line  was  a  good  one, 
and  they  felt  sure  of  the  quality.  A  meeting  of  the 
managers  was  held,  and  it  was  decided  to  make  an  at- 
tempt to  handle  the  line  at  regular  prices.  They  were 
strongly  convinced  of  the  quality  of  the  line  and  they 
talked  "quality,"  whenever  making  sales.  And  they 
found  it  possible  to  sell  at  full  prices  against  the  cut 
prices  of  other  stores,  and  have  built  up  an  extensive 
trade  in  the  line  at  full  prices  and  full  profits. 

HAVE  THE  TOWN  DIRECTORY  CONVENIENT. 

Whether  it  may  or  may  not  have  been  a  grievous 
mistake  to  begin  with,  it  has  come  to  be  a  settled  fact 
that  the  town  directory  is  expected  in  the  drug  store. 
Now  it  would  seem  to  be  the  part  of  good  sense  and 
good  judgment,  that  if  you  are  going  to  do  a  thing,  do 
it  right.  Put  the  directory  in  a  convenient  place — 
convenient  for  the  dealer  and  also  for  the  customer. 
It  need  not  be  near  the  door.  In  fact,  it  is  better  far- 
ther in  the  rear,  so  that  customers  will  pass  more  dis- 
plays in  reaching  it.    Now  pat  up  a  sign : 

DIRECTORY  HERE. 

Then  people  can  find  it  without  troubling  you,  there- 
by saving  time  for  themselves  and  for  you.  In  this 
way  it  becomes  a  real  convenience  and  does  not  disturb 


the  clerks  if  they  are  busy.  When  a  person  goes  into 
a  drug  store  in  search  of  a  directory,  nine  times  out 
of  ten,  they  have  to  ask  for  it.  The  average  person  is 
grateful  for  the  accommodation,  and  would  rather  not 
give  more  trouble  than  necessary. 


SENSIBLE  ADVICE 

By  F.  L.  Brlttatn 

I  am  sure  that  merchants  spend  too  much  time  be- 
moaning the  fate  of  dealers  in  general  and  themselves 
in  particular.  They  abuse  the  mail  order  houses  in 
print  and  say  unkind  things  of  those  who  order,  some 
of  which  must  surely  reach  the  ears  of  those  talked  of. 
Here  is  about  the  best  thing  I  ever  saw  in  the  way  of 
an  advertisement  in  defence  of  trading  at  home.  Run 
it  in  every  one  of  your  ads.  and  give  it  a  little  time  to 
soak  in,  and  you  will  see  its  effect.  Notice  how  little 
it  says  about  the  mail  order  habit — but  it  hits  the 
point : 

WHY  BUY  AT  HOME! 
I  buy  at  home  — 
Because  my  interests  are  here. 

Because  the  community  that  is  good  enough  for  me 
to  live  in  is  good  enough  for  me  to  buy  in. 

Because  I  believe  in  transacting  business  with  my 
friends. 

Because  I  want  to  see  the  goods  I  am  buying. 
Because  I  want  to  get  what  I  buy  when  I  pay  for  it. 
Because  my  home  dealer  "carries"  me  when  I  run 
short  of  cash. 

Because  some  part  of  every  dollar  I  spend  at  home 
stays  at  home  and  helps  work  for  the  welfare  of  the 
city  and  county. 

Because  the  home  man  I  buy  from  stands  back  of  the 
goods,  thus  always  giving  value  received. 

Because  I  sell  what  I  produce  to  my  home  people,  be 
it  labor  or  goods. 

Because  the  man  I  buy  from  pays  his  share  of  the 
county  and  city  taxes. 

Because  the  man  I  buy  from  helps  support  our  poor 
and  needy,  our  schools,  our  churches,  our  lodges  and 
our  homes. 

Because  if  ill  luck,  misfortune,  or  bereavement  comes, 
the  man  I  buy  from  is  here  with  his  kindly  expressions 
of  greeting,  his  words  of  cheer  and,  if  needs  be,  his 
pocketbook. 

Here  I  live  and  here  I  buy 
Let  us  make  —  and  —  County  a  good  place  in  which 
to  work  and  live. 

It's  easy  and  certain  if  every  one  will  contribute 
his  share. 


SEND  ALONG  MERCHANDISING  IDEAS 
AND  METHODS 

EVEEY  druggist  has  a  number  of  little  ideas  or 
methods  that  he  has  worked  out  and  is  finding 
of  value  to  him  in  his  business.  Frequently,  it  is 
the  case  that  some  of  these  little  things  have  not  oc- 
curred to  the  other  fellow,  but  could  be  used  to  ad- 
vantage by  him  if  brought  to  his  notice.  The  purpose 
of  The  Retail  Druggist  is  to  carry  on  an  interchange 
of  business  methods  and  ideas,  and  we  invite  you  to 
send  along  to  us  any  little  method  or  idea  that  you 
are  using  in  your  business  to  advantage.  This  reci- 
procity in  merchandising  plans  and  ideas  cannot  help 
but  prove  of  great  benefit  to  all  concerned.  Let  us 
hear  from  you.  We  will  appreciate  it,  and  so  will 
your  brother  druggists  all  over  Canada. 
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COMMENTS  ON  BUSINESS  MATTERS 

By  iV.  L.  Edmonds 


Not  Much  Reason        While  bank  clearings  in  Canada 
for  Pessimism.  are  smaller  than     they  were     a 

year  ago,  there  is  by  no  means 
I'eason  for  viewing  them  pessimistically. 

It  is  true  that  the  clearings  are  one  of  the  best  of 
trade  barometers,  but  it  must  be  remembered  that  when 
studying  them  to-day  the  fact  should  not  be  overlooked 
that  one  important  factor  which  enters  into  their  com- 
position has  been  practically  eliminated  since  the  out- 
break of  the  war. 

This  factor  is  the  transactions  of  the  stock  exchanges. 
Having  been  closed  for  four  months,  speculation  has  al- 
most reached  the  vanishing  point. 

Yet,  in  spite  of  the  closing  of  the  exchanges,  clearing 
returns  in  Canada  were  only  a  little  over  2.  per  cent, 
lower  for  the  month  of  October  than  they  were  during 
the  corresponding  period  in  1913.  It  is  evident  that^ 
general  business  must  be  rather  better  than  some  peo- 
ple seem  to  think. 


Our  Imports  of 
Medicines  and 
Chemicals. 


A  return  recently  issued  by  the 
Department  of  Trade  and  Com- 
merce shows  that  the  imports  of 
drugs,  chemicals  and  dyes  into 
Canada  during  the  first  four  months  of  the  present  fis- 
cal year  aggregated  $4,893,393.  While  this  is  nearly  a 
hundred  thousand  dollars  less  than  in  the  same  period 
a  year  ago,  it  is  a  quarter  of  a  million  larger  than  in 
1912. 

To  the  decline  patent  medicines  contributed  $36,037, 
the  total  valuation  being  $462,076,  but  compared  with 
three  years  ago  there  is  an  increase  of  over  356  per 

cent. 

•  •     •     • 

The  Weights  and  The  Weights  and  Measures  De- 
Measures  Anomaly,  partment  of  the  Inland  Revenue 
Service  collected  over  $226,000 
from  the  business  men  of  Canada  during  the  last  fiscal 
year.  Of  this  $135  was  in  the  shape  of  seizures  and 
penalties. 

These  figures  again  afford  an  opportunity  for  point- 
ing out  the  incongruity  of  the  present  system  of  inspec- 
tion. 

No  one  doubts  the  necessity  for  regular  and  sys- 
tematic inspection  of  weights  and  measures.  While  the 
average  business  man  keeps  honest  weights  and  meas- 
ures, they  may  occasionally  get  out  of  true.  The  neces- 
sity for  inspection  is,  therefore,  obvious. 

But  it  is  equally  obvious  that  a  system  which  imposes 
a  tax  on  business  men  whose  weights  and  measures  are 
correct,  is  wrong  in  practice. 

Penalize  by  all  means  the  man  who  employs  dishonest 
weights  or  measures,  but  it  is  the  public  revenue  that 
should  bear  the  general  cost  of  inspection  and  not  the 
business  men  of  the  country. 

•  •  .  •     • 

A  Smaller  Yield  The  latest  estimate  of  the  Census 

But  a  Larger  and   Statistics   Office  places  the 

Revenue.  total  yield  of  cereals  in  Canada 

at  816,963,000  bushels.  Compar- 
ed with  last  year  this  is  a  decrease  of  160,974,000  bush- 
els, or  16.37  per  cent. 


Under  ordinary  circumstances  this  decrease  would  be 
a  serious  matter.  But  when  we  consider  the  extraor- 
dinary prices  which  are  prevailing,  its  seriousness  van- 
ishes. 

It  is  most  desirable  that  we  should  have  big  crops. 
But  the  most  important  thing  about  a  crop  is  the  ag- 
gregate sum  of  money  it  yields. 

Every  business  man  knows  that  cereal  products  are 
all  ruling  higher  than  they  did  a  year  ago.  The  index 
figures  issued  by  the  Department  of  Labor  show  that 
the  average  price  of  grain  and  fodder  in  Canada  at  the 
end  of  September  was  nearly  23  per  cent,  higher  than 
for  the  corresponding  month  of  1913. 

In  other  words,  the  appreciation  in  price  was  6.63 
per  cent,  greater  than  the  depreciation  in  the  yield. 

That  these  satisfactory  crop  conditions  are  gradu- 
ally exercising  a  beneficial  influence  on  the  trade  of  the 
country  there  can  be  no  doubt.  Business  is  gradually 
getting  on  its  feet. 

•     •     •     • 

A  $226,668,000  Food  Nature,  as  well  as  the  market, 
and  Root  Crop.  was  kind  to  the  root  and  fodder 

crops  of  Canada  during  the  sea- 
son of  1914.  This  is  quite  evident  from  the  official  esti- 
mate, which  has  recently  been  issued  by  the  Census 
Bureau. 

While  the  superior  value  which  the  grain  crops  pos- 
sess are  due  to  the  high  prices  obtaining,  the  root  and 
fodder  crops  exceed  both  in  quantity  and  value  those 
of  1913. 

The  increase  in  value  is  $28,680,000,  the  figures  for 
1914  being  $226,668,000,  compared  with  $197,988,000 
in  1913. 

One  of  the  few  exceptions  in  which  there  was  a  de- 
crease, and  not  an  increase,  in  yield,  was  the  hay  and 
clover  crop.  The  decrease  was  500,000  tons,  but  the 
loss  in  yield  was  more  than  compensated  for  by  the  in- 
crease in  value.  In  1913  the  value  was  computed  at 
$124,696,000,  while  this  year  it  is  estimated  at  about 
$146,000,000,  an  increase  of  17  per  cent. 

The  value  of  the  hay  and  clover  crop  of  Canada  ranks 
next  to  that  of  wheat  in  value,  and  this  year's  crop 
yields  a  greater  value  by  about  $6,000,000  than  did  the 
wheat  crop  of  1912. 

Wheat  may  be  king,  but  hay  is  certainly  its  consort. 


Petty  Smuggling  in  Business^  men  in  certain  Cana- 
Border  Towns.  dian  towns     along  the     Niagara 

river  boundary  line  recently  in- 
formed an  American  consul,  who  was  looking  into  the 
possibility  of  the  manufacturers  in  his  country  increas- 
ing their  sales  in  Canada,  that  there  are  many  lines 
which  it  is  impossible  for  them  to  import  from  the 
United  States,  pay  duty,  and  compete  with  merchants 
in  adjacent  cities  on  the  south  side  of  the  river. 

In  other  words,  those  who  cross  the  border  to  smug- 
gle goods  back  can  bring  American  goods  to  their 
homes  cheaper  than  they  can  buy  them  from  the  local 
merchant  who  has  imported  them  in  the  usual  legiti- 
mate way. 

While  we  have  no  concern  for  the  interests  of  the 
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American  manufacturer,  we  certainly  have  concern  for 
the  Canadian  retailer. 

This  is  a  time  when  it  is  particularly  desirable  that 
every  dollar  possible  should  be  spent  in  the  home  town. 
We  need  the  business  and  we  need  the  money,  in  order 
to  influence  the  return  of  prosperity. 

The  principal  item  of  cost  in  nearly  every  article  of 
merchandise  is  labor.  Every  article,  therefore,  which 
is  brought  from  abroad  that  could  be  obtained  at  home 
deprives  not  only  the  local  business  man  of  his  profit, 
but  the  Canadian  workman  of  a  certain  amount  of 
labor.  If  business  men,  and  particularly  those  along 
border  cities,  were  to  drive  this  fact  home,  it  would  no 
doubt  turn  a  good  many  persons  from  their  smuggling 
ways. 

But  plus  this  action  on  the  part  of  the  business  men, 
there  should  also  be  a  little  more  alertness  on  the  part 
of  the  Customs  officials.  It  is  an  opportiine  time  for  a 
little  all  round  stirring  up. 

The  official  trade  returns  show  that  Canada  import- 
ed about  $411,000,000  worth  of  merchandise  from  the 
United  States  in  the  regular  way.  How  much  these 
figures  were  supplemented  by  the  amount  brought  in 
by  the  petty  smuggler's  route  cannot  even  be  approxi- 
mately estimated.  We  can  only  guess  that  it  would  be 
a  nice  little  round  sum. 

One  town  in  Western  Ontario — ^Windsor — has  ban- 
ners strung  across  its  main  thoroughfares  urging  resi- 
dents to  confine  their  purchases  to  Canadian-made 
goods.  Many  merchants  report  a  substantial  increase 
in  business  as  a  result. 


Retailers  and  the  When  the  Ontario  Workmen's 
Compensation  Law.  Compensation  Bill  was  before  the 
Legislature  it  "was  understood 
that  the  measure  would  not  apply  to  retailers.  There 
now  appears  to  be  some  doubt  as  to  how  far  this  exemp- 
tion will  extend,  and  the  Retail  Merchants'  Association 
has  taken  the  matter  in  hand,  with  a  view  to  safe- 
guarding the  interests  of  the  retail  trade. 

The  particular  point  about  which  all  parties  appear 
to  be  at  sea  is  as  to  how  far  a  retailer  who  is  interested 
in  a  manufacturing  industry  is  subject  to  the  provisions 
of  the  Act.  As  the  Compensation  Board  is  somewhat 
in  the  dark  on  this  point,  it  sent  out,  at  venture,  notices 
to  a  number  of  retailers,  causing  some  perturbation 
thereby. 

At  the  last  annual  meeting  of  the  Canadian  Manu- 
facturers' Association  the  Act  was  described  as  "highly 
imperfect  and  immensely  complicated."  And  now  it 
appears  that  the  retailers  are  coming  to  a  similar  con- 
clusion. 

It  is  to  be  hoped  that  when  it  goes  into  operation  at 
the  beginning  of  the  year  the  Compensation  Board  will 
be  able  to  devise  ways  and  means  for  making  it  operate 
more  smoothly  than  a  good  many  believe  possible. 


The  Canadian  The  retail  merchants  of  Canada 

Parcel  Post.  probably  owe  it  to  Hon.   h.  P. 

Pelletier,  who  has  recently  re- 
tired from  the  Postmaster-Generalship  on  account  of 
ill  health,  that  the  existing  parcel  post  system  is  not 
as  inimical  to  their  interests  as  that  which  is  now  in 
vogue  in  the  United  States  is  inimical  to  the  interests 
of  the  retailers  in  that  country. 

Being  the  son  of  a  country  storekeeper,  Hon.  Mr. 
Pelletier  realized  that  a  parcel  post  system  such  a? 
would  have  complied  with  the  wishes  of  the  depart- 


ment stores  would  not  accord  with  the  best  interests 
of  the  retail  trade  throughout  the  country,  and  so,  in 
spite  of  strong  efforts,  both  inside  and  outside  P.'irlia- 
ment,  he  insisted  on  the  zone  system  and  its  consequent 
limitations. 

It  is  a  good  thing  when  we  have  in  Parliament  men 
who,  like  Hon.  Mr.  Pelletier,  are  able,  from  practical 
experience,  to  understand  the  retailer's  viewpoint. 


A  Prosperous 
Province. 


The     soil     of     Alberta     yielded 

eighty   to    one   hundred   million 

dollars'     worth    of     agricultural 

products  during  the  past  season.    As  the  authority  for 

this  statement  is  the  Premier  of  the  province,  we  may 

take  it  as  authentic. 

For  a  province  that  is  merely  in  her  "teens,"  this  is 
a  satisfactory  showing.  It  means  not  only  a  great  deal 
for  the  financial  and  commercial  interests  in  that  part 
of  the  country,  but  for  those  of  the  Dominion  as  a 
whole. 

At  the  time  of  the  last  census  the  population  of  Al- 
berta was  less  than  400,000.  While  to-day  it  is  much 
larger,  it  is  still  quite  evident  that  its  productiveness 
per  head  of  population  is  very  great. 

The  area  of  Alberta  is  163,382,000  acres,  of  which 
lesls  than  four  million  are  under  cultivation.  We  may 
well  wonder  what  the  productiveness  of  the  province 
will  be  when  it  reaches  the  full  measure  and  stature  of 
industrial  manhood!  Of  one  thing  we  may  be  certain, 
it  will  be  enormous. 

By-the-way,  there  is  something  besides  grain  and 
vegetable  products  that  comes  from  below  the  surface 
of  Alberta's  broad  acres  that  is  also  in  a  flourishing 
condition.  We  have  reference  to  coal,  of  which  4,306,- 
346  tons,  the  largest  in  its  history  by  nearly  a  million, 
were  mined  last  year. 


Every  man  has  something  to  sell;  services,  goods, 
brains,  or  another  item.  Hence  one  thing  we  all  need 
to  develop  is  selling  ability,  salesmanship. 

Meditations  on  Christmas  Trade 

By  W.  L.  E. 

Santa  Claus  will  soon  be  on  the  lookout  for  stores 
that  cater  to  his  many  requirements. 

He  is  a  wise  merchant  who  is  already  considering 
how  he  can  best  get  his  stock  and  his  store  in  shape 
for  the  Christmas  trade. 

People  who  will  be  looking  for  things  substantial 
for  Christmas  gifts  can  scarcely  overlook  the  drug 
store.  See  at  any  rate  that  they  do  not  overlook 
yours. 

Those  who,  in  their  advertisements,  publish  lists 
of  articles  suitable  for  Christmas  gifts  will  attract 
many  customers  to  their  store. 

Urge  families  to  pool  their  funds  in  order  to  pur- 
chase useful  articles  as  Christmas  gifts. 
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Collins'  Course  in  Show  Card  Writing 


One  of  a  series  of  articles 
specially  prepared  for  this 
journal. 


There  is  a  very  common  error,  with  many  who  have 
not  been  shown  differently,  that  the  spacing  of  letters 
resolves  itself  into  equal  parts,  like  one  inch  for  the 
letter  and  a  half  inch  for  the  spacing.  This  is  abso- 
lutely incorrect.  In  the  first  place,  all  letters  are  not 
the  same  width.  There  are  various  mathematical  rules 
for  determining  the  relative  widths  of  letters,  but,  as 
in  shading,  no  card  writer  can  afford  the  time  to  mea- 
sure letters  with  a  rule.  However,  it  is  well  to  know 
the  relative  widths  in  order  that  correct  sizes  may  be 
adhered  to  as  much  as  possible  when  measuring  with 
the  eye.  The  following  letters  will  be  found  to  be  about 
the  same  width:    B,  F,  H,  L,  N,  P,  S,  T,  U.  and  Z. 

The  following  will  be  found  to  be  about  the  same 
width  each,  but  will  be  a  little  wider  than  the  line 
above:  A,  B,  C,  D,  G,  K,  0,  Q,  R,  V,  X,  and  Y.  A 
and  Y  may  be  even  a  little  extra  in  width.  Some  set 
a  rule  that  A  and  Y  should  be  about  one-fifth  wider 
and  the  others  about  a  half  of  a  fifth.  This  can  be  de- 
termined if  the  space  is  divided  into  squares  and 
give  five  squares  to  each  of  the  letters  in  the  first  line 
mentioned  above.  The  letter  J  can  be  a  little  narrower 
than  the  first  line  above,  and  the  letter  M  a  little  wider 
than  the  second  line,  and  the  W  the  widest  of  all. 

The  above  rules  apply  to  the  capital  letters.  The 
small  letter,  or  lower  case,  will  divide  themselves  about 

LAWYER 


M I LTON 

Fig.  U— Example  of  good  spacing. 


as  follows.  These  of  the  same  width  will  be  the  fol- 
lowing: a,  b,  c,  d,  e,  g,  h,  k,  n,  o,  p,  q,  u,  v,  x,  y. 
Those  a  little  narrower  will  be  f,  j,  r,  s,  t  The  s  will 
not  be  much  narrower,  i  and  1  will  be  the  width  of 
the  stroke,  w  will  be  wider  than  any  mentioned  above, 
and  m  is  the  widest  of  all  the  lower  ease  letters.    Close 


observation  and  practice  will  soon  familiarize  your- 
self with  these  sizes,  so  that  no  measuring  will  be  neces- 
sary except  a  glance  of  the  eye. 

The  same  rule  which  applies  to  the  width  of  letters 
will  apply  to  the  spacing  between  the  letters.  It  can- 
not be  measured  by  an  equal  distance  from  the  point 
of  one  letter  to  the  point  of  another.  The  correct  spac- 
ing is  to  have  about  an  equal  area  of  space  between 
each  letter.  The  great  difference  in  the  shape  of  the 
various  letters  will  show  at  a  glance  that  the  spacing 

CLOTHING- 
CLOTHING 

Fig.  10— Example  of  correct  and  incorrect  spacing. 

can  only  be  measured  or  gauged  with  the  eye.  Where 
straight-sided  letters,  like  H,  N,  M,  and  others  come 
together,  the  letters  must  be  farther  apart  than  when 
open-sided  letters  like  L,  T,  and  others  come  together. 
The  word  LAWYER,  Pig.  11,  is  a  notable  example. 
The  L  and  A  being  open,  must  be  placed  close  together. 
The  angles  of  the  A  and  W  are  such  that  if  placed  as 
near  each  other  as  the  L  and  A,  the  space  would  be  very 
much  less  in  area.  Therefore,  the  W  must  be  much 
farther  from  the  A:  On  the  same  principle  the  Y  and 
W  must  be  close  together.  The  E  may  be  farther  away 
and  the  E  and  R  still  farther  apart. 

The  word  CLOTHING  is  another  good  example  of 
spacing.  If  all  the  letters  are  measured  the  same  dis- 
tance apart  the  spacing  will  appear  very  uneven  and 
the  I  will  look  as  if  it  had  been  forgotten  and  crowded 
in  afterwards.  See  Pig.  10.  All  the  letters  except  H,  I, 
N  are  open  letters.  The  straight,  solid  sides  of  these 
letters  necessitates  their  being  farther  apart  than  the 
others.  When  correctly  spaced,  as  in  the  lower  line  of 
Fig.  10,  the  L  and  T  are  almost  in  line  with  the  sides 
of  the  0.    On  the  other  side,  the  T  is  quite  close  to  the 


ABCDEFGHI 
JKLMNQPQR 
STUYWXYZ  E 
1334567890 


PlateI27— Full  block  Roman  (heavy). 
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abcdef^hijklmn 
npqrsluvwxyz 


Plate  28— Full  block  Roman  (heavy). 


a.,  but  the  I  is  away  from  it,  and  the  N  equally  as  far 
from  the  I.  The  upper  line.  Fig.  10,  is  an  example  of 
incorrect  spacing,  while  the  lower  line  is  correctly 
done. 

Where  the  letters  L  and  T  come  together,  as  in  Ham- 
ilton, belting,  malt,  Milton,  etc.,  the  points  of  these 
two  letters  may  actually  overlap  each  other.  The  word 
MILTON,  Pig.  11,  is  another  good  example  of  spacing. 
Note  how  far  apart  the  letters  M  and  I  and  L  are,  while 
the  L  and  T  lap  each  other. 

With  practice  and  experience  you  will  be  able  to  do 
spacing  correctly,  almost  involuntarily.  Always  bear  in 
mind  to  arrange  the  word  as  a  whole  and  not  as  in- 
dividual letters.  The  word  MILTON,  in  Fig.  11,  looks 
like  one  word,  whereas  if  spaced  with  the  L  and  T  as 
far  apart  as  the  0  and  N  it  would  look  like  two  words, 
MIL  and  TON. 

The  alphabets  this  month  are  excellent  for  practice 
work,  and  every  student  should  do  plenty  of  hard  prac- 
tice. Especially  learn  how  to  finish  the  corners  neat 
and  sharp  and  to  do  it  quickly.  Plates  27  and  28  are 
full  block  Roman  (heavy).    We  have  mentioned  before 


one  word  or  a  line  that  requires  to     be  accentuated, 
while  the  balance  of  the  letters  on  the  card  may     be 
smaller.     The  figures  shown  in  the  same  plate  corre- 
spond with  the  style  of  letters. 

Plates  29  and  30  can  be  used  for  small  brush  or  pen 
work.    They  are  not  good  for  general  use,  as  they  are 


.nsive 


Excellent  feature  show  card. 

that  letters  of  this  type  are  too  slow  to  make  to  be  of 
general  use  on  a  card.  As  illustration  of  how  much 
longer  it  will  take  to  make  "blocked"  letters,  the  M 
has  six  more  corners  than  the  M  of  the  Egyptian  style. 
As  it  is  the  corners  that  take  so  much  time  in  making 
letters,  it  will  be  seen  how  much  time  blocked  letters 
will  consume.     They  are  very  suitable,  however,  for 


Construction  of  this  card  described  in  accompanying:  article. 

too  hard  to  read.  But  for  a  small  card  with  some  an- 
nouncement, motto,  or  crisp  saying,  cards  that  can  be 
used  to  hang  in  an  office  with  some  short  notice  on 
I  hem,  they  will  answer  admirably. 

The  June  bride  card  is  done  on  a  plain  card  set  be- 
hind a  pebbled  mat.  The  color  of  the  large  letters 
may  be  red  or  some  bright  color.  The  shading  is  in 
some  subdued  color.  The  small  letters  are  in  black. 
This  card  may  be  used  as  the  other  one,  to  attract  at- 
tention to  some  lines  that  will  make  suitable  presents. 

The  fancy  card  may  be  used  the  same  way.  If  de- 
sired, prices  may  be  put  on  the  cards  the  same  as  the 
IS  sample.  But  this  can  only  be  done  where  the 
articles  are  all  one  price,  or  where  it  is  one  article. 


WINDOW  DISPLAYS  AND  ADVERTISEMENTS. 

To  attend  to  the  requirements  of  the  display  window, 
the  trimmer  sprang  up  to  conceive  the  arrangement 
and  execute  the  designs  that  look  out  upon  the  side- 
walks night  and  day.      His  art  is  to  draw  the  buyer  and 


Plate  39— Upper  case  suitabl*  for  pen  or  small  brush. 
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Plate  30— Lower  case  suitable  for  pen  or  small  brush. 


to  make  profit  to  the  merchantman.  Windows  were 
used  long  before  there  were  newspapers  or  newspaper 
advertising,  and  they  are  to-day  the  strong  forte  of  the 
small  dealer  to  whom  newspaper  advertising  rates  are 
prohibitive.  Even  to  the  large  retail  dealers  the  show 
window  is  the  more  necessary  if  either  had  to  be  dis- 
pensed with.  The  window  is  indispensable  to  the  live 
merchant.  He  may  cut  down  the  selling  force  and 
curtail  expenses,  but  the  window  must  go  on  and  the 
trimmer  who  is  onto  his  job  will  receive  as  much  as 
ever.  Marshall  Field's  establishment  spent  last  year 
on  window  display  more  than  $80,000.      The  store  win- 


Another  card  of  fine  appearance. 

dow  is  an  ever-changing  panorama  of  beauty  and  style, 
the  wedge  that  opens  all  purses. 

The  advertisement  in  the  paper  tells  what  we  have 
to  sell  and  brings  people  to  the  store.  The  vdndow  dis- 
plays the  goods.  One  seeks  confidence  of  the  buyer, 
the  other  compels  it.  The  one  speaks  of  fashions,  the 
other  produces  them.  The  windows  are  used  in  gener- 
al advertising,  ap  are  the  newspapers,  such  as  featuring 
events,  as  fairs  and  corn  shows.  Even  National  events 
may  be  profitably  used  in  featuring  the  window  ar- 
rangements. No  other  medium  of  advertising  is  quite 
so  good  as  the  window,  properly  done. 

The  merchant  to-day  is  advertising-mad.  He  nibbles 
at  every  scheme.  He  is  what  is  called  "easy  money," 
and  throws  away  many  a  dollar  that  never  comes  back. 


To  the  young  man  starting  in  business  with  a  small 
amount  for  advertising,  after  his  store  and  stock  are 
ready,  the  window  is  to  De  the  first  consideration,  for  it 
speaks  by  day  and  works  overtime  by  night,  and  is 
never  silent. 


SUDBURY  DRUG  CO.  INCORPORATED 

The  Sudbury  Drug  Company,  Ltd.,  Sudbury,  Ont., 
has  received  Ontario  incorporation  with  a  capital  stock 
of  $40,000.  The  provisional  directors  are  Charles  M. 
Burroughs  and  John  A.  Dixon,  physicians;  Geo.  A.  Bur- 
roughs, agent;  George  E.  Buchanan,  and  Jessie  May 
McPeetors. 


DRUGGISTS  AND  DOCTORS  WILL  CONFER 

A  conference  will  be  held  between  the  Research  Com- 
mittee of  the  Ontario  College  of  Pharmacy  and  the 
Toronto  Academy  of  Medicine  with  the  idea  of  doing 
something  towards  the  manufacture  in  Canada  of  drugs 
that  have  been  chiefly  or  wholly  produced  in  Germany. 
It  is  believed  that  there  are  some  missing  drugs  that 
can  well  be  manufactured  here.  One  drawback  to  the 
manufacture  of  drugs  in  this  country  is  the  high  price 
of  alcohol,  due  to  the  heavy  excise  duty. 


NEWS  NOTES  OF  THE  TRADE 

E.  E.  Argue  lias  opened  a  drug  and  stationery  store 
at  North  Battleford. 

Charles  Holden,  of  the  Canadian  Consolidated  Rub- 
ber Co.,  Ltd.,  Winnipeg,  was  chosen  president  of  the 
Northwest  Commercial  Travelers'  Association  for  1915 
by  acclamation. 

Manitoba  Stationers,  Ltd.,  of  Winnipeg,  have  been 
incorporated  with  a  capital  stock  of  $20,000.  The  pro- 
visional directors  are  C.  W.  McDonald,  Fred  G. 
Howard,  E.  E.  Taube,  C.  Dalton,  and  James  Ferguson. 


THE  DRUG  MARKETS 

There  have  been  recent  ups  and  downs  in  the  drug 
markets,  but  scarcity  still  prevails  in  many  lines,  which 
dealers  are  using  very  sparingly.  The  list  includes 
such  lines  as  carbolic  acid,  citric  acid,  oxalic  acid, 
salicylic  acid,  tartaric  acid,  camphor,  cocaine,  codeine, 
cream  of  tartar,  glycerine,  menthol,  morphine,  castor 
oil,  potassium  chlorate,  shellac,  sodium,  etc. 

Carbolic  acid  continues  strong.  This  has  been  caused 
by  the  heavy  purchases  of  phenol  by  the  U.S.  stock 
yard  interests  to  help  in  stamping  out  the  prevailing 
foot  and  mouth  disease. 

The  sinking  of  the  Emden  has  had  its  effect  on  the 
drug  market  generally,  its  conduct  having  materially 
increased  war  risks  and  insurance  rates,  which  have 
now  been  lowered  somewhat. 
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Hockey  Enthusiasts  in  Drug  Trade 

Drug  Teams  Win  City  Championships 

WITH  Jack  Frost  again  making  his  presence  felt, 
thoughts  begin  to  turn  to  winter  sports. 
Hockey  is  one  of  Canada's  most  exciting 
games  and  is  of  a  good  deal  of  interest  to  members  of 
the  drug  trade.  The  reason  for  this  is  obvious.  Being 
confined  indoors  so  much,  they  find  the  need  of  some 
sport  that  will  give  them  exercise  or  take  their  mind 
off  business  at  intervals. 

It  is  well  that  it  should  be  so.  The  dealer  or  clerk 
who  is  continually  indoors  and  eternally  tied  down  to 
business  will  find  his  brain  becoming  clogged  and  him- 
self iinfit  to  carry  on  his  work  in  an  active  and  aggres- 
sive manner.  People  do  not  like  to  be  served  by  a 
dealer  or  clerk  who  is  dulled  by  keeping  his  nose  too 
closely  to  the  grindstone.  They  prefer  the  man  with  a 
sparkle  in  his  eye.  and  hockey  is  a  game  that  is  bound 
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clerks  in  towns  and  cities  is  commendable  because  not 
only  will  it  serve  as  an  avenue  of  exercise  and  interest, 
but  it  will  bring  druggists  together  so  that  they  will 
become  better  acquainted  with  one  another.  Those 
who  rub  shoulders  in  sport  are  likely  to  stand  by  one 
another  in  business. 

The  Retail  Druggist  would  like  to  hear  of  any 
hockey  teams  of  druggists  that  may  be  organized  this 
year,  with  a  list  of  their  officers  and  players.  In  fact, 
we  like  to  know  of  druggists  or  clerks  who  are  con- 
nected with  any  branch  of  sport. 


MARSHMALLOWS  FREE  PROM  SULPHUROUS 
ACID 

It  is  gratifying  to  know  that  out  of  93  samples  of 
marshmallow  (confectionery),  examined  by  the  Inland 
Revenue  Department,  not  one  contained  a  dangerous 
excess  of  sulphurous  acid.  Fifty-one  samples  were  found 
to  be  entirely  free  from  acid  and  20  yielded  traces 
only.  Twenty-two  samples  contained  distinct  amounts 
of  sulphurous  acid,  but  in  no  case  did  the  quantity 
present  exceed  one  part  in  two  thousand  parts  (1  in 
2,000)  by  weight  of  this  confection.  This  amount  is 
generally  believed  to  be  quite  harmless  to  health,  and 
is  permitted  by  an  order-in-eouncil  of  April  4  last. 

An  order-in-council  isfiued  in  May  of  this  year 
decrees  that  when  sulphurous  acid  in  any  form  is 
present  in  a  food  or  drink,  the  fact  shall  be  declared 
on  the  label. 


Grecna way's  Pill  Makers,  who  won  the  champio  nship  of  the  Saskatoon 
City  Hockey  League  last  beason.  Back  row— Art.  Eccles,  right  wing; 
Lew  Berry,  rover,  capt.  Al.  Lawrence,  left  wing;  Joe  Cooper,  cover 
point.  Second  row— K.  M.  Plnder.  centre ;  A.  D.  Campbell,  sec.treas. ; 
Harry  Greenaway,  manager ;  Fred  Slruthers,  point.  On  floor— L.  F. 
Dyson,  goal. 

to  stimulate  life  in  a  person,  whether  he  plays  or  mere- 
ly takes  a  deep  interest  in  it,  providing  he  does  not 
overdo  it.  Over-indulgence  in  anything  is  not  com- 
mendable. 

Employes  of  Drug  Firm  Win  City  Championship. 

Herewith  is  reproduced  a  photograph  of  Greenaway 's 
Pill  Makers  of  Saskatoon,  Sask.,  who  were  cham- 
pions of  the  Saskatoon  City  League  last  season.  The 
entire  team  was  made  up  of  employes  of  the  two  stores 
of  the  Saskatoon  Drug  and  Stationery  Co.,  of  which 
Harry  Greenaway  is  proprietor. 

It  is  quite  an  unusual  thing  for  a  team  composed  of 
employes  of  one  retail  drug  firm  to  carry  off  the  silver- 
ware in  a  city  hockey  league.  Not  often  does  an  aggre- 
gation of  stick  handlers  drift  together  in  this  way.  In 
most  city  leagues  the  teams  have  a  wide  field  to  pick 
from.  Harry  Greenaway  is  himself  an  adept  hockey 
player,  having  had  a  good  deal  of  experience  in  puck 
chasing  in  Ontario  before  turning  his  footsteps  West- 
ward. 

Druggists  of  Owen  Sound  Won  City  Honors. 

Last  year  the  druggists  of  Owen  Sound,  Ont.,  organ- 
ized a  team  and  carried  off  the  championship  of  the 
city  hockey  league.     Teams   of   druggists   and  drug 


STUDENTS  OF  THE  MONTREAL  COLLEGE  OF 
PHARMACY  ELECT  OFFICERS 

At  a  recent  meeting  of  the  students  of  the  Montreal 
College  of  Pharmacy,  held  in  the  students'  room,  the 
following  otBcers  were  elected  after  a  keen  contest: 

Honorary  Officers — Prof.  A.  B.  J.  Moore,.  Prof.  L.  S. 
Desautels,  Pro.  T.  T.  Crossley,  Prof.  H.  Nadeau,  and 
J.  G.  Stenhouse. 

President — J.  H.  Molloy. 

Vice-President — L.  A.  Casey. 

Secretary — P.  Charland. 

Treasurer — M.  Getz.     - 

Executive— Wm.  Bernfeld,  M.  Colle,  L.  Tetu,  J. 
Scharf ,  L.  Ransom. 


What  Is  a  Luxury? 
Meandering  Mike — ^Here's  a  New  York  druggist  call- 
ing soap  a  luxury. 
Weary  Willie — Luxury  nothin*;  it's  a  nuisance! 


THE  CLERK'S  PART  IN  THE  XMAS  OAMPAION 

THE  campaign  for  Christmas  trade  is  about  to 
open,  and  more  than  ever  this  year  the  dealer 
will  need  the  hearty  co-operation  of  his  clerks 
in  order  that  sales  may  be  maintained  at  an  appre- 
ciable level.  This  is  a  time  when  clerks  should  show 
tlieir  loyalty  by  deciding  to  put  forth  their  best  efforts 
for  the  advancement  of  trade. 

The  clerk,  as  well  as  the  dealer,  should  try  to  get 
customers  to  make  their  purchases  of  Xmas  goods 
early.  It  is  of  advantage  to  customers  because  of  the 
better  selection  and  service  which  they  get,  and  is  of 
advantage  to  clerks  and  dealers  because  it  allows 
them  to  look  after  the  eleventh- hour  trade  much 
better. 

From  now  until  the  end  of  the  festive  season,  clerks 
should  give  added  attention  to  their  salesmanship 
and  to  window  and  interior  display.  Ther^  is'  busi- 
ness to  be  secured,  and  the  clerk  can  do  a  great  deal 
in  assisting  his  employer  to  get  his  full  share  of  it. 
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Good  Displays  in  St.  Catharines 
Drug  Stores 

During  Window  Display  Week 

MERCHANTS  of  St.  Catharines,  Ont.,  entered  into 
the  spirit  of  window  display  week  last  month 
with    considerable    enthusiasm.      There    were 
many  good  displays  of  goods  advertised  in  the  daily 
newspapers  in  the  local  stores,  the  displays  of  the  drug 
stores  standing  out  prominently  in  this  respect 

A  Cure  for  a  "Splitting"  Headache 

Quite  an  original  display  was  that  shown  in  the  east 
end  store  of  the  Greeco  Drug  Stores,  where  a  wood  scene 
was  the  central  feature.  It  showed  a  big  tree  just 
chopped  down,  and  the  wood  in  the  course  of  being 
spirt  up.  The  idea  of  the  wood-splitting  was  to  illus- 
trate the  fact  that  a  "splitting"  headache  could  be 
quickly  cured  by  the  headache  powders  shown  in  the 
display. 

Thermos  Bottles  in  Camp  Fire  Display 

Potter  &  Shaw,  located  in  the  west  end  of  the  city, 
had  a  display  of  thermos  bottles,  in  which  they  ar- 
ranged a  miniature  camp-fire  scene,  the  idea  being  to 
drive  home  to  the  public  how  they  may  carry  the 
warmth  of  the  camp  fire  with  them  by  means  of  a 
thermos  bottle.  The  display  was  put  in  at  a  particu- 
larly appropriate  time^ust  when  hunters  are  getting 
together  the  articles  that  they  will  need  to  take  to  the 
woods  with  them.  Just  now  when  the  weather  is  get- 
ting cool,  the  public  in  general  is  naturally  inter- 
ested in  this  line. 

The  display  showed  up  to  advantage  at  night; 

War  Setting — Red  Cross  Tent. 
A  unique  window  was  that  in  the  store  of  Ma  dill  & 


Company  of  St.  Paul  Street,  the  display  being  arrang- 
ed so  as  to  cash  in  on  the  present  interest  in  the  war. 
A  large  Red  Cross  tent  nearly  filled  the  window,  in- 
side there  being  dolls  to  represent  Red  Cross  nurses, 
and  also  a  wounded  soldier.  Flags  and  maple  leaves 
with  the  autumnal  tint  formed  a  pleasing  background 
to  the  display.  Painted  on  the  tent  pole  were  the  words 
"It's  a  long  way  to  Tipperary" — the  name  of  the  song 
that  has  sprung  into  such  popularity  with  the  soldiers 
at  the  front  and  the  general  public. 

A  Hallowe'en  Display. 

Greenwood's  Drug  Store  had  a  Hallowe'en  display 
that  caught  the  attention  of  both  young  and  old.  It 
showed  a  setting  for  a  Hallowe'en  party,  with  a  repre- 
sentation of  a  ghost  as  a  central  feature  and  all  kinds 
of  witches,  pumpkin  heads,  etc.,  arranged  in  a  way 
that  made  a  novel  and  catchy  display.  Goods  suit- 
able for  Hallowe'en  festivities  were  shown  in  the  win-: 
dow.  This  display  was  put  in  early,  so  as  to  get  the 
public  thinking  about  the  occasion  and  preparing  for 
its  celebration. 

Display  of  Optical  Goods 

Druggists  who  handle  optical  goods  will  be  inter- 
ested in  the  "mystery  window"  of  C.  H.  Bell,  in  the 
Greeco  East  End  Drug  Store.  It  contained  a  black 
box,  and  upon  looking  into  this  box  the  passerby  would 
see  eggs  change  into  goldfish.  The  idea  was  to  show  that 
while  it  was  only  an  optical  illusion,  the  glasses  on 
display  were  no  optical  illusion,  and  the  problem  of 
the  customer's  eyeglasses  was  solved.  All  kinds  of 
optical  goods  were  on  display. 


An  estate  estimated  at  $400,000  was  left  by  the  late 
J.  W.  Lamoreaux,  of  Hamilton,  head  of  the  Tuckett 
Tobacco  Company. 


Office  of  the  Montreal  College  of  Pharmacy  at  163  Ontario  St  West,  Montreal. 
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Promoters  of  Natures  Creation  Fined 

TORONTO.— The  promoters  and  proprietors  of  "Na- 
ture's Creation,"  a  medicine  advertised  as  a  cure  for 
consumption,  charged  with  knowingly  publishing  false 
statements  in  connection  with  the  medicine,  were  fined 
in  the  Toronto  Police  Court  on  Nov.  16.  C.  A.  Barnes, 
of  Detroit,  the  promoter,  was  fined  $200  and  costs  or  six 
months,  and  the  four  Toronto  proprietors,  all  well- 
known  citizens,  were  fined  $5  and  costs  each. 

The  charge  read :  Did  knowingly  publish  or  cause  to 
be  published  an  advertisement  directly  or  indirectly 
promoting  the  sale  or  disposal  of  "Nature's  Creation," 
containing  a  false  statement  of  a  character  likely  to  or 
intended  to  enhance  the  price  or  value  of  such  property 
or  promote  the  sale  or  disposal  thereof. 

Olaims  to  Cure  False  and  Absurd. 

A  good  deal  of  medical  evidence  was  heard  in  the 
case,  and  the  question  of  whether  or  not  consumption 
can  be  cured  was  much  discussed.  Opinions  on  this 
subject  were  rather  contradictory.  Dr.  Arthur  Jukes 
Johnson,  Toronto's  chief  coroner,  testified  that  he  had 
analyzed  Nature's  Creation  and  found  it  to  be:  Liquid 
extract  of  sarsaparilla,  a  small  quantity  of  iodide  of 
potash,  6  per  cent,  of  alcohol,  and  minute  quantities  of 
other  drugs,  worth  about  30  cents  a  bottle,  including 
the  bottle,  and  selling  for  $5. 

"And  in  my  opinion,  as  a  remedy  for  tuberculosis,  it 
is  useless,"  said  Dr.  Johnson.  "Its  claims  to  cures  are 
false  and  absurd." 

Dr.  W.  J.  Dobbie,  head  of  the  Toronto  Free  Hospital 
for  Consumptives,  expressed  his  opinion  that  the  drugs 
in  Nature's  Creation  could  have  no  effect  on  tuberculo- 
sis. 

Dr.  Keith  M.  Benoit  Simon  gave  evidence  regarding 


the  analysis  of  the  preparation  in  concert  with  Dr. 
Johnson.  It  was  slightly  alkaline,  there  was  4.5  per 
cent,  of  alcohol,  and  there  were  vegetable  extracts.  It 
would  cost  about  25  cents  a  bottle  to  make  it. 

"Is  it  any  use  or  service  for  the  purpose  for  which  it 
was  advertised?"  asked  Magistrate  Denison. 

"I  think  there  is  no  medicine  or  remedy  at  all  that 
could  have  any  influence  on  the  disease  of  tuberculo- 
sis, ' '  was  the  reply. 

Witness,  however,  instanced  morphine,  strychnine 
and  whiskey  as  possible  aids  in  certain  cases.' 

"Relying  on  this  analysis  I  would  say  it  was  quite 
inoperative  in  its  effect  of  curing  or  relieving  consump- 
tion," said  Dr.  Bruce  Smith,  Inspector  of  Hospitals  for 
the  Ontario  Government. 

There  was  a  large  profit  in  selling  it  at  $5  a  bottle, 
he  declared.  Temporary  exaltation  could  be  obtained 
from  any  liquid  with  alcohol  in  it,  he  said  in  answer  to 
Mr.  Corley. 

Cross-examined,  Dr.  Bruce  Smith  said  that  treatment 
for  tuberculosis  consisted  of  fresh  air,  nutritious  diet 
and  freedom  from  medicine. 

Dr.  Bruce  Smith  admitted  that  official  returns  to  the 
Government  showed  that  20  per  cent,  of  the  1,730  con- 
sumptives had  been  cured,  but  no  medicine  was  given 
the  patients  at  all.  Potassium  iodide  used  to  be  given 
by  doctors,  but  now  it  was  never  used,  as  it  upsets  the 
patient's  stomach. 

As  to  the  company  selling  Nature's  Creation,  Barnes, 
the  promoter,  came  from  Detroit  a  year  ago.  A  Mrs. 
J.  M.  Reynolds,  now  Mrs.  Cohen,  manufactures  it.  The 
Toronto  company  is  capitalized  at  $40,000.  Barnes  got 
half  the  stock.  One  defendant  stated  in  the  witness  box 
that  he  bought  $5,000  worth  of  stock  in  the  company 
for  $1,000. 

"Has  it  been  a  success  financially?"  was  asked. 

"No.    A  distinct  loss." 


Council  room  ot  the  Pharmaceutical  Aasociation  of  the  Pro^  iucc  o(  Ciucbcc  at  tlie  Montreal  College  of  P^ifirma.cy,  1^q(i(tva1. 


30 


THE  RETAIL  DRUGGIST  OP  CANADA. 


December,  1914 


OUR  QUESTION  BOX 

The  Retail  Druggist  solicits  Dour  inquiries.    This 
column  b /or  your  use.    iVe  are  at  your  service 


A  good  air  brush  is  made  by  Thayer  &  Chandler, 
Chicago.  The  Art  Metropole,  YoDge  Street,  Toronto, 
are  their  Canadian  agents. 


TO  PREVENT  PHOTO  PRINTS  STICKING. 

I  have  a  great  deal  of  trouble  with  photographic 
prints  sticking  to  ferrotype  plate  when  putting  gloss 
on  photographic  prints.    What  is  the  remedy? 

Winchester,  Ont.  B.  FRED  SMITH. 

Editorial  Note. — To  prevent  prints  sticking  use  the 
formula  given  below,  to  be  applied  as  follows : 

Coat  the  solution  on  ferrotype  with  a  soft  piece  of 
wool  and  allow  to  dry  for  about  one  minute,  and  then 
bring  to  a  polish  by  slightly  rubbing  with  a  piece  of 
lintless  cloth. 

The  Formula 

One  pint  of  benzine  to  2  ounces  of  paraffin  wax. 
Shave  the  wax  into  thin  shavings  and  allow  it  to  dis- 
solve in  the  benzine  by  shaking  the  bottle.  This  solu- 
tion, if  kept  well  corked,  will  remain  good  indefinitely. 
The  Retail  Druggist  is  indebted  to  the  Dominion  Photo 
Supply  Co.,  Ltd.,  of  Toronto,  for  the  above  formula. 


PUBLIC  DISPLAY  OP  CERTIFICATE. 

Editor,  The  Retail  Druggist : 

Is  it  necessary  for  a  druggist  to  keep  his  certificate 
tacked  up  where  everyone  can  see  it? 

Ottawa,  Ont.  READER. 

Editorial  Note. — This  point  is  answered  by  section 
24  of  the  Ontario  Pharmacy  Act,  which  reads : 

Every  pharmaceutical  chemist  carrying  on  business 
on  his  own  account,  and  every  manager  of  each  addi- 
tional place  of  business,  shall  display  his  certificate  in 
a  conspicuous  position  in  his  place  of  business,  or  the 
place  of  business  which  he  manages. 


SHOW  CARD  WRITING  ENQUIRIES 

The  Retail  Druggist: 

I  would  like  to  get  some  information  from  the  editor 
of  your  Show  Card  Writing  Department.  I  have  taken 
a  course  in  show  card  writing  with  the  I.C.S.,  for 
whidi  I  have  my  diploma.  T  would  like  to  know  how 
to  mix  a  paint  that  will  not  run  when  wet  and  will  have 
a  dull  finish — both  in  black  and  colors.  Also  the  names 
and  sizes  of  best  brushes  for  use- -the  best  air  brush, 
and  where  one  could  purchase  one  satisfactorilv  by 
mail.  SUBSCRIBER. 

Armstrong,  B.C. 

Editorial  Note— Re  enquiry  for  paint  that  will  not 
run  wh^n  wet,  use  dry  lampblack  or  dry  drop  black, 
one-half  cupful :  tablespoonful  of  boiled  or  raw  oil ;  two 
tablespoonfuls  of  dryers  or  brown  Japan;  thin  with 
gasoline  to  proper  working  use.  These  proportions  are 
only  approximate — a  little  more  or  a  little  less  either 
way  does  not  matter.  For  red.  use  Canadian  vermil- 
ion; blue,  Prussian  or  ultramarine.  All  dry  colors  are 
mixed  as  above. 

If  this  is  for  cotton  work  use  fitch  brushes  or  sign- 
writers'  cotton-sign  brushes,  one  half  and  three-quar- 
ter inch.  If  for  card  work  use  red  sable  card  writers' 
brudieSi  numbers  5,  7  and  8,  obtainable  at  E.  Harris 
&  Co.,  King  St.  B.,  Toronto. 


FORMULA  FOR  TOILET  WATER 

Editor,  The  Retail  Druggist: 

Could  I  trouble  you  to  give  me  a  formula  for  toilet 
water?  T  have  already  some  now,  but  I  would  like  to 
get  a  couple  more,  with  a  view  to  securing  something 
better.    Thanking  you  in  advance. 

SUBSCRIBER. 

Halifax,  N.S. 

Here  is  a  formula  for  toilet  water  that  we  have  had 
recommended  to  us: 

Oil  of  bergamot 15  drops 

Oil  of  lemon 25  drops 

Oil  of  neroli 20  drops 

Oil  of  rosemary 15  drops 

Alcohol 8  ounces 

Water 8  ounces 

Dissolve  the  oils  in  the  alcohol  and  add  the  water 
slowly.  Set  aside  for  eight  days,  shaking  occasionally, 
and  filter. 


CRYSTALLIZED  SMELLING  SALTS 

To  the  Edmonton  druggist  who  asks  for  a  formula 
for  crystallized  smelling  salts,  we  submit  the  following 
from  the  Era  Formulary: 

Fill  the  bottles  with  crystals  of  potassium  sulphate; 
then  pour  in  as  much  of  the  following  solution  as  they 
will  conveniently  hold : 

Stronger  ammonia  water  15  ounces 

Oil  of  lavender  30  drops 

Oil  of  cloves 5  drops 

Essence  of  lemon 1  dram 


COUGH  DROPS 

Dutch  crushed  sugar 8      pounds 

Brown  sugar 6      pounds 

Glucose   2      pounds 

Licorice  paste  iy2  pounds 

Tartaric   acid    IV^  ounces 

Paregoric  1      ounce 

Tincture  of  tolu V2    ounce 

Oil  of  aniseed ^A    ounce 

Water 2       quarts 

Method — Dissolve  the  sugars  in  the  water  and  bring 
them  to  a  sharp  boil.  Stir  in  the  glucose  and  continue 
to  boil  until  "crack"  degree  is  reached.  Pour  the  mass 
out  on  an  oiled  slab ;  spread  the  licorice  paste  on  it. 
turn  the  edges  of  the  sheet,  add  the  acid  and  the  re- 
maining ingredients.  Work  all  thoroughly  into  the 
sugar  and  then  pass  through  the  acid  tablet  rollers. 


OINTMENT  ANTI-NEURALGIA 

Chloral  hydrate 1  dram 

Menthol 1  dram 

Cocoa  butter 4  drams 

Spermaceti   2  drams 

Melt  the  cocoa  butter  and  spermaceti  together,  and 
dissolve  the  chloral  hydrate  and  menthol  in  the  mix- 
ture. 
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Council  of  O.C.P.  Holds  Semi-Annual  Session 

Many  matters  of  interest  and  importance  dealt  with  by  the  Council 
of  Ontario   College  of  Pharmacy  at  their  November  meeting 


THERE  was  a  full  attendance  at  the  semi-annual 
meeting  of  the  council  of  the  Ontario  College  of 
PhArmacy,  held  at  the  College  on  Nov.  16  and 
four  following  days.  Many  questions  of  importance 
relative  to  the  conduct  of  the  college  and  pharmaceu- 
rieal  matters  of  the  province  generally  were  discussed 
and  dealt  with.  A  much  discussed  matter  was  that  re- 
garding the  sale  of  poisons,  it  being  recognized  that 
some  effort  should  be  put  forth  to  lessen  the  number  of 
deaths  and  accidents  that  have  occurred  lately  from 
poisons.  It  was  felt  that  some  steps  should  be  taken  to 
safeguard  the  public  and  also  to  reduce  the  unfavorable 
publicity  that  is  being  given  to  the  drug  trade  as  a  re- 
sult of  recent  occurrences  in  which  poisons  have  played 
a  prominent  part. 

Distinctive  Bottle  for  Carbolic  Acid. 

On  the  recommendation  of  the  Infringement  Commit- 
tee regarding  the  sale  of  carbolic  acid  in  a  distinctive 
bottle,  the  council  authorized  the  Legislation  Commit 
tee  "to  make  application  to  the  Legislature  of  Ontario 
at  its  next  session  to  have  the  Pharmacy  Act  so  amend- 
ed that  this  additional  safeguard  to  the  general  public 
may  be  incorporated  in  the  Act." 

Re  the  registration  of  B.P.  preparations  under  the 
Proprietary  and  Patent  Medicine  Act,  it  was  decided 
that  this  infringement  should  be  called  to  the  attention 
of  the  Inland  Revenue  Department  at  Ottawa  with  a  re- 
quest that  they  see  that  the  Act  is  complied  with. 

New  British  Pharmacopoeia  Will  be  Adopted. 

The  Committee  on  Education  and  Research  recom- 
mended the  adoption  of  the  new  revised  British  Phar- 
macopoeia as  the  ofiBeial  standard  of  the  college  at  svich 
time  as  it  may  be  approved  and  adopted  by  the  Medical 
Council  of  the  province.  For  the  present  term  of  in- 
struction and  examination  the  Pharmacopoeia  now  iv. 
use  is  to  be  continued  as  the  official  authority. 

The  pharmaceutical  and  drug  journals  are  to  be  in- 
vited to  solicit  suitable  and  desirable  formulas  for  in- 
sertion in  the  next  issue  of  the  Canadian  Formulary. 
The  registrar-treasurer  was  instructed  to  secure  ten- 
ders for  the  publication  of  2,000  copies,  and  report 
at  the  June  meeting. 

$500  Grant  to  Red  Cross  Fund 

In  view  of  the  fact  that  Dr.  J.  T.  Fotheringham,  pro- 
fes,sor  of  Materia  Mediea  at  the  O.C.P.,  has  taken  com- 
mand of  a  Toronto  Ambulance  corps,  and  is  going  to 
the  front  with  the  second  contingent,  the  following 
resolution  was  passed  by  the  council:  "That  while  de- 
ploring the  necessity  which  deprives  us  of  the  services 
of  Dr.  Fotheringham,  by  reason  of  call  to  duty  in 
defence  of  the  Empire,  we  cannot  allow  the  occasion  to 
pass  without  expressing  our  profound  admiration  of 
the  exalted  motive  prompting  him  to  make  so  consid- 
erable a  sacrifice     in  the  hour  of  national  urgency." 

In  view  of  the  urgent  need  of  assistance  in  carry- 
ing on  their  most  humane  work,  $500  was  voted  by 
the  council  to  the  Canadian  Branch  of  the  Red  Cross 
Society.  Dr.  Fotheringham 's  salary  will  also  be  con- 
tinued as  usual  during  his  absence  at  the  front. 


One  of  the  motions  of  interest  to  students  and  appren- 
tices was  that  raising  the  examination  fee  of  the  col- 
lege from  $10  to  $20. 

In  the  case  of  apprentices  leaving  their  original  pre- 
ceptor and  taking  another  situation  to  complete  their 
apprenticeship  term,  it  was  adopted  as  a  regulation  of 
the  college  that  such  apprentice  be  required  to  take  out 
a  new  agreement  with  any  future  preceptor,  and  reg- 
ister the  same  with  the  council,  and  pay  a  fee  of  $1  for 
such  registration. 

A  sum  not  exceeding  $50  was  authorized  to  be  spent 
on  kalsomining  and  painting  the  students'  recreation 
room  at  the  college. 

Re  Amendments  to  Dominion  Poison  Act 

In  reference  to  the  efforts  of  the  C.Ph.A.  to  secure 
amendments  to  the  Dominion  Poisons  Act,  it  was  re- 
ported that  Hon.  Mr.  Crothers,  Minister  of  Labor,  has 
expressed  his  willingness  to  comply  with  the  request 
of  the  C.Ph.A.  in  making  any  necessary  amendments  to 
the  Act  and  providing  the  means  of  their  enforcement. 
The  council  will  act  in  conjunction  with  the  associa- 
tion in  its  efforts  to  secure  needed  amendments. 

It  was  also  reported  that  district  meetings  were  held 
by  Messrs.  Pepper  and  Johnston  in  districts  No.  11 
and  13.  These  meetings  were  a  great  success,  many 
problems  affecting  the  trade  being  discussed. 

College  Finances  in  Good  Condition 

President  J.  H.  H.  Jury,  of  Bowmanville,  was  in  the 
chair  during  the  session.  In  his  presidential  address 
he  reviewed  the  work  of  the  past  term  and  made  a 
number  of  recommendations  to  the  council.  Some 
recommendations  relative  to  the  college  were  also  made 
by  Dean  Heebner  in  his  report.  Registrar-Treasurer 
Graham,  in  his  report,  presented  a  statement  of  the 
college  finances  up  to  Oct.  31.  Receipts  for  the  half- 
year  were  $8,601.77  and  disbursements  $7,973.59.  The 
statement  of  resources  and  liabilities  showed  a  balance 
of  $77,577.47.  There  is  a  balance  of  $3,313.55  in  con- 
nection with  the  John  Roberts'  Scholarship  Fund. 

Members  of  the  Council 

The  officers  of  the  council  are  as  follows : 

President — John  H.  H.  Jury,  Bowmanville. 

Vice-President — A.  J.  Johnston,  Sarnia. 

Registrar-Treasurer — W.  B.  Graham. 

By-laws  and  Legislation  Committee — A.  J.  Johnston, 
Sarnia  (chairman)  ;  G.  E.  Gibbard,  Toronto;  T.  E.  Mc- 
Clellan,  Gait. 

Educational  Committee — ^Henry  Watters,  Ottawa 
(chairman);  Alex.  Stewart,  Guelph;  J.  T.  Pepper, 
Woodstock. 

Finance  and  Property  Committee — H.  G.  Robertson, 
Barrie  (chairman) ;  C.  T.  Adams,  Sault  Ste.  Marie;  W. 
H.  Worden,  Toronto. 

Infringement  and  Divisional — B.  Griffin,  Hamilton 
(chairman) ;  E.  R.  Wigle,  Goderich ;  E.  W.  Case,  Picton. 

The  minutes  in  full  will  be  printed  in  pamphlet  form 
and  sent  to  every  dniggist  in  the  province. 


» 


THE  RETAIL  DRUGGIST  OF  CANADA. 


December,  1914 


NEWS  OF  THE  TRADE 

From  Coast  to  Coast 


Quebec  and  Maritime  Provinces 

"W.  0.  Lambly,  druggist,  of  Cookshire,  Que.,  has  sold 
to  Dr.  Munroe. 

Emile  Armand  Gadbois,  druggist,  of  Montreal,  has 
registered  under  the  name  of  "Revol. " 

The  proprietors  of  the  Glasgow  Drug  Hall,  Mont- 
real, have  dissolved,  Leopold  Joubert  continuing. 

The  Radnor  "Water  Co.,  Ltd.,  of  Montreal,  has  been 
incorporated  with  a  capital  stock  of  $100,000. 

The  Hardy-Wyndham  Co.,  wholesale  druggists,  of 
Montreal,  have  dissolved,  B.  Wyndham  and  Mrs.  J.  A. 
Hardy  continuing  under  the  same  style. 

The  store  of  the  Glasgow  Drug  Hall,  Notre  Dame 
W.,  Montreal,  was  damaged  by  fire,  the  loss  approximat- 
ing $20,000.  The  first  two  storeys  were  completely 
destroyed. 

The  Canadian  Tar  Products  Co.,  Ltd.,  is  a  Montreal 
concern  incorporated  with  a  capital  stock  of  $500,000. 
In  addition  to  other  things,  it  is  authorized  to  deal  in 
colors,  dyes,  pharmaceutical  products,  etc. 

Lyons  Cut  Rate  Drug  Store,  Limited,  of  Montreal, 
has  been  incorporated  with  a  capital  stock  of  $50,000. 
The  incorporators  include  Dame  Lea  Jubenville,  Her- 
bert Henry  Lyons,  Adolphe  Veilleux,  Charley  Lippens, 
and  Adelard  Savard. 

"W.  G.  M.  Shepherd,  of  Montreal,  sole  agent  for  Can- 
ada for  Colgate  &  Co.,  has  moved  from  the  Coristine 
Building  to  the  new  Drummond  Building,  at  the  comer 
of  St.  Catherines  &  Peel  Streets.  Mr.  Shepherd  enter- 
tained a  large  number  of  his  customers  and  friends  on 
the  occasion  for  his  opening  in  new  quarters. 

Ontario 

John  A.  Barr  &  Co.,  druggists,  of  Hamilton,  have  sold 
to  H.  0.  Wilson. 

L.  H.  Neil,  druggist,  of  New  Liskeard,  Ont.,  has  been 
succeeded  by  G.  S.  Tathan. 

Percy  Snyder,  of  Smiths  Falls,  has  gone  to  Ottawa, 
where  he  has  taken  a  position  in  the  Carleton  Apothe- 
cary Hall. 

L.  E.  Fraser,  who  has  succeeded  J.  A.  Mitchell,  of 
Trenton,  has,  for  the  past  two  years,  been  with  W.  B. 
Clark,  of  Renfrew,  Ont. 

The  United  Cigar  Stores  Op-Co.,  Limited,  with  head 
office  in  Toronto,  has  received  Dominion  incorporation. 
The  capital  stock  is  $50,000. 

Walter  Madill,  traveler  for  Henry  K.  Wampole  &  Co., 
is  one  of  the  scrutineers  uf  the  ballot  in  connection  with 
the  election  of  officers  of  the  Commercial  Travelers' 
Association  of  Canada. 

J.  A.  Mitchell,  who  has  conducted  a  successful  drug 
and  stationery  business  at  Trenton,  has  sold  out  to 
E.  L.  Fraser.  Before  going  to  Trenton  Mr.  Mitchell 
was  in  business  at  Atwood.  He  has  left  to  spend  the 
winter  in  the  South. 

P.  G.  Walley,  druggist,  of  Ingersoll,  who  was  recently 
appointed  to  the  office  of  Collector  of  Customs,  has  sold 
his  drug  business  to  Orrie  Gill,  of  Ottawa.  Mr.  Gill 
is  an  Ingersoll  boy  and  was  formerly  with  J.  E.  Gayfer, 
of  that  town. 

Templeton's  Rheumatic  Capsule  Corporation,  Ltd., 
of  Toronto,  has  received  incorporation  with  a  capital 
stock  of  $100,000.    The  provisional  directors  are  James 


Gilmour  Templeton,  druggist ;  H.  M.  Grills,  J.  0.  Grills, 
W.  H.  Woulfe,  and  H.  C.  Long. 

Manitoba  and  Saskatchewan 

The  stock  of  D.  H.  Anderson,  of  Regina,  has  been 
sold. 

Geo.  H.  Ramsay,  druggist,  Pense,  has  sold  to  Geo. 
Boyd,  M.B. 

A.  Beimes,  Rosthern,  Sask.,  has  sold  his  drug  store 
to  F.  A.  Berg. 

S.  J.  Hall,  druggist,  of  Virden,  Man.,  has  been  suc- 
ceeded by  Mullen  &  Ross. 

D.  D.  Murray,  manufacturer  of  aerated  water,  Car- 
lyle,  Sask.,  has  been  succeeded  by  Beatty  Bros. 

Harold  Cosway  has  commenced  in  the  drug  business 
in  Verwood,  Sask. 

Alberta 

S.  J.  Farrell  has  opened  a  drug  store  at  Holden,  Al- 
berta. 

Operations  have  been  commenced  in  the  new  factory 
of  the  Tabor  Candy  Co.,  Medicine  Hat. 

The  Alberta  Pharmaceutical  Association  has  received 
acknowledgement  of.  their  donation  of  $500  to  the 
Canadian  Patriotic  Fund. 

A.  S.  Tod  is  now  sole  proprietor  of  the  Blairmore 
Pharmacy,  of  Blairmore,  Alberta,  having  purchased  the 
interest  of  H.  G.  Bigelow. 

It  is  probable  that  Capt.  C.  S.  Pingle,  of  Medicine 
Hat,  will  go  to  the  front  with  the  second  contingent. 
Capt.  Pingle  has  been  associated  with  the  Hussars  for 
a  number  of  years  as  quartermaster,  and  as  this  depart- 
ment has  been  most  efficiently  managed  by  him,  Col. 
Sissons  will  endeavor  to  secure  him  the  same  appoint- 
ment in  connection  with  the  mounted  regiment  which 
he  will  take  from  Alberta. 

British  Columbia 

The  Canada  Drug  &  Book  Co.,  of  Nelson,  B.C.,  is 
now  in  charge  of  Fred  J.  Boles,  formerly  with  the  Na- 
tional Drug  &  Chemical  Co. 

The  entire  front  of  the  store  of  W.  M.  Harrison  &  Co., 
corner  of  Granville  and  Robson  Streets,  Vancouver,  has 
been  remodelled. 

Miss  Myra  M.  Goodeve,  daughter  of  Pharmacist  A. 
S.  Goodeve,  of  Rossland,  B.C..  was  one  of  the  nurses 
who  were  accepted  for  the  front. 

J.  W.  Wright,  western  traveler  for  Lyman's,  Ltd.,  of 
Montreal,  passed  away  at  St.  Paul's  Hospital,  Van- 
couver, in  early  November,  after  an  illness  of  only  a 
few  days. 


The  Ross  Drug  Co.,  Ltd.,  of  St.  John,  N.B.,  succeeds 
G.  M.  Ross,  of  that  city,  and  also  takes  over  Nassons 
Ltd.    Mr.  Ross  is  manager  of  the  new  concern. 


MEETING  OF  B.  C.  PHARMACEUTICAL  COUNCIL 

THE    semi-annual   meeting    of    the    council    of    the 
British   Columbia     Pharmaceutical     Association 
wias  held  at  Victoria  on  Nov.  12,  when  matters 
of  interest  to  the  drug  trade  on  the  Coast  were  die- 
cussed  and  dealt  with.     The  oflScers  of  fke  B.  C.  asso- 
ciation are: 
President — Chas.  G.  Mills,  Vancouver. 
Vice-President — Geo.   H.   Cameron,  Vancouver. 
Secretary-Registrar-Treasurer — James     W.     Browne, 
Vancouver. 

Other  Councillors — Joseph  H.  Emery,  Victoria; 
Frank  J.  MacKenzie,  White  Eock;  T.  H.  Robinson, 
Vancouver,  and  John  L.  White,  Greenwood. 
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B.C.  REGISTRATIONS  QRANTED. 

The  British  Columbia  Pharmaceutical  Association 
has  granted  the  followng  registrations: 

As  certified  apprentices — Horace  Thome,  M.  R.  Phil- 
lips, J.  R.  Mc Williams,  Earl  Alexander,  Irene  Huston, 
Arthur  R.  Ostrom,  George  Edward  Curtis,  Edward 
MeMahon,  Francis  Earl  C.  Grummett,  R.  A.  Royston, 
J.  J.  O'Neill,  Robert  G.  Stewart,  Bertha  B.  Weinrobe, 
Edward  A.  Powers,  Lome  Thompson,  Morgan  Edgar 
Cranston.  W.  0.  Scott,  Walter  Ramsay  McLeod,  Alvin 
Knight. 

As  certified  apprentices  upon  production  of  all  neces- 
sary qualification  papers — Reginald  H.  Speck,  Guy  S. 
Wrightman,  R.  B.  Irving.  D.  Oliver,  Norman  S.  Ballard, 
Wilfrid  Reginald  Long,  Albert  Babcock. 

As  certified  clerks — Kate  MacCrimmon. 

As  licentiates— Dr.  Swenerton. 


ONTARIO  COLLEGE  OF  PHARMACY  NOTES 

The  1914-15  class  of  the  Ontario  College  of  Pharmacy, 
Toronto,  held  an  enjoyable  dance  in  the  Masonic  Hall, 
on  Nov.  12.  The  hall  was  appropriately  decorated  for 
the  occasion,  and  a  good  floor  and  music  combined  to 
make  a  pleasant  evening.  The  patronesses  present  in- 
eluded  Mrs.  W.  B.  Graham  and  Mrs.  (Dr.)  Chambers. 

0.  C.  P.  students  are  looking  forward  to  a  fast 
hockey  team  this  winter.  There  is  said  to  be  consider- 
able good  material  among  this  year's  class  of  pill 
pounders,  including  some  puck  chasers  of  O.H.A.  ex- 
perience. 

E.  Vogelman  is  the  representative  of  the  Ontario 
College  of  Pharmacy  on  Varsity,  the  student  paper  of 
the  University  of  Toronto,  with  which  the  0.  C.  P.  is 
affiliated.  Mr.  Vogelman,  who  hails  from  Ottawa,  is 
also  vice-president  of  the  1914-15  class. 


RESULTS  OF  EXAMINATIONS  IN  B.C. 

The  results  of  the  semi-annual  examinations  of  the 
British  Columbia  Pharmaceutical  Association,  held  in 
November,  are  given  below.  The  examiners  included 
John  Cochrane,  J.  M.  Fisher  and  F.  C.  Stearman. 

Senior  Examination. 

Passed :  In  order  of  merit — H.  D.  Neve,  Vancouver ; 
V.  P.  Ableson,  Victoria;  W.  S.  P.  Alexander,  Vancou- 
ver; John  Robertson,  Vancouver;  Fred  H.  Tennant, 
Vernon. 

Passed  now  and  on  previous  occasions — 0.  J.  Steven- 
son, Vancouver ;  F.  L.  Neiley,  Vancouver. 

Starred  in  subjects — ^Hartley  Battson,  New  Westmin- 
ster, chemistry  and  pharmacy;  Jas.  T.  Crawford,  Van- 
couver, materia  medica;  David  Dick,  Vancouver,  bot- 
any ;  Earl  Harcus,  Vancouver,  materia  medica  and  bot- 
any ;  E.  P.  Lasage,  Vancouver,  chemistry  and  materia 
medica ;  R.  A.  Royston,  Duncan,  materia  medica  and 
botany ;  F.  W.  Steacy,  New  Westminster,  botany. 

Junior  Examination. 

Passed — C.  S.  Clayton,  Vancouver. 

Passed  now  and  on  previous  occasions — Gilbert  Par- 
fett,  Victoria. 

Starred  in  subjects — J.  B.  Mayes,  Vancouver,  chem- 
istry ;  L.  C.  Macken,  Vancouver,  chemistry  and  materia 
medica;  Ormond  McDonald,  Victoria,  chemistry. 

Hamilton  E.  Sclater,  New  Westminster,  is  the  win- 
ner of  the  J.  A.  Tepoorten,  Jr.,  general  proficiency  gold 
medal  for  the  year  1914. 


FIRE  AT  NEW  HOME  OF  CANADIAN  KODAK  CO. 

Fire  did  damage  to  the  extent  of  $25,000  to  the  new 
home  of  the  Canadian  Kodak  Company,  now  in  course 
of  construction  at  Mount  Dennis,  near  Toronto,  on  Nov. 
17.  The  building,  which  is  to  cost  $450,000,  is  to  be 
seven  storeys  high  and  450  feet  long.  The  walls  and 
floors  are  being  built  of  cement.  Construction  bad 
reached  the  fourth  storey,  and  considerable  damage 
was  done  to  the  two  top  storeys,  which  were  still  in 
the  casings.  While  it  lasted,  the  blaze  was  spectacular. 
The  erection  of  the  building  will  be  continued  at  once. 


WANT  PATENTS  FOR  SPECIFIC  "606." 

Two  prominent  Toronto  men,  E.  N.  Macallum,  son  of 
Prof.  A.  B.  Macallum,  of  the  University  of  Toronto,  and 
C.  M.  Candee,  have  constituted  themselves  as  the  Syn- 
thetic Drug  Company,  and  have  applied  for  leave  to 
manufacture  under  four  patents  the  specific  known  as 
"606,"  or  "Salvarsan."  A  counter-application  has 
been  put  in  for  the  same  privilege  by  Dr.  Gustav  Arch- 
ambault,  of  Montreal.  The  preparation  is  the  dis- 
covery of  Prof.  Ehrlich,  of  Berlin,  and  the  name  of  his 
Japanese  assistant,  Hata,  is  sometimes  applied  to  it. 

The  chief  ingredients  of  the  specific  are  arsenic  and 
free  mercury,  the  exact  quantity  of  each  being  an  im- 
portant factor  in  its' admixture.  The  Government  is 
giving  careful  consideration  to  the  matter,  on  account 
of  the  dangerous  nature  of  the  preparation  unless  pro- 
perly mixed. 


NEWS  NOTES  OF  DRUGGISTS 

C.  Crawley  is  opening  up  at  Keele  and  Bloor  Streets, 
Toronto. 

Watton's  Ltd.,  have  succeeded  H.  S.  Young,  Sud- 
bury, Out. 

G.  W.  Gerrie,  of  Hamilton,  succeeds  P.  H.  FowKe, 
Midland,  Ont. 

J.  H.  Hobson  has  succeeded  the  Gardner  Pickard  Co., 
Windsor,  Ont. 

V.  Sullivan  is  opening  a  new  business  in  East  City, 
Peterborough,  Ont. 

E.  A.  Tanner  is  starting  a  new  drug  store  on  Ron- 
cesvalles  Ave.,  Toronto. 

Vernon  Meek,  938  College  St.,  Toronto,  suffered  a 
slight  fire  loss  on  Nov.  13. 

J.  H.  McMillan  has  purchased  the  Central  Butte  Drug 
Store,  Central  Butte,  Sask. 

/^  H.  W.  Shoemaker,  Berlin,  Ont.,  has  moved  into  new 
and  more  commodious  quarters. 
W.  Prudhomme  has  succeeded  J.  H.  Nanlt  in  his 
branch  store,  St.  Catherines  St.,  Montreal. 

Roy  Riordan,  formerly  of  Clarke 's  Drug  Store,  Belle- 
ville, has  purchased  the  business  of  I.  G.  Whitefield,  of 
Madoc,  Ont. 

James  Williams,  Brockville,  Ont.,  has  purchased  the 
threcistorey  block  on  King  Street,  of  that  city,  in  which 
his  business  is  located. 

Messrs.  Harold  F.  Ritchie  and  Wm.  Millsap,  of  the 
Harold  F.  Ritchie  Co.,  of  Toronto,  sailed  for  Europe 
in  mid-November,  and  will  be  gone  until  the  new  year. 
They  are  on  a  business  trip,  making  plans  for  the  com- 
ing year. 

The  Vancouver  School  of  Pharmacy  has  made  a  satis- 
factory start  on  its  1914-15  term.  Lectures  are  given 
two  nights  a  week.  The  teaching  staff  is  made  up  of 
J.  M.  Fisher,  J.  M.  White,  W.  H.  Caldwell,  and  J.  T. 
Crowder. 
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THE  STATIONERY  DEPARTMENT 


=1      A  department  denoted  to  stationery,  took',  po't  cards  and  associated  lines      \- 


Push  Sale  of  Stationery  for  Xmas 

THE  two  weeks  previous  to  Christmas  are  busy  ones 
in  the  book  and  stationery  department  of  the 
drug  store,  or  at  least  they  should  be.  These  are 
lines  that  make  ideal  Xmas  gifts,  and  should  be  play- 
ed up  prominently. 

Some  druggists  do  not  get  the  trade  in  these  lines  at 
Xmas  time  that  they  should,  and  all  because  they  do 
not  go  after  it  strong  enough.  The  writer  recalls  a 
visit  to  a  departmental  store  last  year  when  he  noticed 
that  big  sales  were  being  made  in  stationery  and  asso- 
ciated lines — many  of  the  boxes  being  extremely  high- 
priced  ones.  It  was  very  noticeable  that  goods  were 
displayed  on  counter  and  in  silent  salesmen  in  an  at- 
tractive manner,  to  catch  the  eye  and  arouse  interest. 
This  was  further  backed  up  by  a  window  display  to 
catch  the  attention  of  people  passing  the  store. 

Trade  that  Should  be  the  Druggists'. 

Here  was  a  good  deal  of  trade  going  to  the  depart- 
mental stores  that  could  have  easily  been  secured  by 
the  druggists  if  they  had  gone  after  it  in  an  aggressive 
manner.  Two  nearby  drug  stores  visited  by  the  writer 
both  sold  stationery,  but  neither  one  had  it  on  display 
in  the  window,  or  even  a  showcard  to  indicate  that  they 
sold  it.  Neither  was  this  line  given  prominence  in  the 
interior.  It  was  being  treated  more  as  an  unimportant 
sideline  than  as  an  important  department,  and  that 
was  the  reason  for  the  lack  of  sales. 

How  One  Dealer  Featured  It. 

All  druggists  do  not  neglect  stationery  in  this  man- 
ner, however.  On  the  same  day  the  writer  visited  a 
smaller  drug  store  that  was  doing  a  considerable  trade 
in  this  line.  They  did  not  have  a  whole  window  devot- 
ed to  the  line,  but  realizing  its  importance,  a  rear  shelf 
arranged  in  one  of  the  windows  had  been  given  over  to 
a  varied  assortment  of  samples  and  a  card  read:  "Come 
in  and  see  our  complete  stock.  Our  assortment  will 
please  you."  Inside,  an  entire  counter  displayed  sta- 
tionery of  various  kinds.  Plenty  of  showcards  were 
used,  a  big  one  pointing  out  the  suitability  of  station< 
ery  as  a  Xmas  gift. 

A  good  deal  was  being  sold,  too,  showing  the  value 
of  featuring  this  line  strongly  previous  to  Christmas. 


lines.  Try  to  have  no  two  covers  alike.  On  the  floor 
of  the  window  arrange  supplies  of  various  kinds  with 
just  a  few  textbooks.  The  plain  quoting  of  prices  will 
also  generally  be  found  advisable. 

The  day  before  school  opens,  arrange  another  dis- 
play of  tablets  and  notebooks  on  a  table  or  counter 
near  the  front  of  the  store.  This  is  to  sell  from  and 
should  be  kept  there  for  several  days  after  the  opening 
of  the  term. 

Feature  Line  in  Ad. 

One  drug  store  that  makes  a  feature  of  school  sup- 
plies is  that  of  MacFarline  &  Co.,  Durham,  Ont.  Previ- 
ous to  the  opening  of  school  this  dealer  advertises  this 
line  in  his  space  in  the  local  paper.  One  ad.  of  this 
nature  was  headed:  "Don't  forget  that  we  are  head- 
quarters for  school  supplies."    The  ad.  then  read: 

We  are  showing  a  larger  and  better  assort- 
ment than  ever  at  the  lowest  possible  prices. 
.  You  will  not  make  any  mistake  in  sending 
your  children  here  for  their  books,  for  young 
and  old  will  receive  the  same  courteous  atten- 
tion as  they  have  in  the  past. 

This  line  is  one  that  the  druggist  cannot  afford  to  ne- 
glect. It  pays  a  nice  profit  and  helps  the  sale  of  other 
lines  by  attracting  people  to  the  store. 


THE  SALE  OF  SCHOOL  SUPPLIES. 

As  soon  as  the  Christmas  trade  is  over,  the  druggist 
should  play  school  supplies  up  strong.  With  the  begin- 
ning of  another  term,  the  children  are  interested  in  ad- 
ditional note  books,  scribblers,  etc.  Trade  is  some- 
times inclined  to  quietness  after  the  passing  of  the  holi- 
day trade,  and  this  is  a  good  line  to  stimulate  it  with. 

Display  Before  Opening  of  Term. 

The  dealer  would  do  well  to  put  in  a  school  window 
just  previous  to  the  opening  of  school,  and  make  it  as 
complete  and  elaborate  as  possible.  A  very  good  way 
is  to  fill  the  entire  back  and  sides  of  the  window  with 
tablets,  notebooks,  scribblers,  etc.,  by  hanging  them  on 


DRAMATIZED  NOVELS  AND  NOVELIZED  PLAYS 

Each  year,  dealers  who  handle  books  are  realizing  the 
distinct  advantage  of  the  enormous  publicity  given  to 
many  of  the  books  they  stock  because  of  their  being 
dramatized.  When  the  play  is  being  presented  in  his 
town  or  city,  it  affords  the  dealer  an  excellent  oppor- 
tunity to  sell  the  book  of  the  same  name.  People  who 
intend  to  see  the  play  want  to  read  the  book  to  get  the 
drift  of  the  story,  while  even  those  who  do  not  see  it  in 
dramatic  form,  are  interested  in  reading  the  book.  The 
dealer  should  rise  to  all  such  opportunities  presented. 


THE  DRUGGIST  AND  THE  CHRISTMAS  TRADE 

CHRISTMAS,  with  its  opportunities  for  trade,  is 
now  not  far  distant,  and  the  druggist  should 
already  have  started  his  bid  for  this  business. 
He  }s  pariieularly  foitunaie  in  having  a  large  variety 
of  lines  that  make  suitable  Christmas  gifts. 

Useful  Gifts  Will  Sell  This  Year 

He  has  in  his  stock  many  lines  that  are  not  only  suit- 
able for  Christmas  gifts,  but  which  are  useful  to  the 
recipient.  These  are  lines  that  should  be  pushed  par- 
ticularly strong  this  year,  because  this  is  going  to  be 
the  year  of  useful  Christmas  gifts.  At  least,  it  has 
been  the  experience  of  dealers  in  other  years  of  finan- 
cial stringency,  that  people  purchased  gifts  with  an 
eye  to  usefulness.  The  druggist  should  see  that  he  is 
well  supplied  with  these  lines.  It  will  probably  be  the 
case  that  he  will  find  sale  of  many  of  the  ordinary 
staple  lines  of  merchandise. 
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Boy's  Own 
Annual 

THE  STANDARD  BOOK 
FOR  BOYS 

The  most  instructive  and 
interesting  book  published, 
with  large  colored  plates, 
and  profusely  illustrated; 
bound  in  full  cloth. 


Girl's  Own 
Annual 

AN    IDEAL    CHRISTMAS 
GIFT 

Always  looked  for  and  ap- 
preciated. Splendid  read- 
ing, on  subjects  of  interest 

to  girls  of  all  ages.  Beautifully 
illustrated  and  bound  in  full  cloth. 


Order  at  once —Limited  Supply 


WARWICK  BROS.  &  RUTTER,  Limited 
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SMOKERS'  SUPPLIES,  CIGARS  and  TOBACCO 


The  Dtfiartment  that  Attracti  the  Men  to  the  Drug  Store 


THIS  MONTH  A  BIG  ONE  IN  SMOKERS'  SUPPLIES 

This  is  the  biggest  month  of  the  year  for  the  smok- 
ers' supplies  department  of  the  drug  store.  The  deal- 
er should  arise  to  the  possibilities  presented  by  pushing 
these  lines  strongly  during  the  entire  month. 

Feature  cigarp  by  the  box.  They  should  sell  this 
way  for  Xmas  gifts.  Put  a  card  in  the  windows  draw- 
ing attention  to  the  fact. 

The  buying  of  cigars  by  the  women  for  husbands  and 
gentlemen  friends  has'  been  made  the  subject  of  many 
jokes,  but  the  fact  that  the  women  do  buy  many  cigars 
for  Xmas  gifts  should  be  made  use  of  by  the  dealer 
to  increase  his  sales. 

The  fact  that  the  jokes  always  allude  to  the  poor 
quality  of  the  cigars  purchased  by  the  women,  should 
be  a  good  lever  to  make  sales  of  high  quality  cigars. 

This  is  the  time  to  feature  smoking  sets  and  other 
smokers'  sundries. 

The  cigar  lighter  is  a  line  that  is  worth  pushing. 


ADVERTISING  OP  SMOKERS'  SUPPLIES  BY  THE 
DRUGGIST. 

There  is  no  doubt  that  many  druggists  could  consid- 
erably increase  their  sale  of  smokers '  supplies  by  a  little 
advertising  of  this  department.  Too  many  dealers  put 
in  a  stock  of  tobacco  and  kindred  lines  and  expect  a 


Get  Your  Smoking  Supplies  Here 

frOBACCOS  that  tell  the  tale  of  careful  manu- 
-*■  facturing  —  daintily  packed  In  airtight  tins, 
there  the  flavor  is  retained  until  opened.  You'll 
find  all  the  popular  brands  in  stock— always 
fresh. 

Drop  in  am)  get  a  cigar,  pipe,  package  of  tobac- 
co, anything  so  long  as  we  can  prove  to  you  the 
quality  of  our  smokers'  goods. 

McLellan  Drug  Company,  Limited 


WATER  STREET 


SUMMERSIDE 


Advertisement  of  smoking  supplies  used  by  P.E.I.  druggist 
In  local  paper. 

trade  to  develop  of  itself  without  any  effort  on  their 
part.  This  is  a  mistake,  for  in  order  to  work  up  any 
appreciable  trade,  some  prominence  must  be  given  to 
the  line. 

Of  course,  this  can  be  done  to  some  extent  by  proper 
display  in  the  store  and  an  occasional  window  display, 
but  a  little  advertising  will  attract  customers  who 
would  never  otherwise  be  secured. 

P.E.I.  Druggist  Advertises. 

One  drug  store  that  goes  in  for  a  little  publicity  in 
the  smokers'  supplies  department  is  the  McLellan  Drug 
Co.,  Ltd.,  of  Summerside,  P.E.I.,  a  sample  of  whose  ad- 
vertising for  this  purpose  is  reproduced  here. 

Note  the  paragraph  in  this  ad. :  "  Drop  in  and  get  a 
cigar,  pipe,  package  of  tobacco — anything — so  long  as 
we  can  prove  to  you  the  quality  of  our  smokers' 
goods." 


TURNING  A  STORE  SERVICE  TO  PROFIT. 

A  druggist  with  a  cigar  and  tobacco  department  paid 
less  than  ten  dollars  for  a  match-vending  machine  and 
filled  it  with  boxes  bearing  his  advertisement.  The  ma- 
chine made  him  a  profit  of  nearly  sixty  dollars  in  one 
year  on  sales  of  cent  boxes  which  advertised  his  busi- 
ness. Besides  the  advertising  value  and  the  actual  pro- 
fit which  resulted,  he  found  that  many  customers  who 
would  otherwise  have  asked  for  matches  with  their 
purchases,  bought  and  paid  for  them  instead.  His  store 
match  bill  was  considerably  reduced. 


TOBACCO  PRODUCTION  IN  SOUTH  AFRICA. 

It  is  estimated  that  during  the  year  1912  the  Union 
of  South  Africa  produced  approximately  11,000,000 
pounds  of  tobacco,  of  which  6,000,000  pounds  were 
grown  in  Magliesberg  district  of  the  Transvaal.  An 
experimental  station  for  Turkish  tobacco  is  being  start- 
ed at  the  Government  Agricultural  College,  at  Elsen- 
berg,  in  the  Cape  Province.  About  525  acres  of  this  var- 
iety of  tobacco  were  planted  in  the  neighborhood  of 
Stellenbosch  and  Pearl  during  the  year,  the  yield  from 
which  was  expected  to  be  about  210,000  pounds.  The 
Secretary  of  Agriculture  states  that  if  the  production 
of  pipe  tobacco  increases  at  its  present  rate,  the  home 
consumption  will  be  overtaken  and  steps  will  have  to  be 
taken  to  find  a  market  overseas.  This,  he  anticipates, 
will  not  be  difficult,  providing  the  tobacco  is  properly 
grown,  cured  and  packed,  but  it  will  have  to  be  sold  at 
a  price  which  will  enable  it  to  compete  with  tobacco 
of  a  similar  quality  from  America. 


PERSONAL  CANVASS  SELLS  CIGARS  BY  BOX. 

A  druggist  who  has  worked  up  an  appreciable  cigar 
department  related  recently  how  he  worked  up  a  con- 
siderable trade  in  cigars  by  the  box,  by  means  of  per- 
sonal canvass. 

"I  made  a  personal  canvass,"  he  states,  "of  the  vari- 
ous local  manufacturing  plants  and  wholesale  houses, 
as  well  as  the  offices  of  the  local  real  estate  men,  law- 
yers and  doctors,  seeking  to  induce  them  to  buy  their 
cigars  by  the  box. 

' '  Of  course,  I  was  not  always  successful,  but  I  man- 
aged to  book  a  good  many  orders  in  this  way,  and  even 
when  they  declined  to  order  a  box  of  cigars  at  the  time, 
I  always  left  a  card,  and  cordially  invited  them  to 
call  at  the  store  if  they  should  need  a  box  of  good 
cigars  at  any  time  in  the  future." 


SMOKERS'  SUPPLIES  AS  XMAS  GIFTS. 

THE  druggist  has  excellent  opportunities  to  sell 
cigars,  pipes,  smoking  sets,  cigar  lighters  and 
associated  lines  for  Xmas  gifts.  He  is,  perhaps, 
more  advantegeously  situated  in  this  regard  than  even 
the  straight  tobacco  dealers,  because  he  gets  the  wo- 
men into  his  store,  and  they  are  quite  extensive  buyers 
of  these  lines  for  Xmas  gifts.  The  opportunities  pre- 
sented during  the  next  few  weeks  sihould  not  be  ne- 
glected. 
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A  New  Year's  Resolution 
for  Every  Druggist 
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IMPEWAL  TOBACCO  COM- 
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"  I  will  pay  more  attention  to 
my  cigarette  department  so 
it  will  pay  me  a  bigger 
profit. 

"  I  will  handle  the  best  brands 
so  that  I  can  cater  to  the 
best  trade. 

"  And,  most  important  of  all, 

I  Will  Feature 


FATIMA 

TURKISH  BLEND  CIGAREHES 


These  famous  Turkish  Cigarettes—with  their  distinc- 
tive blend— their  distinctive  flavor— their  distinctive 
package— appeal  to  men  of  refinement  and  dis- 
crimination.    And  they  pay  you  an  excellent  profit. 


20  IN  A  PACKAGE 


HANDLED  BY  ALL  WHOLESALERS 
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Fancy  Goods,.  Novelties  and  Photographic  Supplies 

A  department  of  means  anj  meth'Ja  of  incteasing  Businesa  in  photographic  sup- 
pliea,   pennants,  placing  cards,    pens,  ink,  sporting  goods,    novzUies,  china,    etc. 

II 

BIG  SEASON  IN  FANCY  GOODS  AND  NOVELTIES. 

We  are  now  in  the  midst  of  the  biggest  selling  season 
of  the  year  for  fancy  goods,  toys  and  novelties,  and  it 
behooves  the  druggist  to  take  full  advantage  of  the 
possibilities  now  presented  for  the  sale  of  these  lines. 

These  are  lines  that  interest  both  sexes  and  all  ages. 
In  addition  to  the  direct  profit  derived,  they  are  fre- 
quently the  means  of  bringing  people  to  the  store  for 
the  first  time.  A  connection  is  thus  secured  and,  pro- 
perly handled,  there  is  a  chance  of  it  developing  into 
regular  patronage.  This  is  a  feature  of  the  fancy  goods 
department  that  dealers  frequently  overlook. 

Display  a  Necessity. 

There  is  one  big  outstanding  fact  regarding  the  sale 
of  fancy  and  novel  lines,  and  that  is  that  they  must  be 
shown.  People  may  come  to  your  store  and  ask  for 
staple  goods,  but  they  have  no  means  of  knowing  what 
fancy  goods  or  novelties  you  have  on  hand  except  you 
display  them  so  that  they  can  be  seen,  or  advertise 
them  in  the  local  paper. 

Display  is  the  big  selling  agent,  however,  and  from 
now  until  Xmas  should  receive  the  best  attention  of 
the  dealer  and  his  clerks.  Do  not  allow  goods  to  re- 
main displayed  in  the  same  place  and  in  the  same  man- 
ner from  the  time  you  open  them  up  until  the  passing 
of  the  season.  Change  them  around  so  that  people  who 
revisit  your  store  will  have  them  presented  to  them 
from  a  different  angle.  Do  not  forget  the  importance 
of  changing  the  window  display  often,  also. 

There  is  big  business  to  be  secured  in  these  lines.  See 
that  you  put  forth  your  best  effort  to  corral  your  share. 


CLEAN  OUT  THE  LEFT-OVERS. 

As  soon  as  the  regular  Christmas  buying  is  over,  the 
dealer  should  give  his  attention  to  clearing  the  decks  of 
left-overs,  of  which  there  is  bound  to  be  a  certain 
amount.  The  week  between  Christmas  and  New  Year 
is  a  particularly  good  one  for  this  purpose.  A  good 
many  people  who  have  received  Xmas  gifts  from 
friends  reciprocate  in  the  form  of  a  New  Year's  pres- 
ent. This  will  help  in  the  clearing  out  of  any  odd  lines 
of  fancy  goods. 

As  to  toys,  there  are  always  a  certain  number  of  visi- 
tors in  every  tovsm  between  Xmas  and  New  Year's,  and 
to  show  their  appreciation  of  the  hospitality  extended 
to  them,  they  frequently  buy  toys  for  the  children  of 
those  with  whom  they  are  staying. 

Goods  should,  for  this  reason,  be  played  up  strong  be- 
tween Xmas  and  New  Year.  Profits,  to  a  large  extent, 
depend  on  the  sale  of  the  last  part  of  the  dozen.  There- 
fore, to  get  a  profit  out  of  the  Christmas  trade,  the 
decks  should  be  cleared  as  clean  as  possible. 


CAMERAS  AND  SUPPLIES  FOR  XMAS. 

Cameras  and  supplies  should  be  pushed  as  Christmas 
gifts.  They  make  ideal  ones.  Anyone  who  has  not  a 
camera  will  greatly  appreciate  one.    Those  who  already 


have  a  camera  will  be  glad  to  get  supplies  that  will 
allow  them  to  go  further  into  the  study  of  photography. 
Mention  these  lines  to  customers,  suggest  them  to  par- 
ents as  gifts  for  their  children. 


Question  No.  9999. 

A  man  entered  a  drug  store  in  a  hurry  and  asked  for 
a  dozen  two-grain  quinine  pills. 

"Shall  I  put  them  in  a  box,  sir?"  the  clerk  asked  as 
he  counted  them  out. 

"Oh,  no,"  replied  the  customer,  "I  want  to  roll  them 
home." 


Wellington  Goods 

sell  quickly  and  require 

no      handling     except 

handing!  ut.  Attractive 

show  cards  with  order 

Photo  BookleU 
Frre 

Wellington 
&Ward 

MONTREAL 

Atso  obtainable  from  the 
National  Drug  &  Chem- 
ical Co.    Ltd.    Montreal. 


The  great  wave  of  patriotism  that  is  surging  over  the 
country    has  created    an  unprecedented    demand  for 

PATRIOTIC  SONGS 


'*  Soldiers  of  the  King." 

"  Private  Tommy  Atkins/* 

*'  It*»  a  Long  Way  to  Tipperary  '* 

"We'll Never  Let  th«  Old  Flag  Fall.' 

(New  tons  of  great  meiit) 
'*  Call  of  ^he  Motherland." 

(New.     A  great  lucceu) 
"Canadian  Jack,"  and  many  others. 


We  have  all  the  popular  hito  in 
slock,  and  our  prices  enable  you 
to  make  from 

75  to  100%  Profit 

We  can  deliver  immediateljr. 
Write  us  to-day  and  stock  up 


ANGLO-CANADIAN  MUSIC  COMPANY 

(Arnhdown't  Ma»ic  Store) 

144  VICTORIA  ST.  TORONTO 


RHEUMATISM    CURED 

THE  BEST  REMEDY  IN  THE  WORLD  FOR 
RHEUMATISM,   GOUT,   LUMBAGO,   SCIATICA,   NEURALGIA. 

BLAIR'S    GOUT    PILLS 

\i  you  suffer  from  any  of  these  complaints  try  these  c  I'-braled  pills. 

Pwf  ectly  safe,  sure  and  effectual.   Thousands  can  testify  to  this  statement. 

Proprimtora  —  Prout  &  Haraant,    229  Strand,  London,  Eng. 
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PATRIOTIC  POSTCARDS 


OVER 


I 


TRAM    HAWK 


Tkry  &r«  tK«  MOST 
WCLCOMC.  ARTISTIC 
Ar\d      UP-TO-OATe 

USED  BY  ROYALTY 


600  DESIGNS 

IN  COLOR  AND  SEPIA 

WARSHIPS 

GENERALS,  ADMIRALS 
NOTABILITIES 

ARMY  TYPES 

SEND  FOR  DESCRIPTIVE  LISTS 

RAPHAELTUCK&50N5C0.LitiiTED 

9  S^ANTOINE  STREET 
MONTREAL 


BIDWELL'S  S, 
BRUSHES 


Established 
1839 


Ebony,  Rosewood 
and  Satinwood 
Hair  Brushes 

Manufacturers  of  the  Famous 

Silverdrawn  Tooth  Brushes 

Specialists  in 

Whalebone 
Hair  Brushes 

Bidwell,  Bidwell  &  Co. 

Limited 
Axminster,  Devon,  England 

Hepresentative  for  Canada  ; 

Harold  F.  Ritchie  &  Co.,  Limiied 

10-12-14  McCauI  Street,  Toronto  . 


This  Sign 

is 

Electric 

Get  our 

Patriotic 
Prices 

With  Special  Discountti 


Write   us    for  further  in- 
formation. 


257  King  St.,  West 


Toronto 


MEGGESONS 

Fruit  Pastiles  Hard  Boiled  Goods 

Peppermint  Rolls       Creme-De-Menthe 
Gums  Pearls 

The  Lozenges  House  of  England 

MEGGESON'S  FAMOUS 

ANTISEPTIC  THROAT 
PASTILES 

Linseed        Licorice        Chlorodyne 

MEGGESON  &  CO.,  London,  Eng. 

HAROLD  F.  RITCHIE  &  CO.,  LIMITED 
10-12-14   McCaul  St.,  Toronto 
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HINTS  TO  BUYERS 


Canadian  tooth  paste,  everyfthing  possible  in  connec- 
tion with  it  being  Canadian  made. 


KENTMcCLAIN  AGAIN 

In  placing  a  line  of  show  cases  in  his  store,  in 
Joliette,  Que.,  Mr.  C.  L.  Rivest  has  favored  the  "Min- 
ton,"  as  built  by  Kent-McClain,  Limited  (Toronto 
Show  Case  Co.),  of  Toronto.  He  has  included  one  of 
the  indispensable  "Trianon"  combination  counter  show 
case  and  stock  cabinets,  made  by  the  same  firm. 


MARVEL  WHIRLING  SPRAY  SYRINGE. 

Buying  an  uncertain  article  is  like  a  telephone  kiss — 
mighty  unsatisfactory! 

When  you  stock  and  sell  Marvel  Whirling  Spray  Sy- 
ringes, you  are  pushing  an  item  that's  proved  its  merit 
by  fourteen  years  of  success.    Keep  the  stock  up. 


MECCA  OINTMENT  SHOW  CARD 

The  Foster-Dack  Co.,  Ltd.,  337-339  King  St.  W., 
Toronto,  have  gotten  out  an  attractive  show  card  of 
Mecca  Ointment  which  they  are  supplying  to  dealers 
for  advertising  purposes.  It  is  a  cut-out  in  colors  meas- 
uring 2  by  3  feet,  and  the  subject  matter  is  particularly 
appropriate  at  just  this  time.  It  shows  the  King 
of  England  prescribing  Mecca  Ointment  to  a  Red  Cross 
nurse.  Several  nurses  are  shown  in  the  background. 
The  top  of  the  card  reads:  "For  the  wounded  at  home 
or  on  the  battlefield."  It  is  an  effective  means  of  draw- 
ing public  attention  to  this  high  quality  ointment. 


KENTMcCLAIN  AGAIN 

Mr.  Chas.  E.  Crawley  has  opened  an  attractive  store 
at  the  corner  of  Bloor  and  Keele  Streets,  Toronto.  The 
interior  fixtures  are  mahogany,  with  green  marble 
bases  on  the  show  cases,  which  are  the  "Roman"  all 
glass  construction  style,  made  only  by  Kent-McClain, 
Limited  (Toronto  Show  Case  Co.),  of  Toronto. 


RANKIN'S  HEAD  OINTMENT 

A  line  that  gives  a  good  profit  to  retailers  is  Rankin's 
Head  Ointment,  one  of  the  oldest  and  most '  effective 
remedies  for  killing  nits  and  vermin  in  the  hair.  It  is 
made  by  Rankin  &  Co.,  Kilmarnock.  Scot.,  a  firm  that 
has  been  established  for  over  100  years.  It  is  put  up 
in  15  and  25-cent  sizes.  It  is  at  present  being  adver- 
tised in  many  Canadian  papers.  Parke  &  Parke,  Ham- 
ilton, Ont.,  are  the  agents  for  this  line. 


KENTMcCLAIN  AGAIN 

Among  the  show  cases  placed  in  his  Stratford  store 
by  Mr.  J.  W.  Ramore  are  the  "Honduras"  cigar  case 
and  the  "Imperial"  silent  salesman.  These  two  ever- 
popular  and  satisfactory  styles  are  built  by  Kent-Mc- 
Clain, Limited  (Toronto  Show  Case  Co.),  of  Toronto. 


CORSON'S  CHARCOAL  TOOTH  PASTE 

A  new  line  being  put  up  by  Sovereign  Perfumes,  Ltd., 
of  Toronto,  is  Corson's  Charcoal  Tooth  Paste.  It  con- 
tains sufficient  charcoal  to  sweeten  and  purify  the 
mouth,  and  on  this  score  will  anpeal  to  the  common 
sense  of  people,  who  in  the  olden  days  realized  the 
value  of  charcoal  for  this  purpose.    This  is  a  strictly 


RAPHAEL  TUCK  &  SONS  CO.,  LTD. 

No  doubt  readers  are  fully  acquainted  with  the  great 
Painting  Book  Contest  being  conducted  by  Raphael 
Tuck  &  Sons  Co.,  Ltd.,  who  are  giving  away  1,250 
prizes,  totalling  $5,000,  to  boys,  girls  and  young  stu- 
dents who  send  in  the  best  colored  pictures  in  Tuck's 
painting  books  and  albums. 

In  response  to  many  requests  and  as  the  date  origi- 
nally arranged  for  closing  the  contest,  on  December 
31,  will  not  give  sufficient  time  to  the  many  who  will 
buy  these  books  during  the  holidays  to  finish  and  send 
in  their  exhibits,  they  have  decided  not  to  close  the 
contest  until  February  28th,  1915.  This  will  give  all 
competitors  ample  time  and  enable  dealers  to  use  the 
contest  to  push  these  books  right  through  the  Christ- 
mas and  New  Year  trade,  and  well  into  next  year. 

The  contest  has  been  taken  \\p  with  great  enthusiasm 
all  over  the  country,  and  no  doubt  this  extension  of 
time  will  add  largely  to  sales  of  these  books.  Further 
orders  will  receive  careful  and  prompt  attention. 


KENT-McCLAIN  AGAIN 

Mr.  J.  M.  Whiting  has  recently  opened  a  new  store 
at  the  corner  of  St.  Clair  Ave.  and  Harvie  St.  The  fix- 
tures are  in  "Fumed  Oak"  with  "Roman"  all  glass 
construction  show  cases  with  green  marble  base.  The 
outfit  was  installed  by  Kent-McClain,  Limited  (Toronto 
Show  Case  Co.),  of  Toronto. 


DR.    CASSELL'S   TABLETS,   VENO'S   LIGHTNING 

COUGH  CURE  AND  INSTANT  RELIEF 

PLACED  ON  CANADIAN  MARKET. 

The  Harold  F.  Ritchie  Co.,  Limited,  Toronto,  are  plac- 
ing on  the  Canadian  market,  Dr.  Cassell's  Tablets, 
made  by  the  Veno  Drug  Co.,  Ltd.,  of  Manchester.  Eng- 
land, of  which  no  doubt  most  of  the  druggists  of  Can- 
ada have  heard.  They  are  one  of  the  strongest  cor- 
porations in  the  drug  business  in  England. 

Dr.  Cassell's  Tablets  are  known  as  one  of  the  greatest 
nerve  tonics  and  builders  ever  sold  to  the  public,  and 
the  nice  part  about  this  deal  is  that  when  the  druggist 
recommends  this  article  he  is  selling  his  customer  some- 
thing he  can  stand  behind  because  it  has  merit.  The 
goods  will  be  packed  in  very  attractive  packages,  "with 
plenty  of  instructive  matter,  so  that  the  purchaser  will 
be  able  to  know  exactly  the  uses  of  same,  as  well  as 
the  Cough  Cure  and  Instant  Relief,  which  will  be  given 
prominence  in  the  folder  to  be  supplied  free  of  charge. 

Veno's  advertising  the  first  year  will  reach  sixty  to 
seventy-five  thousand  dollars.  Besides  this,  each  drug- 
gist in  Canada  will  receive  free  of  charge  one-quarter 
dozen  Dr.  Cassell's  Tablets,  so  that  when  they  are  sold 
the  druggist  will  have  received  $1.50.  The  Harold  F. 
Ritchie  Company  respectfully  requests  retailers  to  be 
sure  and  let  them  have  their  latest  address,  as  they  do 
not  want  to  send  out  goods  and  not  be  sure  that  the 
merchant  will  receive  them.  It  vnll  be  impossible  to 
cover  Canada  and  have  goods  in  every  store  when  the 
advertising  starts,  so  to  be  sure,  they  are  going  to  give 
them  away  on  the  start.  The  druggist  after  that  may 
purchase  them  from  the  wholesaler. 

Any  further  information  that  any  merchant  may  re- 
quire will  be  supplied  by  the  sole  Canadian  agents,  the 
Harold  F..  Ritchie  Company,  Limited,  10-12-14  McCaul 
street,  Toronto. 
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